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PEARL and BEAD RE-STRINGING 
NEW aha VY SAFETY LOOP 























cA New Safety Feature 


EXCLUSIVE IN U.S.A 


Tne loop of the cord, where it passes through 

the clasp ring, is encased in a tiny spiral sheath 

of silver wire. The sheath absorbs the strain at 

this point, preventing wear on the cord. It elim- 

inates the usual intermediate ring, bringing the 

pearls closer to the clasp. The wire is so small as 
to be almost ‘invisible. 


All pearls and beads strung in our 
shops are equipped with this new 
SAFETY LOOP at no extra charge! 


For careful matching and flawless workmanship, p/us 
this extra safety feature, send your re-stringing work to 


A. SAUER & COMPANY 


Manufacturing Jewelers + Special Order Work 
KON-ITE BLDG., CINCINNATI 2, OHIO 
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Carl Lindstrom, Los Angeles, de- 
signed this matched set of 
brooch, ring, ear clips for Loretta 
Young. Diamonds, emeralds, sap- 
phires, rubies are mounted in 18K 
gold with stones set in platinum. 


UMN 


THE JEWELERS’ CIRCULAR-KEYSTONE 


SEPTEMBER 1947 


Merchandising and Promotion 


HIS WINDOWS ARE HIS LINK WITH THE PUBLIC ..... . 212 
“LADY LUCK".CROWDS STORE OPENING ......... 215 
SMALL STORE PACKS BIG BUSINESS WALLOP! ...... . 216 
EXTRA LINES STIMULATE JEWELRY VOLUME ......... 218 
SIX MUSTS FOR PROFITABLE CREDIT SELLING ...... . 220 
PERSONAL APPROACH HOLDS RADIO LISTENERS ... . . . 228 
JEWELRY ... ACCENT TO FASHION . . . eed ofa 
CUSTOMER. COURTESY IS PATHWAY TO SUCCESS . . . . 242 
MERCHANDISING THE UNUSUAL IS DOORWAY TO PROFITS . 246 
DIAMONDS FOR THE DANCE . . ; . . 250 
CUSTOM DESIGNING PAYS BIG DIVIDENDS ee oe ee 
"“GRAB-BAG" CLEARANCE ..... ae 
WINDOWS FROM ABROAD . 5 sei Sebo ee 
THREE GENERATIONS OF CUSTOMER SERVICE > aight Age aga 
FOR EFFICIENT WATCH REPAIR SERVICE ........ . 298 
THE AD-VISER — a » « aa 
“BRIDE CARDS" ESTABLISH STORE AS GIFT HEADQUARTERS : 4 
BIG POTENTIAL MARKET IN TROPHIES .. . — 
THERE'S MONEY IN TALKS .. . kee x eo 4 ee eee 
Store Modernization 
IN STEP WITH THE TIMES . . eka ewan & & ee 
BUILT ON SERVICE AND CONFIDENCE it ke Oe » Soak & eee 
"OPEN" TO THE PUBLIC .. ceaenevxew«we i & & See 
WINDOW FORECASTS EXPANSION. oo oe en ok ee oe 
The Trade at Large 
NACJ CONVENTION PROVES OUTSTANDING EVENT .... . 222 
ANRJA CONVENTION BIGGEST EVER ... . a ae 
NEW JEWELS FROM OLD .. . 2. a 
INCENTIVE IS KEY TO GOOD EMPLOYEE RELATIONSHIP _» « ae 
TRADE ASSOCIATIONS FIRST ORGANIZED IN 1870's . . . . . 302 
NEW FEDERAL TRADE MARK LAWS ... . eugene) 
EDUCATION OR ENTERPRISE? .......... . . « 338 
Technical 
PHYSICAL PROPERTIES USED IN IDENTIFYING GEMS ... . . 264 
REPLACING A ROLLER JEWEL . . , a 
WORKSHOP QUESTIONS AND ANSWERS ee ee ee 
Departments 
SPEAKING OF THE JEWELRY TRADE .........-.. 209 
THEY'RE NEW... .. ae ee se 
A 
I ee ee 
RE anos ee et ae ko, we. aoe. © ee S&S 1a eee 
ee ee er ee 


OWNED, PUBLISHED, AND COPYRIGHTED (1947) BY THE CHILTON CO., INC. 
Executive Office Editorial and Advertising Offices 
Chestnut and Séth Sts. ® 100 E. 42nd St. 
Philadelphia 39, Pa., U. S. A. New York 17, U. S. A. 


OFFICERS AND DIRECTORS 
JOSEPH S. HILDRETH, Sere peed B. TERHUNE, P. M. FAHRENDORF, JULIAN CHASE, 
THOMAS L. KANE, 6. C. BUZBY, C HARLES J. HEALE, Vice-Presidents; JOHN BLAIR MOFFETT, 
Secretary; HARRY V. DUFFY, T. W. LIPPERT, FRED ¥. COLE 


WILLIAM H. VALLAR, Asst. Treasurer 
PAUL WOOTON, Washington Member of the Editorial Board 








The Jewelers’ Circular-Keystone, published monthly and copyrighted by Chilton Company (Inc.), Chestnut and 56th 

Sts., Philadelphia 39, Pa. Entered as second class matter at the Post Office in Philadelphia, Pa., under the 

of Congress of March . 1879. Subscription prices—United States or its poatanehenes one year $3.00; “Mexico, Central 

America, South America, Spain and its colonies, one reer $3.00; Canada, one year $4.00; other foreign countries, 
one year $12.00; single copies 35¢ in U. S. A. "Subscriptions payable in * advance. 











SPEAKING OF THE JEWELRY TRADE 


LOOD PRESSURE among Chi- 

cago waitresses is probably run- 
ning at a new high as a result of the 
antics of one George Gayou, manager 
of NACJ’s National Jewelry Fair. 

A few days before the Convention, 
Gayou was dining with some friends 
in a Chicago restaurant, It occurred 
to him to show them some glass imi- 
tations of precious stones which he 
had secured to grace the cakes at the 
banquet. Accordingly, he took a pa- 





per of the “gems” out of his pocket 
and spread them on the table. 

A number of waitresses, appar- 
ently having heard that jewelers were 
coming to town with “millions of 


dollars worth of diamonds and stuff,” 


crowded around at a respectful dis- 
tance, saying “Ooh!” and “Ah!” and 
suchlike. 

Noticing them, and being a prank- 
ster at heart, Gayou peered careful- 
ly at several of the “gems” before 
him, then pounced on one. “Awgh!” 
he said in disgust, picking it up and 
heaving it across the room, “This 
one has a flaw!” 

Never before has anyone seen wait- 
resses moveso quickly — toward the 
spot where the “gem” was thrown. 

No report on the outcome. 


> © 
RESIDENTS of Denver, Colorado, 


do not have to buy an alarm 
clock if they don’t want to. All they 
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have to do is listen to the early morn- 
ing “Sleepyhead Serenade,” spon- 
sored by the Kortz Jewelry Co. How- 
ever, it’s our guess that anyone who 
hears the program just once will de- 
cide to rush out and buy an alarm 
clock instead. Easier on the neryes. 

The program features some music, 
but primarily it is made up of vari- 
ous unusual sound-effect recordings: 
the roaring of streamlined trains, 
thunder crashes, rain falling on a 


tin roof, 3:30 p.m. in a boiler fac- 


tory, etc. 

As if this sort of a morning sere- 
nade wasn’t enough, the announcer 
asks listeners to suggest other, more 
devastating sounds, to be played on 
succeeding mornings. The theory, 
no doubt, is that a man awakened 
by the sound of a cat fight among the 
garbage cans will, probably, suggest 
playing a record of the atomic ex- 
plosion at Bikini, just to make some. 
one else suffer on the morrow. 


© © 
EING DRAMATIC, occasionally. 


will help impress customers with 
the quality and “preciousness” of 
your jewelry merchandise. 

For example, Frederic W. Roedel. 
Utica, N. Y., retailer for the past 45 
years, discovered that it paid to have 
salesladies handle silverware while 
wearing white gloves. Customers were 
given a piece of white flannel. Later, 
this method of demonstrating that 
silver is precious was varied a bit: 
cleansing tissues were kept in a hand- 
some mirrored box on the silverware 
counter and used by salesperson and 
customer alike. 


To quote Mr. Roedel: “This is 
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good publicity. Both clerks and cus- 
tomers appreciate the fact that we 
are showing something precious — 
something that we prize. Customers, 
after buying it, cherish the merchan- 
dise and remember that it is some- 
thing lovely and luxurious. 


© © 

HE GOVERNOR of Missouri 

will probably hate us for this 

(since he'll undoubtedly receive 

reams of publicity releases), but we 

see our duty and By Gosh! we'll do 
it. 

It seems the Missouri legislature 
had passed a bill appropriating $10.- 
000 with which to buy a silver ser- 
vice for the battleship Missouri. And 
the Governor, Phil M. Donnelly, was 
I'D LiKE To See 
A SILVER SERVICE 


FoR 800/ 
is 









named (in print so small he didn’t 
notice it when he signed the bill) as 
the fellow who had to do the buying. 

“Where,” asks the Governor 
plaintively, “do you buy silver for 
a battleship?” (We rather imagine 
publication of this article will solve 
that difficulty.) “How much do you 
buy?” (Well, Governor, you’ve got 
ten grand.) “What do you buy? 
Do you consult the Navy first?” 
(These last two questions have us 
stuck. ) 

The Missouri’s pre-war silver is 
now in a Navy yard in San Diego, 
Calif., having been left there when 
war broke out (Navy men apparently 
don’t care much what they eat or 
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“THE BOSS IS SO CRAZY ABOUT THE BIG 3 IDEA 
HE EVEN HIRED TRIPLETS” 
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drink from while under fire). The 
Governor, being a practical man 
wonders if the old set has any trade- 
in value. 

Sit tight, Governor — youll be 
hearing from the boys any minute 
now. 


© © 


OR YEARS people wondered what 

would happen if a WPA worker’s 
shovel broke while he was leaning 
on it. Then it happened. Poor feilow 
snapped his shoulder. sued the Gov- 
ernment and made headlines all over 
the country. 

For years, also, we've been wonder- 
ing what would happen if an over- 
eager jewelry store window-smasher 
should forget to let go of his brick. 
Well—that’s happened too and, al- 
though the headlines were only lo- 
cal, the results are interesting. 

In Peoria, Ill., a window-smasher 
didn’t let go of his brick. Hand went 
through -the glass. artery severed. 
Nonplussed, the fellow who wanted 
his jewelry the easy way ran off, 
bleeding, sans loot. 

People attracted by the crash spot- 
ted him at once, however, and nab- 
bed him. In a matter of minutes the 
police had him in custody. 

Moral: Stand back when you fire. 
men! 





50 Years Ago This Month 


Excerpts from THE JEWELERS’ CIRCULAR 
Weekly during September, 1897. 





The announcement that many 
prominent silversmiths will now 
sell silver flatware at fixed prices 
per dozen rather than by the ounce 
as heretofore, has provoked a storm 
of controversy in the trade. 

Moissan, the French savant, 
has produced a compound of car- 
bon and titanium which, he claims, 
is harder than diamond. The scien.- 





tist sees it revolutionizing indus- 


tries using abrasives. 

A number of wholesale and 
retail jewelry firms are exhibiting 
their wares at the Tennessee 
Centennial Exposition, Nashville, 
which opened on May 1. 
——There is no limit to the 
amount of gem jewelry allowed 
for full dress occasions. 








OES TAKING the year-end in- 

ventory get you down and make 
employees grumble at the extra even- 
ing work? 

Hearken, then, to the idea em- 
ployed by Robert Praska, an official 
of the Iowa RJA. 

As reported in the Nebraska Jewel- 
ers’ News, a bulletin published by 
that state’s RJA, Mr. Praska’s plan 


is so simple that it’s a wonder the 
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"Can | get it back this afternoon?" 
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majority of jewelers haven't been 
using it for years. In his advertising 
he announces that his store will be 
closed on December 26th, the day 
after Christmas. Then, with no cus- 
tomers to wait on, he and his staff 
proceed to take inventory. 

Mr. Praska feels that he loses no 
customers as a result of being closed 
on December 26th—who goes shop- 
ping on the day after Christmas? 
And his employees appreciate an 
arrangement which saves them per- 
haps a week of working late evenings. 

Since the inventory is taken all at 
once, on one day, there is a saving 
in time and effort. And, in addition, 
the inventory-taking is accomplished 
with greater accuracy and efficiency. 


© © 
HE ULTIMATE in promotion — 


schemes for water - resistant 
watches has, we _ believe, been 
achieved. 

In Syracuse, N. Y., Wilson’s Lead- 
ing Jewelers had a large tank placed 
on the sidewalk in front of the store. 
In it, for four hours each day, were 
the town’s championship lady swim- 
mers, each wearing four water-re- 
sistant watches. Passers-by (who 
didn’t really pass—they stopped to 
look) were encouraged to ask the 
swimming gals what time it was. In 
between trips to and fro the swim- 
mers would check their watches and 
report the time, thereby demonstrat- 
ing, beyond argument, that they (the 
watches. that is) functioned under 
water. 


© © 
BEAUTIFUL, specially mounted 


King Cut diamond was awarded 
a lucky contest winner on the West- 
inghouse Hour heard over the ABC 
network July 21. The King Diamond 
Cutters of New York made the award 
to the author of a winning essay en. 
titled “The Diamond In My Life.” 
The theme of the contest was intro- 
duced a month previously by Ted 
Malone, romantic story-teller on the 
Westinghouse Hour, who devoted two 
programs to narrating romantic Ieg- 
ends on diamonds. Mr. Malone’s 
little daughter, Happy, presented the 
prize diamond to the winning essay- 
ist. 

Dealers handling the King Cut line 
informed their customers of the con- 
test by mail and used the contest 
theme for advertising and window 
display purposes. 
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"Growing pains” have necessitated severa! 
expansions and remodelings of the Connor 
Jewelry Co. Present spread of space the 
business occupies measures 150x19!/, feet 







Jerry Connor, left, consults 
with his assistant manager, 
Warren C. Leonard, above. 


by GRIER LOWRY 


ie is Windows Are His Lin 


as out-of-town papers and 
copy is co-ordinated with 
radio and window promotion. 










Jerry Connor, Rock Island, Ill., jeweler, gives 
first place to window displays in his promotion 
schedule. “Our windows,” he says, “‘eonstitute 


our initial and therefore most important contact.” 
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ee WMDEAS,” John Steinbeck, the novelist, once re- 


; marked, “are like rabbits. You get a couple,” 
irloots S{ , he said, “and learn how to handle them, and pretty soon 


wr you have a dozen.” 

That is just about the way it has been with Jerry Con- 
nor, whose jewelry store in Rock Island, Illinois, has 
emerged as one of the Mid-West’s fastest growing stores 
—a business built on good merchandising ideas. 

Established at the crux of the wartime merchandise 
shortage period, the present suave store is a far cry from 
the modest enterprise promotion-minded Jerry Connor 


inaugurated on May 10, 1940. 


Year by year, new lines have been added until now 
212 
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Second in importance to window 
displays, Mr. Connor puts these 
three tables in store featuring 
china, glassware, and sterling. 





Below: When store installed the 
frst of three display tables in 
, rear of store, this window tie-in 
[ of same merchandise was also used. 


“ 





With the Publie 


the store operates on a breakdown of thirty-six de- 
partments against which purchases are charged and sales 
credited with monthly quotas assigned each department. 

Retail establishments in cities of 50,000 population 
seldom approach this wide-awake store in the efficiency 
of the sales machinery and the convenience and eye- 
appeal of the appointments. Moline, Illinois, and Daven- 
port, Iowa, adjoin Rock Island, and the Tri-Cities are 
rapidly developing into one of the country’s most fertile 
markets. 

Now the oldest jewelry store in Rock Island, in point 
of years under the same management—three other stores 
have either shifted management or closed—Connor’s is 
designed to appeal to quality-seeking shoppers, and is 
reaching out for business by providing: 

1. Location:—One hundred per cent, with three de- 
partment stores in the same block. 2. Appealing sales 

. background:+-One hundred fifty feet long, and 1914 feet 
wide, the store has a black carrara glass front, and a re- 
cessed entrance flanked by two display windows. Interior 
features include an accoustical ceiling, mahogany-pan- 
elled wallcases and floorcases, spacious office and _re- 
pair adjunct, an air-conditioning unit, and three tables 
immaculately set with vari-patterned glassware, china and 


(Please turn to page 270) 
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This table, combined with a window dis- 
play of same merchandise sold sterling 
amounting to $450 on first day installed. 




































e are certain you llagree with us that REMEM- 
BRANCE, 1847 Rogers Bros. 100th Anniver- 
sary pattern, has tremendous sales appeal. 


We are certain youll do your part to promote 
REMEMBRANCE in your store... to get the 
business on it in your town. 

For our part, we re giving REMEMBRANCE the 
biggest send-off in silver history. In money spent 
and in volume of selling messages, the promotion 
of REMEMBRANCE beats anything we've done in 
our century of leadership in silver merchandising. 


The campaign opened early this month and will 
continue for three solid months—full-color pages 
and double pages in LIFE (America’s biggest weekly) 
and LADIES’ HOME JOURNAL (America’s big- 
gest women’s magazine) will picture and describe 
REMEMBRANCE to vour customers. 
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Ozzie AND Harriet (in their own wonderful way) 
are telling millions of radio listeners about the ar- 
rival of REMEMBRANCE. This popular show is on 
the air every Sunday afternoon over all CBS stations. 


For your own advertising, we ve prepared a raft 
of window displays and counter displays and news- 
paper ads and radio messages that tell the women 
in your town where to see and buy REMEMBRANCE. 


You know a good thing when you see it! REMEM- 
BRANCE means extra silverware business. It fills 
out the 1847 line—is not a duplicate or substitute 
for any current pattern. : 


We’re counting on you. We know, from your co- 
operation in the past, you ll make full use of any 
help we can give you to get the business that’s sure 
to come out of your town on this beautiful, sellable 
pattern. 


1847 ROGERS BROS. 
ines Silverplate 


The International Silver Company, Meriden, Connecticut. 
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A drawing for prizes was 


W. E. Denno’s answer to 





RY 
wn 


problem of getting the 
publie to visit his newly 
remodeled store, open all 


the time during the job. 


Crowd gathered for drawing for 
prizes at 5:30 p.m. on day of 
W. E. Denno's formal ‘opening.’ 





‘Lady Luck’ Crowds Store Opening 


HEN you've been open for business right along 
during the remodeling of your store, the problen: 
of getting the publicity and crowds on the dav vou for- 
mally reopen is a little harder than if the store had been 
behind curtains during the job. William E. Denno, of 
Denno’s Jewelers, Pittsfield, Mass., got the public to come 
and did a neat $2,000 worth of business that day. 

Mr. Denno has been in the jewelry and watchmaking 
business in Pittsfield for the past 25 years. Eighteen 
years were spent in an upstairs office at 230 North Street. 
and seven years in this store just enlarged and remodeled 
at 33 Fenn St. 





(Please turn to page 272) 
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Well-lighted interior of remodeled store 
is double space of former establishment. 
Mr. Denno and his wife are at right above. 


For week preceding the ‘opening, 
newspapers and radio were used to 
center attention on the drawing. 
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by GEORGE LINWOOD 





A COMBINATION of the best features of big store 
and small store merchandising strategy has de. 
veloped the Snyder Jewelry Company, Memphis, Tey, 
nessee, into one of the South’s top-ranking jewelry re. 
tail outlets. Taking a leaf from the book of big jewelry 
establishments, W. H. Snyder, owner, presents a quality 
line of merchandise amidst a glamorous background, with 
everv solid inch of the 1414-foot wide by 34-foot deep 


* 





Personalized selling is featured at the Snyder 
store where the sales staff is trained to slant 
sales appeal to individual status of customers. 


shop packed with trappings befitting a much more pre- 
tentious store. 

“From the outset, when I established the store back 
in 1937,” reminisces the jeweler, “I realized that our 
secondary location, although only a few doors off the 
main drag, and the smallness .of the quarters, indicated 
the necessity for other tactics to captwre public recogni- 
tion. Our ace card in achieving this was to plan a store 
seco:id to none in beauty, with unusual features designed 
to make us stand out from the crowd.” 

Snyder’s is a compact, “plus” job. A blue-mirrored 
glass front has the store identification in raised modern- 
istic aluminum letters. Woodwork of the interior is in 
matched, figured, red gum, with shelves arranged to 
show off merchandise in an individual fashion. An ap 
pearance of depth is managed with a white-and-blue 
striped floor covering. 

Pursuant to the plan of styling the store to the min 
iature blueprints of a large store, showcases contain nine 
drawers. 

“We have a sample of all stock in the showcases, 
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Small quarters and a secondary loeation are no business deterrent 


to W. H. Snyder, of Memphis, Tenn., who puts into his compact 


establishment the best features of big and small store merchandising. 


W. H. Snyder, above, adheres to his policy of 
recommending only those items most suitable 
for the requirements of each individual buyer. 


Only 14!/2 feet wide by 34 feet long, an impre- 
sion of depth is managed on store interior by 
blue and white striped floor covering in aisle. 


points out Mr. Snyder. “Drawers of each case contain 
a selection of styles of each item in covered trays. Thus, 
we maintain a capacity stock in a small space and attrac- 
tively displayed. For example, if a customer is interested 
in a rhinestone bracelet, we show him varied styles of 
bracelets in a tray lined with black velvet.” 

To offset his advantages of location and limited space, 
Mr. Snyder used one other expedient—bright illumina- 
tion. His store is, reputedly, the best lighted retail estab- 
lishment in Memphis. A trio of fluorescent ceiling lights 
down the store center contain 300-watt bulbs, three fix- 
tures are sandwiched between the center fixtures, and three 
fixtures each side of the store are suspended over the 

(Please turn to page 273) 


Sixty per cent of sales at this Memphis store 
are attributed to the display windows. Front 
is of .blue-mirrored glass with aluminum trim. 
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: : be counted on to stimulate and stabilize jewelery 
_ sales, as well as produce excellent sales volume of their 


own, is the experience of Goldman’s, pioneer jewelers 
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(Zar rat Fathet....-- of Kansas City. 
. 5 moe tay ses tae Some months ago Goldman’s moved their Kansas 
“ ee le City, Kansas, store into a fine new home in which were 
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-\e\. r incorporated long-planned post-war merchandising ideas 


of the firm. To traditional jewelry lines were added ap- 
pliances. radios, records, and other departments. In the 
shift to the long-heralded buyers’ market these innova- 
tions have proved their worth in creating added volume. 
new customers, and extra traffic for the store. 

Since Goldman’s were established in Kansas City 60 
years ago they have earned a reputation as extensive 
and aggressive advertisers, and they went all out the 
day hefore the opening of the new store with a special 
eight-page advertising section in The Kansas City Kansan. 

“We like to think,” this opening announcement stated, 
“that this optimistic sign of progress signifies that you 
have appreciated the honest ideals by which Goldman's 
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: This eight-page section was used by firm 
to publicize new store. Characteristic 
of Goldman's is that each ad be devoted 
to promotion of one type of merchandise. 
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6() have been guided . . . ideals of sound merchandising 
al methods, honest values. truthful advertising and a friendly 
* spirit of. welcome.” 

* In the eight-page section was a page advertising radios 
af and records. one for home appliances. one for diamonds, 
d. anotuer for watches, and so on, with each type of mer- 
¥ chandise receiving separate promotion. This is character- 
°g istic of Goldman’s. Their advertising is rarely general in 





FOR SEPTEMBER, 1947 





OOM = 
OW S ° +3 
QE: 
a 1886 
ae eunsery ave G 


Re 
Qs 


by PAUL B. NEES 





if if 
H it 


> tiy 


f 
; 


on 
te 


# hover, 


© Ccecenen 






2@ 


64e am, = 





WS 
SN 
SWAN 
XW 
SSS WK P 


) 
Wty: 


Appliances, radios. records. and other supplementary 
wares have proven their worth in creating added sales 


volume at Goldman’s. 60-year-old Kansas City store. 


type. Rather than run one large advertisement featur- 
ing merchandise from all parts of the store they cut 
their space up inte separate ads for, say, jewelry, home 
appliances. and records. This method permits more at- 
tractive headlines and creates a more specialized reader 
appeal. 

Goidman’s new store has nearly 10,000 square feet of 

(Please turn to page 275) 
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New store front of Gray's, Tulsa, Okla. 








Maintaining the dignity and reputation 


of a quality jewelry retailer, Gray’s, 
Tulsa, Oklahema, have rounded out 16 


years as a successful eredit firm by 


striet adherenee to these proven rules. 





Cix Musts” for Profitable 










Credit Selling! 


HERE are six “musts” to the profitable operation 

of a good present day credit jewelry business and 
it takes a lot of detailed planning to transform these 
“musts” into every day practice! 

So states Mel Klar, manager of Gray’s Jewelers, Inc., 
412 South Main, in Tulsa, Oklahoma, a store which 
is rounding out its sixteenth year as a successful credit 
institution. Louis B. Klar heads the firm and operates 
it with his son Mel. They have a modern downtown 
store in this “oil capital of the world” which through its 
attractiveness in design, has “pulled” many a customer 
into the store. 

But these “six musts?” Here they are: 

1. Observe customer and employe relationships un- 
ceasingly. That’s important in any type jewelry store 
operation, Klar declares, and most important in credit 
jewelry store operation. 

2. Keep using direct mail while the customer is still 
an account. It costs money to start a credit account 
and real profits from its operation come chiefly on subse- 
quent purchases. 

3. Render Service. “Too many credit jewelers try to 
get by solely on the basis of low payments,” declares 
Klar, “and forget that a good credit customer demands 
more real service than a cash customer.” 

4. Sell quality merchandise. There has been too much 
bad merchandise sold by credit jewelry stores in the 
past, he believes, and only the top quality values should 
be offered today. 

5. Friendly relationships are of the utmost importance 
in this type of operation; the friendship of the customer 
should come above any effort to push a sale. 

6. Know your customers by name, is his final point. 
They have found in their 16 years experience that the 
customers who kept coming back were those with whom 
they became best acquainted. Now this is “must” pro- 
cedure in Gray’s selling policy. 

This firm has set up a system for use when the cus- 
tomers account becomes paid out. Thirty days after the 
account is paid in full every customer receives the follow- 
ing letter (personally written and signed by the credit 
manager) : 

“Thank you—you are paid in full. We sincerely ap- 
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by ERNEST W. FAIR 


preciate the manner in which you have taken care of 
your account. 

“Honest folks like you, realize their obligations and 
that is why it gives us a great deal of pleasure to do busi- 
ness with you. 

“We hope that the next time you need anything you 
will think of us and give us another opportunity to 
serve you. 

“We extend you the invitation of coming into our 
store and making any purchase and charging it to your 
account. The Credit Card enclosed is significant of our 
welcume to you.” 

After this letter has been sent to the customer the ac- 
count record card is placed in a “90-day file.” If the cus- 
tomer comes in the card is removed from the file. The 
file is operated on a tab system and one letter is sent each 
month to these accounts, On the second and third month 
letters are current value offers by the store. At the end 
of 90 days the following personalized letter is sent to the 
account: 

“The purpose of this letter is not to sell you some- 
thing (as much as we would like to) but simply to say 
‘thank you’ for being such a very good customer, and 
invite you to come back and see us soon. 

“Your account has been paid out for better than three 
months now and we want you to know that we miss doing 
business with you. You have always paid your account 
promptly, and in doing so you have established an A-1l 
credit record with us. We hope you will use your account 
often. 

Rie look forward to the privilege of serving you again 

Klar has found that these letters have renewed almost 
half of their accounts. Such letters are, of course, sent 
only to the desirable credit accounts. If the above quoted 
letters do not bring the customer back the name is placed 
on the general mailing list which is used for postcard 
pieces, manufacturers’ literature and like material; mailed 
reguiarly as part of the store’s merchandising program. 

He is quick to point out that the days ahead will prob- 
ably be “very rough” ones for jewelers without previous 
aM experience who embark on this type of merchan- 
ising. 


(Please turn to page 277) 
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Mel E. Klar, son of owner and manager of Gray's, | 
shows new silverware stock to his wife. Store's | 
policy is to keep operating capital busy rather | 
than tie it up in shelf-warmers which are put on | 
sale as soon as goods show signs of not moving. | 





Overloading credit accounts is not good merchan- 
dising, believes Louis B. Klar, right, owner and 
founder of this successful Tulsa credit store. 
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NACUS's Chicago Convention 


Proves Outstanding Event 


Speeches by Erie Johnston and Congressman Knutson highlight 


meeting at the Stevens and Congress Hotels; attendance down from 





last year but many exhibitors report number of orders increased. 


~ a cee erences oe ~tee- 


year, with production up and deliveries 
speedy, retailers may buy on a “hand to 
mouth” basis. 


With speeches by such noted personalities as Eric Johnston and Rep. Harold , 
Knutson, exhibits by some 280 manufacturers, wholesalers and importers, and | 
attended by an estimated 7,000 persons, NACJ’s Convention and National | Apart from the lack of conbidun aaa 
: Jewelry Fair at the Stevens and Congress Hotels, Chicago, July 28th to 31st, | registration desks, and somewhat lower at- 
: must certainly be termed an outstanding event. | tendance, there were other differences he. 
| A notable difference between the 1947 event and that held last year was the tween the 1946 and 1947 Conventions, 


lack of confusion at the registration desks in the lower lobby of the Stevens. While sessions were limited, last year, 
one each day (a luncheon. session featur: 











Whereas those attending the 1946 Convention and Jewelry Fair were forced | ing prominent speakers), this year speeil 
to line up for seemingly interminable periods for registration, securing their attractions were scheduled in addition to 
badges, etc., the employment of advance registration for NACJ members, the noontime get-togethers. 
exhibitors and the press eliminated “mob scenes.” At no time was it necessary 
; ' LECTURES ON GEMS 
for would-be registrants to wait more than a few seconds for attention. 
One of the most interesting “extras” of- 

Over 1600 NACJ members and 3000 rep- point of view, as a “flop.” Some of the fered by the NACJ Convention Committee 
resentatives of exhibitors were registered others, however, particularly those show- this year was the lecture series by Dr, 
for the Convention in advance of the open- | ing “name” merchandise, leaders in their Frederick H. Pough on the identification 
ing day. Approximately 1250 people (pre- fields, reported that they had taken more and classification of precious stones by 
sumably non-NACJ members) paid the $2 orders than last year. Many exhibitors means of newly-developed instruments. Dr. 
registration fee, imposed this year in an conceded that selling volume was lower Pough, JC-K’s gem expert and curator of 
effort to have only those people seriously than at last year’s Fair, attributing this to Physical Geology and Mineralogy at the 
interested in the Jewelry Fair admitted to the fact that retailers were hungry for American Museum of Natural History, 
the exhibits. While accurate statistics are hard-to-get merchandise in 1946, while this conducted five study sessions which those 





not available on the number of NACJ mem- | 
bers attending without advance registra- | 

tions, it is estimated that they exceeded | REGISTRATION WAS REALLY EASY 
1000. | 

The Jewelry Fair, with exhibits in the 
Congress Hotel and Exhibition Hall, Nor- 
mandie Lounge and fifth and sixth floors of 
the Stevens Hotel was, of course, the Mecca 
of the visiting jewelers. However, it was 
observed that buying, on the part of jewel- 
ers, was cautious. 

It was apparent to anyone who had at- 
tended last year’s Jewelry Fair that atten- 
dance this year was somewhat lower. Aside 
from the obvious fact that imposition of 
the $2 registration fee, designed to keep 
out mere curiosity-seekers, had an effect 

* on the number of persons in the exhibit 
areas, another reason for this diminished 
attendance was advanced by an NACJ off- 
cial: many firms who in 1946 sent a large 
number of representatives to the Fair, this 
















year were more economy-minded and sent | % 
only one or two. | a 

Exhibitor’s opinions on the success of | _ ‘ 
the Jewelry Fair varied. All, of course, Comparison of this photograph with that appearing on the cover of last month's JC-K” 
noted the diminished attendance and a highlights the extraordinary success NACJ's newly-introduced method of simplifying regis: ¥ 
few exhibitors described it, from their tration procedure by allowing members and exhibitors to register by mail, in advance. — 
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NACJ BANQUET SCENE (SNAPPED JUST BEFORE THE COATS CAME OFF) 


The happy, smiling faces of the men in this picture were even happier a few moments after this picture was taken in the Stevens Grand Ball- 
room on Wednesday evening, July 30. The move for comfort originated at the head table (left) and once the “high brass" of NAJC had 





made themselves comfortable, virtually every other man in the Ballroom removed his jacket, also. 


attending the convention were permitted to 
“sit in on.” Although the scientist’s lec- 
tures were primarily directed toward the ten 
regular students seated at the table which 
was equipped with the latest in scientific 
instruments, his remarks and explanations 
were also amplified for the benefit of those 
on the sidelines with a number of photo- 
micrograph slides being used to show in- 
clusions, lines of stress, etc. The sessions, 
held at 10:00 a.m. and 2:30 p.m. daily, 
attracted a large number of persons, many 
of whom made it a point to attend the en- 
tire series of talks. 

Students actively participating in Dr. 
Pough’s lecture series were enabled to 
familiarize themselves with the _ po- 
lariscope, a newly-developed  self-illum- 
inating refractometer, and, at the fina! 
session, a new type of microscope which 
aids in distinguishing between synthetic 
and genuine stones. 

All persons attending Dr. Pough’s ses- 
sions, both students and those just “sit- 
ting in,’ were provided with a _ handy 
printed table, listing the refractive in- 
dexes of all stones, together with addi- 
tional methods of identification wherever 
required. 


JIC FASHION SHOW 


One of the Convention highlights was, 
strictly speaking, a non-Convention event. 
This was the fashion show sponsored and 
produced by the Jewelry Industry Council. 

Presented on Monday evening in the 
Grand Ballroom of the Stevens, this show 
was attended by a capacity audience ad- 
mitted by invitation only. Fall fashions, 
naturally highlighted with appropriate 


jewelry, were displayed on a long runway 
which traversed half the length of the 
ballroom. 

The styles, furnished through the co- 
operation of the Chicago Fashion Indus- 
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tries, featured longer skirts, nipped-in 
waists and a fulness of skirts and sleeves 
reminiscent of the 1860-1880 period. With 
a great deal of attention to necklines 
(which were very deep and square with 
an off-shoulder tendency in some cases), 
necklaces were especially highlighted. 
There was a nostalgic return to three, 
four and five long-strand pearl necklaces, 
with delicate pendants also featured. 

Commentary accompanying the appear- 
ance of the models pointed out, between 
remarks on the styles being shown, that 
a period of more formal living is forecast. 
“It is a period when the family’s — best 
silver will be used every day,” the speaker 
said, “and entertaining will be more 
elaborate. Fashion has always mirrored 
the mood of the time and this jewelry 
reflects the contemporary mood in the re- 
finement of its design.” 

The fashion show, arranged by June 
Hamilton Rhodes of the Jewelry Industry 
Council, achieved considerable favorable 
publicity for jewelry, not only in Chicago 
newspapers but, also, in other cities 
through the wire service. Pre-vue photo- 
graphs of the Show’s models, distributed 
prior to the event, were sent to papers 
throughout the country by wirephoto. 


RETAILER'S CLINICS 


Another “extra” at the 1947 NACJ Con- 
vention was the Retailer’s Clinic, featur- 
ing three experts capable of solving 
virtually any problem concerning the op- 
eration of a retail jewelry store. A recep- 
tionist, thoughtfully provided by the Con- 
vention Committee, made appointments for 
jewelers with each or all of the three ex- 
perts, thus avoiding congestion and long 
waits. 

Problems of promotion, advertising, win- 
dow display and similar matters were 
handled by William F. Brown, Associate 





Professor of Marketing at the School of 
Business, Northwestern University. Jewel- 
ers confronted with problems in any of 
these fields were, after consultation with 
Mr. Brown, able to return to their stores 
with renewed determination to avoid many 
common pitfalls. 

The subjects of operating costs, inven- 
tory.control, employee relations, salesman- 
ship, and allied fields, were the province 
of James R. Hawkinson, Professor of Mar- 
keting, School of Business, Northwestern 
University. In many cases jewelers’ prob- 
lems required the joint consideration of 
Professors Brown and Hawkinson. Between 
them, they were able to take care of al- 
most every operational problem submitted. 

Problems connected with store occu- 
pancy, leases, etc., were the special forte 
of Major Dana C. Beatty, NACJ’s ex- 
pert who conducted the survey providing 
the basis for the valuable book “Percent- 
age Leases.” Across-the-table conferences 
with Major Beatty led many a retailer to 
a better realization of the complexities of 
real estate relations, and the knowledge 
that contracts should be carefully scrutin- 
ized before an agreement to pay on a per 
centage basis is signed. 


FIRST SESSION 

Opening the first Convention session, 
which followed the noontime luncheon on 
Monday July 28 in the Grand Ballroom 
of the Stevens Hotel, Leo Weisfield, NAC] 
president, welcomed those present and 
pointed out in his introductory remarks 
that the success of the Convention and 
National Jewelry Fair was directly trace- 
able to the exhibitors. 

In a brief talk before introducing the 
featured speaker, Mr. Weisfield stated 
“The country is receptive to the installment 
jewelry business.” His rule for success 
the future was simple, being: “Mind your 
own business and be a worker—then you 
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LONGINES made a clean sweep in the exacting 1946 chronometric 
trials for wrist watches conducted by Neuchatel Government 
Observatory, according to the results recently published. Repeat- 
ing its success of 1945, Longines again won both the first prize for 


the best individual watch and the first prize for series. 
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won't need blood money from a war to 
become successful!” 

Following his remarks, which were 
greeted with applause, Mr. Weisfield read 
the text of a telegram received from Dur- 
ward Howes, ANRJA president. The mes- 
sage expressed best wishes for a success- 
ful Convention and Fair and appears to 
have been without precedent in the past. 

Mr. Weisfield then introduced the day’s 
speaker, keynoter for the Convention, Eric 
A. Johnston, former president of the 
United States Chamber of Commerce and 
president of the Motion Picture Associa- 
tion of America, Inc. 


ERIC JOHNSTON 


Pointing out that if it were not for the 
invitation to address the NACJ Conven- 
tion he would still be “poking around 
somewhere in Germany’s ruins,” Mr. 
Johnston undertook to describe, for his 
listeners, the desolation and desperation 
that is Europe’s. 

“European countries have two. great 
fears,” Mr. Johnston said. “One is that 
Russia will move in—and the other is that 
the United States will move out.” It is 
for this country’s (and the world’s) good, 
he maintained, that neither of these fears 
are realized. 

Pointing out that support of the Mar- 
shall plan would consume some $3 billion 
a year, Mr. Johnston asserted that the 
money would be well spent. “The people 
of Europe don’t want Communism,” he 
stated. They just want food and clothing 
—and hope.” 

“Russia has committed two blunders in 
the past,” Mr. Johnson said. “One was 
when she signed the non-aggression pact 
with Hitler in 1939, and the other was 
when she refused to attend ihe Marshall- 
Plan meeting in Paris in 1947.” 

Declaring that aid to European coun- 
tries under the Marshall Plan had his 
unqualified support, Mr. Johnston stated 
the countries being benefited must, how- 
ever, accomplish four things. They must, 
he said: 

“1. Put their own economic house in 
order, 

“2. Make the Marshall Plan program 
self-liquidating. 

“3. Exhibit genuine friendliness, and 

“4. Revive trade.” 

Concluding his talk, Mr. Johnston said 
that there is only one way of stopping 
Russia—by force. “However,” he said, “it 
need not necessarily be force of arms—it 
may be force of an idea. The seeds for 
that idea are the food and clothing which 
we will send to Europe. 


REP. KNUTSON 


Representative Harold Knutson, Minne- 
sota Republican and Chairman of the 
House Ways and Means Committee was 
the featured speaker at the second lunch- 
eon session, held Tuesday noontime in the 
Grand Ballroom of the Stevens. 

“Taxing and Spending” was the title 
of the Congressman’s address and at the 
outset Mr. Knutson made it clear that 
immediate relief from the 20 per cent ex- 
cise tax on jewelry was not, by any means. 
guaranteed, . 


Mr. Knutson stated: “The Ways and 
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Means Committee has given study to the 
subject of extending excise taxes. War 
excise rates must, except in cases of liquor, 
beer and tobacco, be restored to pre-war 
levels, and in some instances wiped out 
altogether. 

“Obviously, | am not in a position to 
say definitely what will be done, because 
1 am but one member of a Committee ol 
25. and of a House consisting of 434 other 
members. However, | feel on safe ground 
when I assure you that it will be our aim 
to not impose taxes that will injure busi- 
ness or threaten the revenue. The two 
must be kept in constant focus if we are 
to maintain a sound and _ prosperous 
economy. 

“Our Committee devoted the better part 
of a month to hearing scores of witnesses 
on excise taxes and nearly all of them 
presented carefully prepared and informa- 
tive briefs which will be of the utmost 
assistance to our Committee when we come 
to draft a revision of the Revenue Code.” 

Stating that the high cost of maintain- 
ing a large army and navy burdens the 
public with taxation, Mr. Knutson said 
we might lighten this load by international 
agreement if we used our national strength 
to force a disarmament agreement. He 
said: “At present, of course, the dominant 
item in the budget is the expenditure for 
national defense. U::til this item is reduced 
drastically, the Federal tax burden is cer- 
tain to be oppressive. But, under present 
circumstances, we dare not disarm. 

“Are we not, however, faced with the 
unpleasant fact that, just as France spent 
twenty years and billions of francs strength- 
ening the Maginot Line, only to see it 
collapse in a day, we may spend ten or 
fifteen billions a year for several years on 
our army and navy, and yet have our 








nation destroyed in a single night jp 
terrific atomic holocaust ? 

“If our enemies, by presistent stalling 
can succeed in postponing for two or three 
years action in this direction, it is not jm. 
probable that few of those present will 
have any occasion to worry about terrestrial 
affairs, and the Government in Washing. 
ton will be heard of only in history books 
—if the reading of such books is stil] per: 
mitted. 

“If, regardless of immediate expenses, we 
were wise enough to use our present pre. 
ponderance of power to force, the imme. 
diate establishment of international control 
of armaments, our future expenditures for 
defense might be safely cut to a fraction of 
the present budgetary allowance for that 
purpose. Then, we could slash taxes vigor. 
ously without endangering the national 
safety.” 

Congressman Knutson concluded his talk 
on a cheerful note, scuttling the rumor of 
economic depression and predicting the 
most prosperous era of history in the years 
ahead. He said: “Fellow Americans, | am 
greatly disturbed . . . over the talk that 
we hear about a depression. Let me say 
to you with all the candor and force at 
my command that there is absolutely no 
foundation for such expressions. The situa- 
tion today is wholly different from what 
it was back in the late 20’s. Then we 
had a run-away market and no _ backlog 
of orders. Our credit system was over: 
extended and we were skating on mighty 
thin ice. 

“Today the situation is wholly different. 
Our banks are’ bursting with deposits. 
Every manufacturer has a_ backlog of 
orders. We need everything from shoes 
to automobiles, household gadgets, watches 

(Please turn to page 380) 
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FALL STYLE REVIEW 





Scene at the Monday evening Fashion Show, presented by the Jewelry Industry Council in 

the Grand Ballroom of the Hotel Stevens on Monday evening, July 28th. Guests included, 

in addition to jewelers, many prominent newspaper fashion writers from Chicago and the 
surrounding area. 
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How to multiply profits! 


@ Customers who ask for Ronson lighters are persons 
who take pride in their personal possessions ... pride in 
their taste in gifts. Those who ask for Ronson pocket 
models will find Ronson table models equally irresistible. 


So... never fail to show a Ronson customer. .. both types. 


NOT FORGETTING 


Your sale of a RONSON lighter is not complete 
without a RONSON SERVICER. 

RONSON * REDSKIN LIGHTER NECESSITIES 
are best for ALL lighters... 

a MUST for a RONSON. 








TUNE IN ON 


K ’ sco 6é a \ 
ONSON “Gé Ze 4 
& r ” hd 
: ... every Saturday night 


(Sunday nights, Pacific coast), Mutual Network. 


WORLD’S GREATEST LIGHTE R For time and station, see your local newspaper. 


*Trade Mark Reg. U. S. Pat. Off. 
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RONSON ART METAL WORKS, INC., NEWARK 2, N. J. 
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Holds Radio Listeners 
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OR years Kenneth J. Van Cott, Binghamton, N. Y., 
jeweler, had shunned radio advertising. He felt that 
the usual spot announcements, read by a station staff an- 
nouncer, did not properly reflect the prestige and back- 
ground of a jewelry store. Jeweler-haberdashers, jeweler- 
clothing stores, chain stores, etc., all had run-of-the-mill 
announcements on the air, making the same claims for 
“the finest,” “the best,” “the cheapest” and “the easiest to 
buy.” 

Accordingly, when Mr. Van Cott decided, finally, to use 
radio as an advertising medium, he felt that it would be 
necessary to have an entirely different approach—some- 
thing that would stand head-and-shoulders above the 
crowd. 

To a great extent, the character of the Van Cott estab- 
lishment had to be considered. The store had been built 
on the integrity of the owner’s name and the merchandise 
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Chief announcer Jan Costley of Station 
WINR, left, works with Mr. Van Cott on 
preparation of the program. To avoid 
having to be on hand every Sunday after- 
noon, the talks are recorded beforehand. 


sold there. All customers were treated with decorum and 
friendliness, and merchandise of the highest quality was 
offered at a reasonable price. No sensational sales. No 
give-aways. No drastic reductions suggesting inherent 
cheapness in products. In short, the theme behind the 
Van Cott store (and the projected radio program) was a 
sincere desire to serve the public and serve it well. 

Starting-point for work on the program was a consid- 
eration of time. After much deliberation it was decided 
that a Sunday afternoon spot, 4:30 to 5:00 on WINR 
would be best. The previous program was the “Quiz 
Kids” and the following one a concert by the NBC Sym- 
phony Orchestra. It was felt that most people relaxed | 
at this hour on Sunday afternoon, many listening to the 
radio, thereby making it a propitious time for a dignified 
message from the jeweler. 

In line with the notion of Sunday afternoon relaxation, 
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++ was decided to use only soft, melodic music and omit 
the customary announcements identifying the selections. 
Midway in the program would be spotted a five-minute 
talk by Mr. Van Cott—not necessarily a sales talk, more 
accurately a “chat” about gems, silverware, etc. Aside 
from the program introduction, presentation of Mr. 
Van Cott, and the closing announcement, the program 
would consist entirely of music. 

The reason for Mr. Van Cott’s personal participation 
in the program were twofold. 

Since it had already been decided that presentation of 
the sales message should avoid blatancy and, since Mr. 
Van Cott was already well known in the community as a 
lecturer on the history and meaning of gems, what could 


“take to the air” in person and deliver his messages each 
Sunday direct to the listening public. 

Subjects covered in the five-minute Sunday afternoon 
talks cover a wide range, from “Superstitions” to 
“Grandfather Clocks,” and from “Fashions in Gems” to 
“Why I Am a Registered Jeweler.” There is no continuity 
to the talks, so no one knows what the subject is going 
to be the next week. Consequently, a host of listeners 
tune in to see what’s being said, and the element of sur- 
prise adds to the number of listeners. . 

As a matter of being practical, avoiding the necessity 
of being tied down every Sunday afternoon, Mr. Van Cott 
generally records three or four of his talks in advance. 
Then, on Sunday, he has the thrill of sitting in his own 


Kenneth I. Van Cott, Binghamton, N. Y.. felt that the usual spot 


announcements did not reflect the personality of a jeweler so. 


already well known as a lecturer. he took to the air himself. 





On Sunday afternoon when the 
program goes on the air, only 
person in attendance is Albert 
Kelly, the station engineer. 


be more natural than having him on the program, talking 
on topics associated with jewelry? When discussing 
gems, rings, silver, etc., it would hardly be necessary for 
the jeweler to suggest that his listeners buy at his store. 
The listeners would, almost automatically, think of 
Van Cott’s as the place to buy. 

Then 'too, Mr. Van Cott had long felt that there were 
many things about the jewelry business that the public 
did not know or understand. It was impossible to get 
these facts across through the usual media of newspaper 
advertising and direct mail and such messages, however 
well written, lost much of their meaning if read by a 
station announcer. Therefore, Mr. Van Cott decided to 
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back yard, listening to his firm’s program and his own 
chat, coming over the air. 

The success of the program is confirmed by the num- 
ber of customers who mention the program when in the 
store. Many sales have been traced to the fact that the 
customer came in because “they heard Mr. Van Cott on 
the radio.” Indeed, one customer has asked that Mr. 
Van Cott talk for 10 minutes instead of 5 because she 
could not learn enough of these interesting facts in so 
short a time. 

(Please turn to page 279) 
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Floor co e€-ing in new store is of rub. 
ber tle in l'eht cream shade. Aisles 
by showcases are delineated in black. 


Inset in balcony at rear of store forms 
riiniature stage for display of luggage 





Im Step 
With 
The Times 






FTER months of hard work, intensive planning and 
the overcoming of shortages and scarcities, M. Judd, 
and his associates have opened Albuquerque's newest 
jewelry store under the name of “Judd-Weitz Jewelry 
Company.” 

Mr. Judd’s experience in the jewelry field dates back 
to 1909, and reflects the value of years of contact with 
jeweiry and gem problems applied to jewelry merchandis- 
ing and designing. Coming to Albuquerque in 1933, Mr. 
Judd opened his small manufacturing and repairing shop, 


and in 1941, with Mrs. Judd entered the retail field in 
al] 20 F " a ae sake Z 
a small store at 420 East Central. Again branching out 7 ROBORT WIRES ky.) te 


in 1946, the firm acquired the Central Jewelry Company. 
located closer to the downtown district, and took into 
the organization a son. Dan Judd, and S. R. Weitz, who 
brought with him valuable experience in modern store 
management and credit retailing. 

Late in 1946, with faith in Albuquerque’s future, the 
firm began plans for an even larger and finer store. 
Pressed for space and in need of a more central loca- 
tion, the firm succeeded in acquiring a location in the ht adie, tne ten eh lh Me 
very heart of the city: at the intersection of the two nated windows demand public attention. 
main business district thoroughfares. 

(Please turn to page 280) 
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STAR SAPPHIRE, 
| LLY) 
= 


s Star Sapphire, 
America’s choice of precious colored 
stones, is always the preferred gift. 
Wearable at all times of the day and 


evening, the intriguing beauty and 





easy informality of a Star Sapphire 
ring invariably attracts both men and 


women. The designs illustrated are 








selected from our distinguished 
collection that includes many of the 
outstanding specimens available in 
the world today. Prices at wholesale 
are from three hundred to fifteen 


thousand dollars. 
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BRITISH BUILDING, ROCKEFELLER PLAZA, 620 FIFTH AVENUE, NEW YORK, N, Y. 
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JEWELRY . 


Accent to Fash 


66 EWELRY spells magic to us Hollywood stylists 
and the stars whom we costume,” says Jean 
Louis, head designer for Columbia Pictures. 

Mr. Louis was interviewed exclusively by the JEWEL- 
ERS’ CIRCULAR-KEYSTONE in Hollywood just before em- 
barking upon a flying trip to his native France, where 
he was to preview the new collections of the French 
couture and jewelry industry. 

The scintillating creations of this talented young 
Frenchman adorn such well-dressed screen beauties as 
Rita Hayworth, Marguerite Chapman. Ellen Drew. Adele 
Jergens, and Janet Blair. Currently he is winning ac- 
colades for Miss Hayworih’s wardrobe in “Down to 
Earth,” a wardrobe studded with the newest fashions in 
jewelry, produced by Joseff in collaboration with Mr. 
Louis. Two of his recent assignments were the costumes 
for Susan Peters in “The Sign of the Ram” and Ginger 
Rogers’ latest film, “It Had To Be You.” 

Every studio designer loves to work with beautifui 
jewelry, but Mr. Louis insists that he surpasses them in 
his passion for adorning film beauties with diamonds 
and precious stones. “They are the shining star of every 
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The drop earrings and massive bracelets 
of diamonds and emeralds set in platinum 
are by Joseff to complement this evening 
gown designed for Adele Jergens by Louis. 


by JUANITA SAYER 


Simple black dress worn by Janet Blair 
serves as excellent background for her 
gold diamond - set jewelry from Joseff, 


Beautiful Marguerite Chapman dramatizes 
her black decollete evening gown with, 
matching pins and earrings of diamonds 
set in platinum. Dress by Jean Louis. 
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. Like a Diamond in the sky.” 


























From the tiniest satellite to the most magnificent luminary... the 


diamonds your customers buy will be found at WINSTON. 


When in the market for stones of any size or any price, or for 


exquisite mounted jewelry, you are cordially invited to discuss 


your problems with the HARRY WINSTON Organization. 


HARRY WINSTON. 


| oa Om Sas ff ty 7 ne OY Say @ e Sam fag OF Xe © 9, 


SEVEN EAST FIFTY-FIRST STREET-NEW YORK 
220 WEST FIFTH STREET: LOS ANGELES 


CWNERS AND CUT Thee 


JONKER VARGAS ano lI RERATOR DIAMONDS 


Tr HUINCTON COLLECTIONS MAY BE SHOWN 








Diamonds and sapphires make an inter- 
esting matched brooch and earring set 


"4 for Rita Hayworth, of Columbia Pictures. 


ay 


ng 2 


Appropriate jewelry emphasizes lovely 
features of Ann Miller, shown here in 
an emerald green dinner dress by Jean 
Louis. Rubies and topaz set in gold 
are featured in the jewelry by Joseff. 


production I design. Many times lovely gem pieces have 
been the inspiration for my entire wardrobe.” 

Elaborating on what he means by the magic of jewel- 
ry, Mr. Louis said, “No matter how beautiful a woman 
may be, she usually has some unattractive feature thai 
she wants to play down. Jewelry does the trick. With it 
we can both accentuate a woman’s good points and 
camouflage the uncomely ones.” 

Studio designers have applied this legerdemain to 

(Please turn to page 282) 





One piece of jewelry wisely chosen pro- 
vides stunning complement for Rita Hay- 
worth's evening costume. Gold bracelet 
is topped with removable diamond brooch. 


Black net over lace contrasted with the 
glimmering beauty of diamonds in plati- 
num, worn here by Ann Miller, is recom- 
mended by Columbia designer Jean Louis. 
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The only stone house specializing exclusively in GENUINE ZIRCONS, 


we have available for immediate delivery any quantity of beautiful blues and whites in all sizes. 


Qualities for every grade of jewelry from Sterling to Platinum. 


Sym james A. Dr ing Co, ia 
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46th Street, New 


York 19, N. Y. 


e LOngacre 33-3033 
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Exterior of the new Tenenbaum 
store includes the clock above 
the door, a town landmark moved 
from the old location. Neon 
sign will be erected behind the 
clock on side facing the street. 


by CARL ROTH 





Built on Service and Confidence 


In 3:3 years, Charles Tenenbaum, of Waterloo, lowa, has built an 


enviable reputation for expert repair work. He has opened his 


new store based on this strong foundation of satisfied customers. 


TATE-WiDE fame as a craftsman and fair dealer for 

33 years built such a solid. growing business for 
Charles Tenenbaum. jewe'er. of Waterloo. [owa, that he 
had to double floor space in new quarters. 

When he moved May 10. he established an appliance 
line that jumped to 2) per cent of the store’s total volume 
within a month by increasing advertising five-fold and 
promoting a re-opening:that made local history. 

“Customers who used to leave their watches and rings 
in complete confidence immediately began buying appli- 
ances the same way.” said Tenenbaum, owner of Tenen- 
baum’s Jewelry and member of the board of directors of 
the Iowa State Retail Jewelers’ Association. 

“We were amazed at the instantaneous success of the 
appliance line.” he said, “because we built slowly on ex- 
pert repairing and manufacturing jewelry, starting in a 
back room a block from the main business district in 
1914 as a jewelry trade shop. and then as a retailer. in 
1927. Nothing flashy. Quality work pulled us through 
the depression.” 
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“We always believed a good word from a satisfied 
customer was the best advertising in the world. and that’s 
how we grew. Now we've increased our advertising budget 
from $590 to $2,500 a year to get more retail business. 
There’s no limit to sales. That’s why we've added ap- 
pliances. But there is a limit to repairs. We simply 
don’t want more repair business than we can handle right. 
Nearly all emphasis from now on will be on sales, be- 
cause we re already known in the repair field.” 

Tenenbaum said when he decided his foundation was 
strong enough to support larger quarters, he recognized 
the problem of letting old and prospective customers 
know of the decision. 

“The first move was to move,’ he said. 

So Tenenbaum Jewelry moved two doors down the 
main street, in the heart of the business district of Watet- 7 
loo (population 60,000). Space would be doubled to ~ 
20 x 125. with all modern construction inside ayd out. | 
Cost: $20.000. 

Before carpenters lifted a hammer in January, 194%, 7 
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--. offers unlimited opportunities 


for profitable promotions 





Wide awake promotion is the means of making this your 
greatest diamond season. Promotion aimed at your 
customers . . . charged with the sales-compelling ammunition 
of the Circle of Light Diamond . . . the diamond of 

greater loveliness . . . greater brilliance . . . greater size 


appearance ... greater sales appeal. 





wr? OF AMEBRICAN DEAMOND CHPTERS 


an affiliate of 


AUMGOLD BROS.., 


G2 weot 47th ST RELRT, NEW YORK CITY, 


a 


Velee Plant: 305 East 45th Street. \N. Y. C. Los Angeles Office: 


‘Ol Fast 45th Street. N. Y. C. 


Diamond Tool Research Co. 
“Trade Mark U. §. Pat. App. for 








Tenenbaum erected a sign with three-foot letters, pro- 
claiming, “This will be the new home of Tenenbaum 
Jewelry.” Business continued in the old place. 

Three months later came the re-opening—an event the 
rich trading area of northeastern Iowa will remember 
for some time. ) 

To promote it, Tenenbaum advertised extensively in 
daily and weekly newspapers, over the air, and by direct 
mail. 

Three days before the re-opening, he contracted for dis- 
play ads in the Waterloo daily paper—first day, a quar- 
ter page, second day a half page, and third day a full 
page; a full page in a Waterloo’s shoppers’ weekly, and 
quarter pages in six weeklies serving the Waterloo trade 
area. 

A week before the re-opening, he bought a 60-word 
spot announcement, to run nightly during play-by-play 
of the Waterloo Three I League baseball games, over 





Old store, two doors away from 
new location was much narrower. 
In the rear is Mr. Tenenbaum; 
in the foreground, a watchmaker. 
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KXEL, a 50,000 watt station. The spot will run through. 
out the season. 

All this advertising concentrated on free gifts for the 
opening and played up the addition of appliances, 

Meanwhile, Mr. Tenenbaum sent out 200 printed inyj. 
tations to carefully selected customers. 

On re-opening day—a Monday—Waterloo’s only 12 
noon to 9 p. m. trading day of the week—store traffic 
was even heavier than anticipated, and sales far more 
than hoped for, Tenenbaum said. 

“They packed the store all day—and a lot of them 
bought. Our promotion really drew a crowd.” 

Every person who came into the store received a free 
ticket for a door prize drawing and a free gift. Totals: 
450 ice cube tongs, ten boxes of cigars, 500 children’s 
books. At 7:30 p. m., in the drawing of ticket stubs a 
$40 watch and a $60 lady’s diamond were given away, 

(Please turn to page 285) 


Interior of new store features 
blond wood fixtures. The over- 
head lights (note holes in the 
ceiling) were the only bottle- 
neck to completion of the work. 
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The Magic Circle diamond that your customer buys is guaranteed. This printed 
guarantee form, handsomely done in two colors is a handy sales clincher for every 


jeweler and is offered without charge as part of the vast merchandising and promotional __ 


program behind Magic Circle diamonds. This guarantee adds prestige to your store 
and engenders greater faith and confidence for you and your customers as well as 
helping to make more profitable diamond sales. And, Magic Circle diamond, with its 
specially cut and highly polished girdle that adds extra brilliance and even gives the 
impression of greater size is an outstanding value...today and ALWAYS! 


If you aren’t familiar with this most beautiful of all diamonds, write today 
for a memorandum selection. No charge or obligation, convince yourself 
just what tremendous diamond sales may be yours by featuring Magic Circle __ 
diamonds in your city. In addition, Magic Circle diamonds may be purchased 


loose or mounted. 


Magic Cérole Diamonds are Created and Produced ty : 


nt AUDOLEn DEUlobn b 
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Brevity and truth are the two main 
features of Hall advertising. Ads 
are designed to reflect high char- 
acter of store and its merchandise. 


HE small, pure-white package that distinguishes a 
gift from the J. Herbert Hall Company, jewelers, is 
as familiar in Pasadena, California, as the city’s annual 
Tournament of Roses. Yet few if any of its citizens ever 
pause to consider the outstanding retail merchandising 
and advertising success story that is brought to fruitful 
culmination with each transaction over the store’s 
counters. 

Since the store’s beginnings in 1889, the skillful hand 
of J. Herbert Hall, its president and founder, has com- 
pounded a selling formula that has increased business 
two and one-half times in the past five years, and brought 
to the company award after award for its leadership in 
the field of sales-staff training. 

The story of Hall’s is one of putting the accent on 
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/ Customer Courtesy... 


Pathway to Success 


by FRANK WILLIAMS 
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courtesy in selling nationally-branded merchandise irom 
an ideal business location which has become a landmark 
in Pasadena with the help of almost fifty years of local 
newspaper advertising. 

Situated as it is in the very heart of downtown Pasa- 
dena, directly opposite one of the city’s largest depart: 
ment stores and astride the main artery of local customer 
traffic, the attractive, air-conditioned Hall Company store 
has enjoyed the benefits of a clientele whose per capita 
effective buying power in 1946 was $1,775 compared to 
the average national figure of $1,010. Pasadena attained 
a ranking of thirteenth in per capita effective buying 
power in 1946 among the nation’s 200 largest cities. 

And courtesy to these patrons has always been one of 
Hall’s greatest sales features. Few stores make so greal 
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J. Herbert Hall Co.. Pasadena, Calif., sinee its founding in 1889, 


has elosely followed a policy of courtesy at the point of sale, 


one that has brought awards for leadership in sales staff training. 


a point of proper employee-customer relations. All per- 
sonnel have completed the Dale Carnegie Course in Sell- 
ing and have been given the educational course provided 
by the Sterling Silversmith’s Guild. In addition, the sales 
staff has undergone the training program provided 
through the government-subsidized educational plan of 
the California Gold and Silversmith’s Association. In 
recognition of the high levels of salesmanship, ethics, and 
knowledge of gems demonstrated by its staff, the Hall 
Company has received two certificates from the American 
Gem Society. It’s no surprise then that each employee of 
the store is fully equipped as a courteous, informed expert 
on jewelry. 

The Hall firm sells and extensively advertises nationally 
known brands of watches, clocks, and other items. Every 
effort is made to determine in advance the merchandise 
most wanted in a community such as Pasadena. Trade 
magazines, merchandise letters, market information, and 
the general alertness of its sales staff keep the firm fully 
abreast of the times. 


WEEKLY STAFF MEETINGS ARE ROUTINE 


A routine and integral part of the Hall retail operation 
centers around the weekly staff meetings at which store 
matters are discussed, including the advertising plans 
and covering such things as items to be stressed, depart- 
ments to be featured, and sales development in general. 

From 1.5 to 2 per cent of sales is spent on promotion, 
and newspaper advertising consumes practically all of 
the promotion dollar, according to M. Earle Hall, adver- 
tising manager. The remaining advertising allotment is 
divided among direct mail promotions, small ads in 
school and college publications, junior league and theatre 
programs, and special window and store displays. 

“The name of J. Herbert Hall has been appearing con- 
sistently in the advertising columns of Pasadena’s daily 
newspaper for half a century,” its founder recalls. “It’s 
a far cry from the plain type, unillustrated little ads we 
published in 1899, to our handsomely illustrated, care- 
fully merchandised, and painstakingly prepared adver- 
tisements of today,” President Hall declares. 

Almost everything done by the Hall Company seems 
to be done with careful regard to excellence. . An illustra- 
tion of this is the fact that Hall’s ads last year were select- 
ed as representative of the best retail advertising prepared 
by a newspaper staff member at the 1946 convention of 
the California Newspaper Advertising Managers. 

In forty-seven years of business, Hall estimates that 
more than 95 per cent of his advertising appropriations 
has been spent in daily newspapers. “And the amount 
of our annual newspaper appropriation has been in- 
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creased each year in direct ratio to the growth and de. 
velopment of our business,” he continued. 

“I should say, however, that we believe very strongly 
in regularity of insertion in our advertising. We have 
found it to be as important, if not more so, as size of 
space and amount of appropriation,” Hall remarks, 

An examination of the percentages of total annual 
newspaper lineage invested in by the company from 
month to month will reveal the factor of planning that 
governs its use of newspaper space. Seasonal sales pat- 
lerns are reflected accurately in the monthly lineage 
percentages. The annual peak in consumer demand 

(Please turn to page 285) 


Store confines its advertising to 
long-range programs and “specials” 
are one thing that is never used. 
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Could be that: What your business needs is 


the diamond that’s least resisted... 


40 extra facets 
cut around outer 
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To boost your diamond business, give your customers what they want... 
something “extra” for their spending money. | 


That’s exactly what you can offer with MULTI-FACET diamonds... cut with 40 “extra” 
facets... adding “extra” brilliance and intensified color... giving the “extra” 





impression of larger size. And a lifetime guarantee certificate against chipping is 
another “extra.” | 


Give MULTI-FACET a chance to demonstrate that “‘extras” make sales. MULTI- 


FACET’S “extras” include unusual national advertising and store promotion material. 


Write for the popular Honeymoon Book by Dorothy Kilgallen. It tells where 
to go, where to stay, what to see, how much. It’s a typical example of “extra” 


power in MULTI-FACET’S advertising campaign. 
Ask our representative to call and show you the MULTI-FACET “extras” in detail. 


MULTI-FACET DIAMOND CORPORATION 
36 West Forty-seventh Street, New York 19, N.Y. 


London + Antwerp + Amsterdam 





#PAT. & REG. U.S. AND FOREIGN COUNTRIES. 
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Minerals, gifts, and rare gems are played up by Pohndorf's in store signs, 


Mierehandising the Unusual 


Is Doorway to Bigger Profits 


Accent is on gifts at Pohndori’s, 
Denver, Colo., which has built up 
a topnotch business with repeat 
orders from all over the country 


on mineral stones they feature. 


by EVERETT FOSTER 


HERE'S a doorway to better profits in merchandis- 
ing the unusual and doing it with a combination of 
unusual and the old tried-and-true selling methods. 

In Denver, Colorado, it leads to Seventeenth Street at 
Tremont where Pohndorf’s Jewelers have occupied the 
same busy downtown street corner for 20 years and 
where Arthur G. and his son, George R., Pohndorf oper- 
ate a unique jewelry institution which has acquired a 
national reputation for itself. 

The Pohndorf specialty is in merchandising of rare 
gems and agatized woods, some ten million years old! The 
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Stores’ stock of unusual mineral specimens is backed 
up by latest available gift merchandise. Here sales 
clerk shows customer compact from the wide selection. 


firm has been a specialist in gems and minerals for 50 
years. Today its best seller and main attraction is an 
enviable collection of mineral stones and agatized wood. 

The accent is on gifts at Pohndorf’s and has been for 
many years. By concerted plugging of its stock as the 
finest gift selections in the area and by endeavoring to 
always have unusual merchandise for customers, the store 
has not only a topnotch business in the Denver area but 
nationally as well. It’s not strictly a Denver tourist en- 
terprise either; over 60 per cent of the store’s gift volume 
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is accounted for by repeat orders from all parts of the 
country ranging from $2.00 to $5.00 and up. Colorado 
alabaster is shown at lower prices, carried as an accom- 
modation to tourist business, and, incidentally, it is the 
only soft stone stocked. 

An entire room and almost a third of the store’s inte- 
rior displays, plus ever present window displays, are de- 
voted to its agatized wood specimens secured from the 
store's own sources of supply spread to the corners of 
the world. These stocks are backed up by the latest avail- 
able gift merchandise on the American market. 

Petrified wood is bought from the famed forests in 
Nevada, quartz and agates from California, and some 
other stones from Montana. These petrified woods are 
cut and polished to a high degree and the natural colors 
therein give them great sales appeal. Some logs have 
been cut into parlor table tops, eight inches thick and 
almost two feet across. The sections were sent to Ger- 
many by Pohndorf’s and were finished and polished 
there. Such an item sells for around $400... and it sells! 
However the bulk of the merchandise of this nature is 
in the more moderate price ranges—from $35.00 to as 
little as $1.00. 

“Father developed this into a wonderful business as- 
set,” declares George Pohndorf, his son and store man- 
ager today,” and it has made our store a unique institu- 
tion in this area and unquestionably won us many friends 
and customers who now purchase all of their jewelry 
merchandise from us.” 

The store itself is of marble porphyrite glass framed 
in buff stucco with glass paneled doors outlined in chro- 
mium. Its six major windows are sub-divided to present 
different groups of merchandise such as stones, giftwares, 
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George R. Pohndorf, manager 
and son of founder, shows a 
custother mineral gift item 
against a background of the 
store's well-stocked display. 


women’s jewelry, and gems of various kinds. These sub- 
divisions are scrupulously maintained. When window 
changes are made, such redecoration is always done in 
the particular window reserved for that group of items 
and generally against white backgrounds. The store has 
89 feet of continuous advertising space in its windows 
and has displayed as many as 2,000 different items at 
one time, ranging from rings and bracelets to heavy table 
ornaments. ° 

Specialty items are also well displayed about the store, 
since Pohndorf’s have found that these are the store’s 
chief attractions and they are therefore given top spots. 
Almost every case carries at least one shelf devoted to 
moderate price range minerals and woods. They are also 
displayed in small trays and on velvet atop various coun- 
ters. The idea of related selling is used to profitable 
effect here; any customer attracted by the store’s special- 
ization in minerals and woods will always find them lo- 
cated near standard jewelry merchandise . . . and this 
bit of related-selling, borrowed from the chain grocery 
store's book, proves profitable for Pohndorf’s. 

The store has also developed a novel direct mail pro- 
motion stunt which has proven one of the best business 
builders ever used in the territory. When a Denverite 
becomes a proud father he very shortly thereafter re- 
ceives a letter from Pohndorf’s . . . on pink letterheads 
if the youngster is a girl, and blue if it’s a boy. The sell- 
ing message is illustrated in the following quotation from 
one of these letters: 

“Dear Daddy— 
“Many have offered congratulations and best 
wishes but none more sincerely than we. 
(Please turn to page 286) 
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DIAMONDS and DIAMOND 


Diamond Rings 
Yiamond Carvings 
Diamond Walch Adlachments 














IMPORTERS OF MELEE 





Established in New York City Since 1914 
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‘ 


249 

















Jewels worn by dancer Louise Holden 
are by Mare Koven and include ear- 
rings of diamonds, sapphires and a 
gold fringe; a butterfly jabot clip, 
a wide cuff bracelet of sapphires 
and diamonds and a gypsy dome ring. 





New designs in diamonds are worn by 
I dancer Ann Gerhauser —a_ straight- 


row diamond necklace, flower pattern 
ear-clips, bracelet of baguette and 
emerald-cut stones, engagement ring 


F 0 r | h e 1) a i C e and bowknot clips in Regency style. 


Miss Holden wears diamond necklace 
by Frank Hartley which divides into 
two clips and brooch, and contains 


Te Ambassador Hotel, New York, furnished the 50 carats of odd-cut stones. Spray 
locale of a lavish display of diamond jewelry when clip on bracelet matches nectioce. 
N. W. Ayer & Son, Inc., staged their recent production 
called “Dancing Diamonds,” in the hotel’s Trianon Room. 
The entire showing was set up to resemble the shooting 








Frank Hartley's baguette and round 
diamond platinum necklace is worn 
here by Miss Gerhauser. A double 
clip fastened as one features tiny 
snowballs and leaves. The rosette 
bracelet features a center diamond 
set on tiny spring so as to quiver. 
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PRECISION DOKS 


$ 


aa 


Every girl in the line is important 
... but PRECISION makes 

their act! They work together, 
for an effective net result. 


In the same way Cardinal 
Bonded Diamond Rings com- 
bine fine diamonds, with 
attractively styled settings, 
with the Cardinal bond to 
assure quality, with consistent 
national advertising. 


Each of these things is essential 
... but together they make 

a powerful selling tool for 
Cardinal Bonded Diamond Rings. 


the Cardinal Principles of Fine Diamonds. . . 
Color, Clarity, Proportion and Brilliancy .. . 





are guaranteed when you buy 


“a J. Mm eYonded 
aulinnl, diamond 


rings 
Bauman-Massa Jewelry Company E. Bastheim & Company J. M. Bennett Co., Inc. 
St. Louis, Missouri Los Angeles, California Minneapolis, Minnesota 
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Thank You Mr. Jeweler for 


IMPERIAL CULTURED PEARLS 


% Winner of awards at two World's 
Fairs—Highest quality. 

% Original creations in pins and 
rings. 


% Featuring Imperial Cultured Pearls with Precious 
Colored Stones and mounted in I4K and 10K 
gold in addition to our fine necklaces and 
bracelets of matched cultured pearls. 


% Public acceptance built through consistent national 
advertising—year after year. 


IMPERIAL PEARL 


607 Fifth Avenue 
New York 


5 No. Wabash Avenue 
Chicago 
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Two Successful. Conventions 


! of jewelers attending NACJ and ANRJA exhibits saw the newly 


introduced line of Imperial Simulated Pearls. 


We are gratified by your ready acceptance of our quality simulated pearls. 
Now jewelers can be assured of fine cultured and simulated pearls—packaged 


in a glamorous modern case and backed by an extensive promotion and adver- 


tising plan. 


Pre-Holiday ads will appear in Vogue, Harpers Bazaar, 
Harpers’ Junior, Town and Country, Esquire, Mademoiselle 
and Charm, reaching millions of quality-conscious men and 


women in the mood for gift buying. 


If you were too busy to attend the conventions and have not 
had the opportunity to see our merchandising plan for 1947, 
our representative will soon be in your area. Write or wire 
us so that you will not miss seeing the most extensive cultured 


and simulated pearl promotion and advertising plan of 


the year. 

Write now—be prepared for a IMPERIAL SIMULATED PEARLS 
bigger demand for fine Imperial % Guaranteed permanently 
Pearl jewelry this fall and before % Glamorously styled 
Christmas. % High styled modern packaging 


% Nationally advertised in leading 
Fashion Magazines 


SYNDICATE 


SIMULATED PEARLS yo 


é 
? 


P 


ae 7 
by f } ee 


— 


VY 
607 So. Hill Street oe y 


Los Angeles 
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This diamond necklace by Hartley fea- 
tures floral clips of diamonds and 
rubies. These stones are° also used 
in snowflake earrings, bracelet and 
ring worn here by Louise Holden. 





Miss Gerhauser wears Mare Koven's gold 
jewelry with diamonds appliqued. The 
bracelet is woven mesh with floral de- 
sign clip with center of diamonds and 
rubies. Gold “umbrella ring” has a 
round cluster of diamonds in center. 


of a night club scene in a motion picture studio, with 
the models, leading ballroom dancers from the new Fred 
Astaire Studios on Park Avenue, taking the part of the 
principals, while the audience were supposed to be spec- 
tator “extras.” Actually the audience was composed of 
editors and stylists from all the leading fashion papers. 
The wide publicity this lavish display received from 
their hands was indicative of the impression it made on 


them. . 
“Shooting sequence” was a series of dances by the 





Diamonds in palladium feature this 
Marc Koven jewelry which includes 
orchid dress clips, cuff bracelet 
studded with diamonds, and single 
strand necklace of marquise stones. 


models and their partners, which included the rhumba, 

fox trot, waltz, tango, etc., eight in number, in each of 

which the model was beautifully costumed in rainbow 

dance frocks of nylon tulle, marquisette and chiffon by 
(Please turn to page 287) 










Mare Koven's flesh-colored gold is 
used in this mesh ribbon necklace 
set with pink tourmalines and dia- 
monds. Earrings are of fine gold 
mesh with baguette drops; muff ring 
is of gold with bands of diamonds. 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


Cutting Works: London 
64 West 48th Street 32/34 Holborn Vioduc? 

























MO 


Emerald Cut and Marquise 
SIAR. SAPPHIRES 


RUBIES - STAR RUBIES - SAPPHIRES 
CAT’S EYES - EMERALDS + PEARLS 


We have a large stock of Precious Stones mounted and 
unmounted from which to make your selection. Let us co 





operate with you on your special calls. 


ie eet 


se eh 
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Custom Designing 





Pays Bis Dividends 


by DAVID MARKSTEIN 


N unusual end of jewelry merchandising—designing 
— has been parlayed into a big volume business 
by a firm recently opened in New Orleans. The company 
is Artistic Jewelry Creators; its owner-manager Mrs. 
Bobbye Bellis, who has developed a technique for selling 
higher-priced merchandise and _ high-priced services 
which is so effective “that if the customer is actually in- 
terested in buying at all, he generally buys here after 
we ve talked things over,” according to her report. 

Mrs. Bellis is the artist wife of Leon R. Bellis, manu- 
facturer’s representative in the South for a nationally 
advertised jewelry line. In the course of his travels, 
Leon Bellis often ran into situations in which custom- 
made jewelry could have been sold, and found that the 
lack of it often held up a potential sale. Talking over 
this situation, he and his wife hit upon the idea of open- 
ing Artistic Jewelry Creators as a retail jewelry design- 
ing company. It is presently owned and managed by Mrs. 


Bellis. 
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Many jewelers have found jewelry 
designing and remodeling a good 


““sideline.”’ This New Orleans firm 


makes a specialty of this work. 














Regular ads on Sunday society 
pages in newspapers are’ used 
to attract customer attention. 


Some of the jobs done by Artistic Jewelry Creators run 
into very large figures. How does Mrs. Bellis, selling 
high-cost jewelry close so many sales? 

“We've made it our business to know how to handle 
the kind of customer who goes for expensive, custom- 
tailored special design jewelry,” she explains. “We’ve 
reduced the selling part to a system. Before systematizing 
things, however, we made a study of what the custome! 
would need to know before he put his name on the dotted 
line, and came to the conclusion that he would have to be 
able to visualize the completed piece of jewelry in its 
entirety before he’d be ready to actually close. That is 
because no one who spends thousands of dollars wants 
to do so unless he is pretty sure what he’s buying. 50 
this system was worked out: 

“First, we laid in a supply of jewelry catalogs, hand- 
books and such. These are shown to the customer to give 
him an idea of what general style and pattern he wants in, 

(Please turn to page 289) 
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Incentive Is the Key 





To Good Employee Relationship 


it’s smart business for the retailer to tackle employee relations 


with understanding and patience. More efficient and profitable 


operations are offered the owner whose stafi puts forth best efforts. 


NE of the most pressing problems facing our nation 

today in all phases of its commercial life is that 
of employer-employee relationships. No matter whether 
it is a huge factory hiring ten thousand men or a jewelry 
shop employing six, the importance of this ever-present 
problem is proportionately the same. 

The alert jeweler studies his overhead, advertising, 
merchandising methods and other problems with an ana- 
lytical eye. If you study your employee relationships as 
carefully, you will find that these can be controlled and 
that sources of friction and inefficiency can be overcome. 

Almost every jeweler was himself once an employee. 
It is worth while to analyze and list the shortcomings and 
virtues he observed in former bosses so as to emulate 
their good traits and avoid their weaknesses. What kind 
of work surroundings were provided? What was the 
morale of the shop—and what should it have been? By 
answering these questions carefully, the jeweler who to- 
day hires others can make a good start toward improv- 
ing relationships in his store and providing more pleasure 
in work as well as more profits at the end of the year. 

Remember, every employee has a right to want to ad- 
vance in business. He wants to take home more money 
so as to provide comforts and security for his depen- 
dents. Fully as important, he wants recognition for his 
efforts. The worker who does not seek these things is of 
little use in your store because obviously he lacks am- 
bition. 


TRAINING FURTHERS UNDERSTANDING OF JOB 


Therefore, to help the employee to help himself—and 
automatically to help you too—see that he has adequate 
training to accomplish what you expect of him. When 
a manufacturer makes a certain product for resale he 
experiments and improves it until tests show his article 
meets current demand. The employer who expects his 
workers to turn in profits for him must train those work- 
ers so they know how to do just that and are happy in 
accomplishing it. 

Incentive is the key that opens the lock of good re- 
lationships. Make it worth your employees’ while to be 
efficient! 
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by L. A. KEATING 


Many employers have learned that the reward of a 
semi-annual or yearly bonus based on sales is a good 
incentive device. It offers more income, offers pres- 
tige, and carries with it satisfaction in accomplishment. 
Employees can look back over the year and say: “Well, 
we made it!” That’s what an employer likes to say to 
himyvelf. Is there any reason why employees cannot find 
satisfaction in having reached a mark set? 

Never look at an employee and think, “How little can 
I hire him for?” It is far better to ask, “How can I bring 
out his full work potential so that I’ll be glad to give him 
top money?” 


INCENTIVE BRINGS FORTH BEST EFFORTS 


By putting into effect a plan that offers a definite incen- 
tive for the’employee to put forth his best efforts, the 
jeweler can quickly prove which of his workers has the 
most promising future. Next, allow employees to partici- 
pate as much as possible in the operation of your busi- 
ness. Every man likes to think of himself as a minor 
prophet, gifted in foreseeing what needs to be done. Draw 
out your staff in employer-employee conferences. Assign 
responsibilities to whose opinions seem sound. You can 
subtly create competition among your employees by rotat- 
ing responsibilities so that each man gets a fair chance 
to prove himself. 

Where employees feel that the boss is a regular fellow, 
morale will be good. How about paying for your em- 
ployees’ lunch during monthly staff conferences? It’s « 
mighty effective gesture; everyone talks more freely over 
a meal and it offers a means of gaining an appreciation 
of your staff as human beings which you'll find worth 
having. 

At such meetings, encourage frank and open discus- 
sion of any phase of the business. You'll get some valu- 
able ideas from sources that surprise you. Naturally, no 
one bats 100 per cent and the impractical ideas that come 
up should not discourage you. Be slow yourself to knock 
apart the impractical ideas; let other employees do that 

(Please turn to page 290) 
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This Beautiful Display 


Now Avatlable! 


reasur eland 


DIAMOND RING LINE 





DEALERS BUILD AMAZING VOLUME 
with the 


Nationally Advertised 
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HIS excitingly beautiful new Treas- 

ureland window and counter dis- 
play lends perfect background to the 
living lustre of Treasureland Diamond 
Rings. Easily handled . . . made of 
plaster of paris, fiber-filled for lasting 
strength. Hand painted and smartly 
styled, with a glossy finish of un- 
chippable, porcelain-like plastic. 














COMPLETE ADVERTISING SUPPORT 


RADIO MAGAZINE 
Prepared announcements for Extensive national advertising 
local radio advertising, with in leading magazines continu- 
complete instructions for buy- ously keeps the name Treas- 
ing profit-building radio time. ureland before discriminating 


jewelry buyers everywhere. 


Exclusive Dealership 


Community Dealership for Treasureland Diamond 
Rings gives you full benefit of this complete ad- 
vertising campaign. Conceived and fashioned 
with the matchless skill of true artisanship, every 
ring in the Treasureland Line marks the jeweler 


NEWSPAPER MAILINGS 
Free mats of compelling local Dramatically illustrated fold~ 
newspaper advertisements, ers and letters for personal- 
attractively designed to build ized dealer-to-consumer mai)= 
store traffic and promote ing. 


sales. 


in Your Community 


who sells it as a dealer in superlative merchan- 
dise. And to further inspire customer confidence, 
a certificate of Guarantee assuring excellence and 
guarding value accompanies the sale of each 
Treasureland Diamond Ring. 


Write for details on Dealership in your community 


TREASURELAND RING COMPANY 





Division of A. C. Becken Co. 


Box I, Chicago 90, Illinois 
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‘Grab-Bag Clearance’... 





Unique plan of Dallas store clears stock of ————S—S——__ 


ONLY ONCE A YEAR 


SURPRIS 
PACKAGE, 


surplus items and builds traffic in other lines. 







HE Peacock Jewelry Company (Dallas, Texas) has 

devised a unique plan for removing surplus items 

out of the store and at the same time stepping up trafhic 

within the store. This plan is accomplished by injecting 
the element of surprise. 

Twelve hundred articles, ranging from cigarette light- 











° : Pp 
ers and collar clasps to water-resistant men’s watches and ad Lighters, Electric Irom ' Brace. 
. 7 ° ers. man ry 
birthstone rings were sold for one dollar each in the Only one newspaper a , 
. ad was used to call UES FRom 
form of neatly wrapped surprise packages. These pack- Masten to sete: $1.75 TO $25 00 
ages, displayed in a front window, brought many other four weeks of 


sale, stock was sold 


passersby in to try their luck. vat by wandabeneuth. 


The sale was held for five weeks, with 250 packages 
of the 1200 being sold the first week. The second week’s 
sales were 350 packages, a hundred over the first week, 
and according to store officials, this advance sale was 
due to word-of-mouth advertising. There was one news- 
paper ad run, advertising the sale at its beginning, but 
person-to-person advertising is accredited with the sales 
increase. 

The beautiful thing about the surprise packages was 


N 
=e $7 00— 
Per Package 


SALE WILL eno AS 
$00H as russ 
SPECIAL GROUP og 
PACKAGES ARE soip, 




















(Please tunn to page 291) 
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TRUBLAK 


TRADE MARK 
OF 
THE FINEST GENUINE 


) Nel Geol, b @ ¢ 














UNSURPASSED FINISH 





ABSOLUTE ACCURACY OF SHAPE and FIT 














P gy 
ADOLF MELLER 


- PROVIDENCE 4, RHODE ISLAND 





387 CHARLES STREET °- 


America’s first and foremost manufacturers of Genuine Onyx and Synthetic Ringstones 
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A semi-barbaric theme is set by the 
figure of the head in this display 
of costume jewelry. The pedestal ‘s 
draped with Oriental design material, 


Display of diamond rings and jewelry 
is set against simple background. 


Windows 
From 


Abroad 








EW, if any, foreign trade magazines we have ob- Thun, Switzerland, showing four window displays used 
served (and we get a majority of them here in this — by him, which changed our minds. 

office) play up or give recognition to what jewelry retail- As can be seen from the accompanying illustrations, 
ers in those countries do in the way of display or pro- __ the displays are just as dramatic as those seen in promo- 
motion. Perhaps there is not the emphasis on window _ tion-conscious America and, in the interest of good dis- 
display as an important selling asset over there as we play technique, each is keyed to a single theme. 
think of it here in the United States. That was our idea In the display of costume jewelry, a semi-barbaric 
anyway, until recently, when we received a set of four _ theme is set by the figure of the head done in pink plaster. 


photographs sent us by M. Niendorf, of Bahnhofbrucke, |The pedestal is draped with a woven curtain material, 
Oriental in design; the urn is of copper and ancient in 
design. Rings are of silver set with turquoise, opals, 
agate, and lapus-lazuli. In the right background is dis- 
play of heavy gold rings: in foreground is shown gold 
and silver bracelets and brooches. 

(Please turn to page 291) 








This showing of watches for Easter promotion 
had centerpiece of two white ducks of plaster 
with small yellow duckling. The draping was 
yellow satin arranged against the white floor. 


White pottery bowl filled with flowers was set 
on draping of white satin for this Easter dis- 
play of engagement rings and occasion jewelry. 
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ig want a fine diamond 


Guaranteed perfect diamond rings by 
Bluebird are a “must” in every com- 
munity. These famous flawless dia- 
mond rings add prestige to the store 
and are consistently winning new 
satisfied friends. 

With ever increasing volume, the 
Bluebird franchise is a valued asset, 
backed with consistent national and 


“Most of our customers 
insist on Bluebird, -when they 


Sea ae 


Sees 


s +B 
ring. 
Irving N. Chayken 


Armstrong’s Jewelers, Inc. 
Hammond, Indiana 





dealer advertising and display. Bluebird 
is the only guaranteed flawless line of 
diamonds of very fine color in America 
today . . . for less than I% of all 
the diamonds mined meet Bluebird 
standards of quality. 

There may be a franchise open in 
your community. Write today for full 
information. 





DIAMOND SYNDICATE 


55 East Washington Street 


FOR SEPTEMBER, 1947 


Chicago 2, Illinois 


ps a 1F IT’S A BLUEBIRD, IT’S A PERFECT DIAMOND RING ¥& > 
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Il. Retraction 


Physical Properties Used in 


Determination of Jewelry Stones 















Diagrammatic sketch of how 
the refractometer works. 
Light is projected through 
a prism to a facet ‘of gem. 
Amount of light reflected 
is shown on scale at right. 


HE study of jewelry stones is really a phase of 
mineralogy, but the true mineralogist has many 
more substances to handle than the jeweler. There are 
approximately 2000 different naturally occurring chem- 
ical compounds found in the rocks of the earth’s crust 
and these are labeled minerals by the geologist. They 
can be described in terms of their appearance, their 
color, their luster, their crystal shape. their hardness. as 
well as by enumerating the elements that they contain 
and the proportions in which each is present. 

Of these 2000, only about one-half of one per cent 
have the properties which make them suitable for jewelry 
use. Rarity, beauty, hardness, and often clarity are the 
factors which determine jewelry uses that can be made 
of minerals. This greatly simplifies the problem of the 
student of gems, for the determination of a cut stone 
usually can be reduced to the simple one of making a 
decision among two or three alternatives. Experts truly 
familiar with the jewelry trade have been able to get 
along for years without exact determinations for this 
very reason; they unconsciously sense some of the prop- 
erties which permit the distinction. 

The mineralogist is not in this fortunate position. 
Even the best probably cannot make sight identifica- 
tions of more than about 500 of the minerals he may 
encounter. Even then, the cautious scientist. with no 
financial considerations involved at all (only his repu- 
tation) will usually make some simple test which will 
confirm the sight identification. The jeweler who relies 
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REFRACTIVE INDEX 
SCALE 











by FREDERICK H. POUGH, Ph.D. 


Curator of Geology and Mineralogy 
American Museum of Natural History 


on his eyesight alone in many cases is taking a chance 
that is not justified. Further, the mineralogist will rarely 
attempt to impose his word alone on information seekers 
but will prove his statements by making some test; how 
much wiser is the jeweler who follows this example by 
using some of the simple instruments available to him! 

Mineralogical tests may involve chemical tests, hard- 
ness tests or density tests, the jeweler cannot use these. 
The jeweler is faced with a special problem, that of iden- 
tifying with absolute certainty the composition of a sub- 
stance without marring it in any way and often without 
removing it from a setting which may obscure the edges 
and prevent anything like a density test. Fortunately, 
an instrument is available which in most cases suflices, 
and which determines a reasonably diagnostic property 
of the substance in question. This instrument is called 
a refractometer, and it measures what is known as the 
index of refraction of the cut stone. 

Refraction means the bending of a light ray upon 
entering any substance from air. The best known exam- 
ple is the apparent bending of a stick observed when it 
is placed in a tub of water. Various liquids create differ- 
ent effects, mineral oil in the tub would make the stick 
look as if it were bent far more sharply, because mineral 

(Please turn to page 291) 
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The reason for the pointed popular 
preference of Kittay & Blitz merchandise is 
simple .. . it sells better, it sells faster, 


it’s more profitable! 


The K & B collection has long been famous as the 
‘most diversified stock of quality stones in the 
world!’ Amplified by recent heavy imports, 


it has all but wiped out war-caused shortages. 


Compare the consumer reaction fo superior 
K & B stones. Merit the confidence of your 
customers by insisting on Kittay & Blitz 
quality-controlled stones in the 


jewelry you buy and sell! 


Fp,“ 








22 WEST 48 ST., NEW YORK 19, N. Y. 
PROVIDENCE, R. |. OFFICE —76 DORRANCE ST. 


IMPORTERS AND CUTTERS .. . PRECIOUS .. . SEMI-PRECIOUS . . . SYNTHETIC AND IMITATION QUALITY STONES 


> 
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From floor to ceiling, the front of 
new Levy store is entirely of glass 
allowing full visibility of interior. 












‘OPEN’ -* 
Publie 


































This little corner selling space di- 
vided from rest of store by a curved 
glass railing is for diamond sales. 


NE of the finest examples of modern open-iront 

design for jewelry stores is that of Levy’s, Buffalo, 
N. Y. Recently completed after a major rebuilding proj- 
ect, the store presents an impressive appearance, yet with 
graceful, simple lines. 

The unusual facade of the building is in a rose beige 
dextone and green carrara with stainless steel trim. Lob- 
by of the store is wide and deep allowing ample, un- 
crowded room for inspection of displayed goods in the 
two large “display case” windows, one on each side of 
the entrance. The entire front of the store entrance is 
glass. from floor to ceiling and from wall to wall, al- 
iowing a full view of the whole store interior from the 
street. The doorway, also of glass, is set off to one side 
of the lobby while the space at the other side is taken 
up with a small glass-topped display table just inside tithing ‘ete, tth tell 
the store. coupled with incandescent spotlights, 

Featured in the interior of the store are terrazo floors, are inset into plum-tone suspended 
platinum gray walls, and a plum-toned suspended ceiling ay a a a FT omy 
island into which is set the lighting fixtures. Lighting 
used is fluorescent, coupled with birdseye spotlights. 

Display showcases and shadow boxes are of walnut. 
(Please turn to page 297) 
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Another Our Complete Line of 


TRIUMPH | JEWELRY DISPLAYS and 


at 





CHICAGO 


STORE EQUIPMENT... 
and 


wew yore | Again Show-Tested and Accepted! 


ORDER THESE SHOWCASE TRIMS 
Direct from Factory and Save! 
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The "MANSFIELD" Ring Case System 


| which features modern styling combined with the very best in materials and workmanship, 

sells for only $85.00. 38 different units .. . . Ring Displayers, Floor Boards, Platforms, Risers, 

$735.00 The “SHOW-ALL” Pads, etc. ... . average $2.22 each. Compare this price! Risers in choice of velvets and floor- 
boards and pads in heavy rib silk bengaline 





6 ft. unit. Overall height 7’ 
x 18” deep. Upper unit with 
two display glass sliding 
doors and two 12” glass ad- 
justable shelves. Lower com- 
partment with two glass slid- 
ing doors and 12” adjustable 
shelf. 

Available with wood doors 
and drawers below. ..$225.00 


A charming and workable arrangement with removable velvet pads to display your loose 
costume jewelry, etc. Silk bengaline floor boards and tops of units. A real space and cost 
saver at only $59.50. 






$9.50 The MODERN 


20” wide, 40” high x 70” 
long with 12” glass display. 
Featuring mirror back sliding 
doors with ball bearing 
wheels on steel tracks. Rear 





ir ides tor Cro leee THE "OVAL" RING TRAY SYSTEM 
A space, . $] 29.50 








| A smartly-styled ring display with 16 ring 

, trays on genuine maple bases. Sturdily con- complete with 
structed — with bengaline silk tops and floor- tray carrier 
boards and rich velvet covered riser fronts and 
ring trays. Send us your showcase measurem nts. 





WHAT DO YOU NEED? 


There's no catalog at KORN’S because we know that display 
requirements change rapidly .... and you ca.'t serve well unless 
you are always planning and creating new methods of display 
presentation. We have photographs, color swatches and reprints 
which we will gladly submit upon request. Send us your require- 





$65.00 The “16 FOOTER” 


ments. 

16’ unit with two 6x18” 
deep wall cases each with dis- / * 
play glass sliding doors, two Cse 

glass adjustable shelves, x 
re individual drawers and 

€r compartments with 1 
panel sliding doors. Center Designers and Manutacturers, Inc. 
alcove with round mirror and 


10 convenient drawers. 17-21 ELM STREET BUFFALO 3, N. Y. 
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This window designed in “Gay ‘90's’ theme, drew attention to store. 


Three Generations of Customer Service 


P. Krauss Jewelry Store, Lafayette, La... celebrates golden 


anniversary with two-day celebration and special displays 


showing items sold by the store during first business years. 


NE of the oldest jewelry stores in Southwest Louisi- 

ana celebrated its 50th year of business July 11th 
and 12ta, with a special window theme developed to at- 
tract customers. One of the members of the Krauss per- 
sonnel developed a typical shopping scene, as it was 50 
years ago. Against a background of a typical Southern 
scenery was a miniature replica of a buggy, its sole occu- 
pant a young lady of the gay nineties appropriately 
garbed in period costume. 

The main feature of the celebration was a display of a 
pair of cuff links sold by Mr. Krauss, Sr., to the first cus- 
tomer who entered his store on the opening day fifty 
years ago. Oddly enough, the proud owner of this heir- 
loom is in the employment of Krauss, Inc., at the present 
time. Twenty-five years ago when Mr. Krauss celebrated 
his “Silver Anniversary,” he presented to this same cus- 
tomer and a friend a duplicate pair of cuff links, in ap- 
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preciation of his first purchase. These also have been 
preserved through the years, and were on display with 
the original links. 

Other features of the two-day celebration were special 
displays of items sold by the store in its first years of 
business. Among these were 18-size pocket watches, 
extra heavy yellow gold wedding rings, silver ice water 
pitchers on stands, fancy hair pins, umbrellas, and an 
unusual glove button hook with long neck chain attached. 

During the two-day celebration the Krauss firm pre: 
sented to visitors who had been married fifty years a most 
attractive crystal tray, inlaid with the gold legend “50th 
Anniversary.” 

The late Paul Krauss, Sr., founder of the store, came 
to Lafayette, La., from France in 1897, at the age of 27. 
He immediately opened his own jewelry store, and start: 

(Please turn to page 297) 
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No. 1053 PENTHOUSE 


(CHROME) Precision products by 


PARK SHERMAN 


CREATORS OF WINNERS SINCE 1916 


Once again we are proud to present our line of gift and 
stationery specialties—precision made by expert crafts- 
men—priced right for real volume. 

On this page we have illustrated only some of our 
items that will be available for the busy season ahead. 
They are all designed, developed and manufactured in 
our modern plant— insuring quality of product and uni- 
formity of workmanship which cannot be duplicated. We 
are adding new items right along to complete our line. 

Write for prices now—or better still drop us a line— 
and we will instruct our representative to pay you a 
visit to show you our line in its entirety. 
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&~ PARK SHERMAN CO,., Springfield, Ill. 






NEW YORK CITY: 2 E. 46th ST. CHICAGO: 75 E. WACKER DR. 
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Max Sepuste™ 
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HIS WINDOWS ARE HIS LINK WITH PUBLIC 
(From page 213) 


sterling. 3. Personnel:—Cultured, trained, efficient, 
steadily-employed people who add the personal touch to 
the business. Sales people undergo thorough pre-induc. 
tion “screening,” attend daily sales conferences and 
periodic nighttime meetings for detailed schooling, 
4. Quality merchandise:—Fifty nationally-recognized 
lines adorn the sales roster. Both quality and variety 
are featured. 5. A window display program featuring 
artistic and well-planned displays. 

Additional merchandising features:—A mail order 
business which warrants maintenance of a shipping de. 
partment where orders are dispatched to all sections of 
the country—An inter-communication system enabling 
the owner to conduct conversations from his office with 
salespeople and customers in any spot in the store—A 
Baranger motion display in the window, changed each 
month, a prominent factor in creating attention to win- 


Jerry Connor overlooks no opportunity to display his wares. 

This booth at the Rock Island Fall Festival was one of: the 

outstanding exhibits of the affair and was visited by thou- 
sands of persons. 


In pushing sales in three top store departments— 
watches, diamonds, and sterling flatware—Jerry Connor 
counts the window display schedule as overshadowing 
all other facets of his promotion-studded schedule. 

“Our windows,” he believes, “constitute our initial, and 
therefore are most important, contact with the public.” 

A favorite device is to devote an entire window to 


displaying merchandise from one store department. A 


typical example of this technique was a display held 
in conjunction with a pearl promotion, when a windowful 
of pearls, valued at $30,000, was installed and brought 
more than cursory glances from passersby. 

A watch promotion was keyed to the occasion of the 
store’s second anniversary, with one crowd-stopping win- 
dow devoted to displaying every model of watch this 
manufacturer turns out. 

Perhaps one of the most effective displays was 4 
diamond window which combined tools used in cutting 
and polishing stones with an assorted display of rough 
and commercial stones ranging in size from .01 to .39 
carats. The diamonds in this window—round, square, 
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fancy cuts, mounted and unmounted—were valued at 
$100,000, and guarded constantly by police. Fanfare 
accruing from the police guard gave this promotion an 
vy sual amount of supplementary publicity. 

Window display tie-ups are carried out by the use 
of three dining room tables stationed at the rear of the 
store which are used for tastefully displaying china, glass- 
ware and sterling patterns. When the first of these three 
tables was installed, a window of china, glassware, and 
sterling was tied in with the table display. On the first 
day the combined display was used, sales of sterling 
alone amounted to $450.00. Fine linen table cloths and 
fresh cut centerpiece flowers enhance the appearance of 
the tables. 

Windows measure fifteen feet long by thirty inches 
deep. The firm has invested substantially in fine velvet 
for window backgrounds, and the velvet is kept on rolls 
designed with sliding cradles which can be completely 
closid in order to keep the velvet dust-free. Window 
props include a drape extending the full length of each 
window. 

Indicative of the emphasis accorded window displays 
is the fact that the bookkeeping records contain a special 
classification entitled, ““Window Expense,” which reflects 
to the penny the cost of each display item. | 

In centering the focus of the Rock Island populace 
on his store, Jerry Connor makes liberal use of both radio 
and newspapers. Copy is sponsored in four daily news- 
papers, including two in Rock Island, and one each in 
Moline and Davenport, and is coordinated with radio 


copy and the window displays. He doesn’t believe in 


‘hiding his advertisements behind the fold in the news- 


paper, and Connor ads are usually broadside-style, about 
10 by 12 inches. 

As a public relations service, the store owner lectures 
at wumen’s organizations on the subject, “China, Glass- 
ware and Sterling.” A popular feature, numerous out-of- 
town invitations are filled. Forty-four-year-old Jerry 
Conuer, neat, dapper, cultured, looking much like a bank 
executive, stages a real show at these lectures by provid- 
ing an assistant, table linen, centerpieces, and a wide 
selection of glassware, china and sterling for the tables 
which he uses in connection with his lectures. 

An effective goodwill earner is the gesture the store 
makes in lending two lovely punch bowl sets to anyone 
who requests them, regardless as to whether they are cus- 
tomers or not. Out on loan most of the time, the bowls 
have made a host of new friends for the store, and made 
a lot of old customers happier. Policy is to exact no 
charge in cases of damage to the sets, and when the 
bowls have been broken, compensation has been rejected. 
The loss to date has been less than twenty dollars. 

An exploration of the files maintained here netted the 
discovery of a particularly valuable record dealing with 
watches, flatware, hollowware, china and glassware sales. 
This system involves use of card files on which data is 
recorded from sales slips, and includes such information 
as the name and address of the customer, or recipient 
of the gift, a brief description of the item bought, etc. 

“This file,” Jerry Connor declares, “sharpens our 








Seg ae 





Dreher Bros. a». Wider 


Importers and Cutters of Precious and Semi-precious Stones 






All sizes, all shapes, all qualities, cut in our 


American factory, are available to you for 


48 WEST 48TH STREET, NEW YORK 


99 


ews 





immediate delivery. 











FOR SEPTEMBER, 1947 


271 








ability to furnish counsel to customers seiec.ing gilts 
for friends or relatives. We have endeared ourseives to 
many by referring to files and discovering that the gifiee 
already has the item the purchaser was considering. We 
also refer to the cards in cases where customers cannot 
recall whether or not they own an item they contemplate 
buying. 

Connor's basic appeal is to substantial citizens, per- 
sons with keen shopping judgment. In serving this 
clientele, Jerry Connor has assembled an intelligent group 
of salespeople. capable of doing a tip-top selling job. 

Sales personne! is selected after a preliminary exam- 
ination, and the firm has a painstaking training program 
geared to mold jewelry salesmen to Jerry Connor's con- 
cept of well-rounded salesmen. 

From the moment a new salesman is handed a state- 
ment of procedure governing his activities, he undergoes 
training al this store. 

Tools applied in administering education include: 

(a) Material furnished by manufacturers. 

(b) Visual education equipment. A 16-millimeter 
projector is used, and films are borrowed from 
manufacturers, educational institutions, etc. 
Films are shown at staff meetings and are fol- 
lowed by discussions on the subject covered. 

Recorded on _ dictaphone, these discussions are 
transcribed and filed in binders for future reference. Per- 
sonnel may refresh themselves at any time on the subject 
considered in these discussions, and new employees may 
catch up with the rest of the staff. 

A fixed daily part of the daily routine at Connor’s is 


an assembly for employees around Mr. Connor’s desk for 
a prepping on new lines, policy changes, other recent 
developments. Looking somewhat like a football coach 
at half-time at these sessions, Jerry Connor Peppily 
“dopes” the strategy for the day, cites weaknesses, pats 
this salesman and that on the back for a neat sales trick 
turned the previous day. As a result of these mornings 
sessions, employee morale is constantly at a high pitch 

A onetime jewelry sales clerk, watchmaker, wholesale 
jewelry salesman, and jewelry store manager, Jerry Cop. 
nor will round out twenty-five years in the industry this 
fall. From this diversified experience, he has decided 
there are two paramount requisites for building a solic 
foundation for a retail jewelry store—quality and se 
vice. 

He is making the most of these two policies in his bid 
for jewelry business in the Tri-City trade territory. 





"LADY LUCK" CROWDS STORE OPENING 
(From page 215) 


The remodeling process was completed in about four 
months but during that time the store continued with its 
usual advertising and remained open for business. One 
week before the day selected for the “opening,” Mr. 
Denno began his advertising campaign. Two thousand 
formal invitations were sent out to the store’s regular 
customers bidding them attend the opening on Saturday. 
Two radio announcements a day were used during the 
week preceding the event playing up the drawing for 
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gifts. In addition, newspaper advertising began on Tues- 
day with a “Come One! Come All!” ad. Wednesday eve- 
ning ten ads were put in the papers by the various con- 
tractors, and on Thursday and F riday nights the final 


half-page ads were used. 


Featuring the “opening” was a drawing for prizes, | 


erand award being a ladies’ diamond ring, with two 
other awards of a man’s and woman's 21-jewel watch. 
The drawing was held at 5:30 p. m.. giving store visitors 
the opportunity during the day of filling out a ticket. 
one-half of which they retained and the other half being 
put in a glass bowl, one for the men and the other for the 
ladies. During the day, some 2500 persons visited the 
store and filled out the tickets. 

Interest in the drawing was manifest by the crowd 
gathered before the store some time before the time set. 
shown in the photograph herewith. A half-hour before 
the drawing, a loud speaker was hooked up outside the 
store and an announcer from the local radio station, 
WEBC, interviewed the people gathered there. One stub 
was drawn from each bowl for the watch awards after 
which all the stubs were mixed together for the drawing 
for the diamond ring. Needless to say. interest was 
strong in the drawing which was responsible in good part 
for bringing the crowds to the store, but on the other 
hand, the store wrote up approximately $2,000 in busi- 
ness for the day, including the articles which were bought 
on the Lay-Away Plan. 

Double the floor space of the former store. Denno’s 
remodeled establishment combines functional design with 
direct merchandise display. The store front is of black 
structural glass with a large window on each side of the 
entrance. All merchandise is displayed under glass in 
enclosed wall cabinets and in the glass-topped display 
counters of blonde oak with black lacquered runners at 
the base of each. Light blue walls and a red mosaic-type 
asphalt tile floor set the light-colored fixtures off to their 
best advantage. 

Individual fluorescent lights are inset in each display 
case and square-framed light fixtures run the length of 
the store, set in the soundproof, acoustical ceiling. 

In the rear of the store are the office and watch and 
jewelry service rooms. 





SMALL STORE PACKS BIG BUSINESS WALLOP 


(From page 217) 


showcases. In addition, each show window has three 
fixtures with 300-watt globes. A neon sign identifying the 
store, and the display window lights remain on 24 hours 
a day. 

Although physical attractions have been played to the 
hilt, the chief basis on which the success of the store 
rests, believes the store owner, is the program to profit 
from the innate advantages of small-store merchandising. 

“The small store has numerous virtues,” insists W. H. 
Snyder. “First the owner is able to control his over- 
head better. Second, there is an intimacy between the 
owner and his customers which tends to break down the 
sales resistance experienced in larger stores. In small 
stor+s the customer feels that he is part of the institution, 
resuiting j in an interest which moves him to send in friends 
to enjoy the same personal attention he receives. Third, 
in the small] store, the owner can see that each customer 
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Erb and Gray 





“poet . . - First American 
Made Refractometer 
- - - 65 Instruments 
Delivered for 6G 
Months Testing and 
Trial Are Today 
Permanent Gem Test- 
ing Equipment for 65 
Leading Jewelers ... 
For Immediate Deliv- 
ery... Order Now... 


$139 
Complete with Stand 
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is given personalized service with a minimum amount of 
dissatisfaction. 

On the second and third points revolves the Snyder 
Jewelry Store’s primary bid for jewelry consumer fayor. 
Personalized selling means many things to W. H. Snyder, 


“It ineans honest representation of merchandise, “] 


learned early in my sales career,” he says, “that the 
merits of an article can be elaborated upon convincingly 
only when the features are stressed truthfully.” 

Inierest of the customer first is a factor in individual. 
ized selling at Snyder’s. This involves displaying ring 
styles most suitable for the size and shape of the cys. 
tomer’s hand. 

“Experience has taught me,’ Mr. Snyder said, “that 
a patron enjoys a purchase in direct relation to the re. 
action of her friends. We have built up a tremendous 
reservoir of good will by keeping this thought in mind 
when recommending jewelry to patrons.” 

Personalized selling at Snyder’s means an emphasis 
on direct mail advertising. An allocation of between 
$3,600 to $5,000 yearly is made for newspaper advertis. 
ing, most of the copy appearing in the Sunday morning 
editon of the Commercial Appeal, and running two- 
colums by fifteen inches. But direct mail advertising 
has the personal touch, and is geared more closely to 
an individualized sales program. 

Says W. H. Snyder: “We foster good will through 
letters, cards, etc., by expressing a personal interest in 
the patrons’ problems and by keeping them informed 
of new merchandise. It is my theory that after you spend 
money and effort to attract a customer to your store, a 
well-planned strategy should be instituted to hold him. 
Periodical letters, personally signed by me, constitute 
our most effective device in achieving this.” 

Gift wrapping and a free mailing service are included 
in the little personal service jobs the store offers. Special 
design ring manufgcturing, a business which, incidentally, 
Mr. Snyder reports is on the upswing, is a part of the 
program. -“I experience great joy,” he says, “in design- 
ing « ring to suit an individual’s hand, and then witness 
the pleasure it brings.” 

Personalized selling at this store means a specialized 
knowledge of the product. Sales personnel at the store 
convene for a 30-minute period every morning for a 
briefing on customer relations, new style trends, and 
sound merchandising practices. To keep abreast of style 
and trends, the firm subscribes to five fashion magazines, 
these publications frequently serving as text books at the 
morning session. 

Because this brand of selling requires a thorough 
understanding of the merchandise, members of the staff 
are sales specialists and are assigned to specific mer- 
chandise. One saleswoman, for example, is charged with 
fitting bracelets. 

Jewelry repair, which is farmed out to jewelry trade 
shops located in the same building, features a prompt 
watch repair service. 

“Using trade shops in our own building is a basis 
wheieby we can make a profit on repair work without 
the responsibility of maintaining our own shop,” de 
clared Mr. Snyder. “I recommend this arrangement to 
other operators of small stores who haven’t the facilities 
for a repair shop.” 
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Snyder windows pack a wallop. They have been a 
big factor in attracting patronage to this store, a few 
doors off the main shopping stem. Windows are small, 
but potent. Changed twice a week, their appearance 1s 
enhanced with appealing merchandise and attractive 


backgrounds. 
“We find that velvet is far-and-away the most attrac- 


tive background for glamourizing jewelry,” declares the 
store owner. “We use black, white, aqua, and gold velvet 
most frequently. We keep windows snappy, spend lots 
of money on fixtures, give them plenty of eye appeal.” 

Result: Sixty per cent of the store’s sales are made 
from the windows. 

Under the label, “Plans for the Future,” the Memphis 
jewelry store had scheduled a wider variety of giftware. 
“Ciftware is an everyday item we plan to capitalize on,” 
sail Mr. Snyder. “We will also acquire a larger stock 
of popular silver, china, and stemware lines to care for 
customer needs. To do this, we are providing space for 
samples with room for duplicate items in the stock room.” 

W. H. Snyder’s jewelry experience dates back to 1927 
when he was employed by A. Graves & Steuwer Company 
of Memphis. Within three years he became secretary 
of the company and in 1933, upon the death of O. K. 
Steuwer, became president of the company. He resigned 
to establish his own store. 





EXTRA LINES STIMULATE JEWELRY VOLUME 


(From page 219) 


space on two floors, and is up to date and attractive in 
every way. However, it was planned not merely from a 
vanity standpoint, to outshine competitors, but because 
the firm realized that new merchandising techniques, 
more attractive display methods, and greater service are 
essential to post war success. 

The downstairs, quite typical of the traditional jewelry 
store, with rich walnut woodwork and fixtures, is well 
planned and effectively lighted so that it shows to best 
advantage the glitter and sparkle of silver, jewelry and 
gems. About the only departure from conventional 
jewelry lines is a presentation of nationally known 
toiletries. 

It is the second floor, twice as large as the first, which 
contains new departments and innovations. Stairway and 
elevator are both at the rear and many an extra jewelry 
sale is made because customers going upstairs must travel 
the full length of the jewelry floor. 

Walls and fixtures on the second floor are painted in 
pastel shades of gray, pink, and royal blue. The radio, 
record, and appliance departments occupy a large part 
of the space on this level but there are also outstanding 
giftwares, lamp, and luggage departments. 

“An interesting thing about the upstairs store is its 
flexibility,” George L. Goldmon, vice-president of the 
firm, points out. “It is designed so that fixtures and de- 
partments can easily be changed, and we expect to alter 
or add departments from time to time as future mer- 
chandising trends indicate the advisability of doing so.” 
Goldman’s very complete record department is adver- 
tised as the finest in greater Kansas City and has achieved 
wide popularity. Beside a full selection of all popular 
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makes of records there are several sound-proofed rooms 
for trying out radios and phonographs, and a listening 
station having ten turntables with earphones so that 
customers can tune in on new discs without disturbing 
others. 

The success of the record department is especially 
pleasing to the firm because it brings a great many young 
people into the store and, in addition to the volume of 
business it produces, it is making regular Goldman cys. 
tomers of those who in later years will be the heavier 
jewelry buyers. Record advertising is largely keyed to 
the younger trade and clerks in the department are young 
people who know the wants and speak the language of 
their generation. 

The large home appliance department has proved a 
big attraction. drawing many people to the store who 
would seldom have been attracted by jewelry lines, but 
many of whom have in turn patronized the jewelry de- 
partment. : 

Hightlighting the major appliance section is a com. 
plete electric kitchen, where a home economist gives cook- 
ing demonstrations and is available for consultation and 
advice on home planning. 

Department heads in the upstairs store were chosen 
for thorough familiarity and experience with these lines 
and the floor operates smoothly and, in most ways, in- 
dependently of the jewelry store below, though each floor 
pulls business for the other and the newer lines benefit 
from the prestige of the older ones. 

“In these new departments, as in our older ones, our 
stocks are made up of famous brands of nationally ad- 
vertised merchandise.” Harold L. Lederman, store man- 
ager asserts. “Goldman’s good reputation has been won 
by handling only quality jewelry backed by the firm’s 
guarantee. We are adhering to that same policy in radios, 
appliances and other added lines by carrying only 
thoroughly proved. high quality merchandise.” 

One of the things particularly desired and _ notably 
achieved in the new store is better merchandise display. 
Goldman’s’ windows are always noteworthy both for art 
and for arrangement. Every effort was made to plan 
these new windows so that they would be the answer to 
the display man’s prayer. 

Twelve tons of granite went into the substantial front 
of the store and gently curving windows lead the cus- 
tomer to an all-glass entrance which makes a display 
window of the entire interior. Inside display receives 
thoughtful! attention, too, with carefully chosen fixtures 
and udvantageous arrangement of merchandise. 

Even the second floor has its place in window promo- 
tion plans, for the entire front on this floor is classed 
and, in addition to providing an abundance of natural 
light for the store, radios, appliances, and other large 
items displayed in these windows show up excellently 
from the street below. 

While Goldman’s always feature quality rather than 
price, the proverbial joke about the jeweler hiding his 
price tags does not apply to them, for prices are regularly 
indicated on all merchandise displayed or advertised. 

Goldman’s is a large user of most every advertising 
medium—newspaper, radio, direct mail. telephone direc: 
tory, street car and bus cards, outdoor billboards, and 
large electric signs on both front and hack of their store. 
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Because of the policy of making advertising honest and 


conservative, telephone and mail customers order adver- 


ed articles with confidence. 

Because they figure that a credit customer is a regular 
customer, Goldman’s advertising regularly solicits credit 
business, inviting the reader or listener to “Use your 
credit—Take a year to pay—No extra charge.” 

Even during war years courtesy and friendliness were 
never rationed at Goldman’s. From top management 
down, the casual shopper receives the sort of careful per- 
sonal attention which is most likely to add him to the 
list of regular customers. 

The Goldman ideals of sound merchandising methods, 
honest values, truthful advertising, and a friendly spirit 
of welcome, are those of sixty years ago. You can’t call 
them old-fashioned or out of date, though, when you 
see how, combined with modern thinking and planning, 
they are holding old customers and making many new 


tis 





ones. 


SIX MUSTS FOR CREDIT SELLING 


(From page 221) 


“Today customers are changing over from a spot cash 
basis to regular use of credit,” he points out, “for the 
‘easy money’ is gone. Today one must investigate credits 
very carefully; credit accounts with us have increased 
35 per cent over six months ago and they are still in- 
creasing. 

“And the greater the volume the more investigation 


of all references given; of experiences with other stores, 
of records at local credit agencies and any other pre- 
caution we can take are MUST steps with us. 

“One mistake often made is to assume too much in 
credit investigation. No account should ever be opened 
on a single credit reference; secure as many as you can. 
Lots of people will have good credit standings with one 
favorite firm and terrible records elsewhere. 

“But even if you have four references, let us say, all 
four should be checked. Too many credit people in- 
vestigate the top name, find it okay and assume the rest 
to be the same. We have kept our credit losses almost 
non-existent by complete and thorough investigation. 
Any credit jeweler is going to have to do it today because 
of the reconversion in jewelry merchandising from cash 
to a credit status everywhere.” 


DON'T OVERLOAD CREDIT ACCOUNTS 

Klar also advises against overloading credit accounts. 
He has found it far wiser policy to discourage selling 
a customer until an account has almost been paid out. 
When a customer makes a substantial purchase no effort 
is made to sell that customer additional merchandise un- 
til the first purchase has been paid for. 

“Your biggest difficulty on this score is not with the 
credit cheat,” he points out, “but with the person who 
finds it easy to handle one purchase and thinks two or 
three could be handled with equal ease then suddenly 
discovers his budget cannot be stretched that far. Such 
selling practice will ruin many a good customer by over- 
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YOU ARE ALWAYS WELCOME 


at the home of Benj. Allen & Co., in the Silversmiths Building. 


Assembled here is every type of merchandise for the jewelry store, se- 
lected by experiencd buyers whose years of contact with manufacturers 
and importers qualify them to select the right merchandise for your store. 


Every line is replete with the latest and most desirable items. You can 
confidently make our store your sole source of supply. Your orders 
placed personally, through our salesmen or by mail, phone or wire, re- 
ceive the prompt, efficient service developed in serving jewelers through- 
out the country for more than 80 years. 


At this time we call your particular attention to our DIAMOND depart- 
ment for loose diamonds, diamond jewelry, solitaire and wedding rings, 
single or in sets, and mountings all in a price range to meet every re- 
quirement. 


BENJ. ALLEN & CO., ING. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
Silversmiths Bldg. 


10 So. Wabash Avenue CHICAGO 3, ILLINOIS 
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selling them; from where we stand it’s not good credit 
jewelry merchandising!” 

Gray’s have built their successful credit business on 
such common-sense application of business principles 
and maintaining a “fair value” price level; i.e., giving 
the customer the utmost value for the money he spends. 
The temptation to secure inflated prices on merchandise 
because of the gullibility of some types of credit custom- 
ers leads to general all-around “bad merchandising” they 
have found. Today the Gray store is being stocked solely 
on a basis of the amount of merchandise they can obtain 
that has value and quality in good combination. 


NO "SHELF-WARMERS" HERE 


The store also has a fixed policy of immediate dis- 
posal of obsolete merchandise at sale prices; they prefer 
to keep their operating capital busy rather than tie-up in 
shelf-warmers. They have also found it a wiser policy 
to dispose of such an item as quickly as possible. When- 
ever merchandise in the Gray store shows signs of fall- 
ing into the shelf-warming category it is immediately 
put up at a sale price in store advertising and by direct- 
mail postcards. They have found it better to take a ten 
per cent loss then than a possible fifty per cent loss later 
by holding onto the item with the faint hope that someone 
will come in “some day” and buy it at the marked price. 

All of these pointers have made Gray’s of Tulsa one of 
the southwest’s top credit jewelers. They have kept the 
dignity and reputation of an independent jeweler while 
waging a sales battle against cut-rate-credit jewelers and 
still managed to do a good credit business. 


Wounded Vet Chooses Watchmaking 


Gai Lee, originally a native of Canton, China, and 
more lately of Boston, Mass., has come a long way singe 
a machine-gun bullet hit his spine during the Battle of 
the Bulge and he was taken prisoner by the Germans, 

He has just been discharged from the Cushing Veterans 
Administration Hospital at Framingham, Mass., as mej. 
cally rehabilitated, although he is paralyzed in both legs 
and must get about in a wheelchair. 


Paralyzed veteran Gai Lee, shown here with his daughter, is working 
while studying at his chosen vocation of watchmaking. 


He is enrolled as an on-the-job trainee under the Vo. 
cational Rehabilitation Act in a watchmaking plant in 
Brooklyn, N. Y. A job awaits him at the plant after his 
training is completed. 


You U love the new 5 Sir Quality 


NATIONALLY 
ADVERTISED 


SHOWROOM HOURS 1:30 TO 5:30 P.M 


Ie PIT Se AVS. cry 
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Best of all, his wife and 19-year-old daughter have 
arrived from China after an eighteen-year separation. . 

Lee was born in Canton 39 years ago. He worked his 
way to the United States in 1923 and by 1926 had 
amassed enough money to return to Canton and marry 
his childhood sweetheart. Three years later he came back 
to America alone, to earn enough to send for his wife 
and baby daughter. 

Immigration difficulties, the depression and the war in 
China combined to postpone the reuniting of the Lees. 

When the United States entered the war, Lee joined 
the Army in the hope he might cross the Pacific as a 
soldier. Instead, he was assigned to the 28th Division as 
a machine-gunner and sailed for England. 

He crossed the Channel to Cherbourg and took part in 
battles at Normandy, St. Lo, Paris, Hurtgen Forest and 
the West Wall. During the Battle of the Bulge in Decem- 
ber, 1944, his unit was surrounded by German troops. 
On the night of December 20, a bullet hit Lee in the 
spine and he was captured. 

For three months, he was under the care of German 
physicians who had neither medical supplies nor equip- 
ment. Finally, he was rescued by General Patton’s van- 
guard. He was passed back through five Army hospitals 
and then transferred to the Cushing Hospital. 


Advisement and guidance tests, administered while he 
was a patient in the VA hospital, revealed that he had 
an aptitude for mechanics and watchmaking. He learned 
the fundamentals of watch repairing while in the hos- 
pital and VA arranged for his job training course upon 
his discharge. 

Finally, he sent for his wife and daughter. To help 
him, a VA representative wrote a number of letters to 
get the family out of China and also to break a blockade 
that held them up on the West Coast for more than a 
month. 

Lee has one more problem. His wife and daughter 
do not know one word of English. He intends to teach 
them, for the Lee family considers the United States as 
its permanent home. 





PERSONAL APPROACH HOLDS RADIO LISTENERS 
(From page 229) 


The program itself, entitled “The Musical Jewel Box.” 
opens with the WINR staff announcer Jan Costley saying, 
“It Means A Lot When You Say Van Cott.” This is the 
cue for the program’s theme song, “Embraceable You.” 
played for one chorus and then faded as.a background. 
The announcer then continues: 


“Van Cott, jeweler, is pleased to present at this time 
another in this series of programs entitled “The Musical 
Jewel Box,” a program of melodic gems, transcribed espe- 
cially for you, plus this week’s featurette, a brief report 


by Mr. Van Cott on incidents and happenings in the world 
of gems. 


“Just as the beauty of a precious gem, increases with 
the pasage of time, so do melodies become more endeared 
to the heart. Van Cott invites you to relax for the next 


half hour and listen to the rhythmical strains of Dave 
Rose and his orchestra... ” 


Then follows four musical selections of a semi-popular 
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WANTED 


2 Sales 
Representatives 














An unusual opportunity for 2 alert, 
intelligent jewelry salesmen to affil- 
iate themselves with an outstanding 
American watch importer, selling 
several watch lines, including 


MIDO EMPIRE 
MEDANA 


in the middle and north central states. 


Liberal drawing account against com- 
mission. We prefer men residing in 
Chicago, St. Louis, Minneapolis or 
Kansas City areas. Contact our Chi- 
cago office, Mr. S. Weiss, Manager, 
29 E. Madison Street, Chicago, 


Illinois. 


LOUIS AISENSTEIN and BROS., Inc. 


Executive Offices: 630 Sth Avenue, New York 20, N. Y. 





BE WORKING FOR 








IT takes only one large loss and 

the jeweler without adequate full-coverage 
insurance can be financially ruined. 

His profits for years to come will be wiped out. 
With one simple, convenient policy, you 

can obtain practically “all-risk” protection 

of your merchandise, both in 

and away from your premises! 


OUR JEWELER’S BLOCK POLICY COVERS: 
Holdup, inside or out; safe-burglary; 
shoplifting; customers’ goods Lost, 
damaged, or destroyed; fire, water or 
oil burner damage; delivertes of 
samples; merchandise carried by sales- 
men; registered mail or sealed Ratt- 
way Express Shipments. 


Wherever there is.a possibility of loss, 
insurance protects you. Don’t risk working 
for peanuts. Call your agent or broker today! 
EASTERN DEPT. 


80 John Street 
New York City 7 


PACIFIC DEPT. 
Mills Building 
San Francisco 4 





E AND MARINE 


SURANCE COMPANY 


ST. PAUL. MINN. 
JEWELERS BLOCK DEPARTMENT 








character, followed by the introduction of Mr. Van Coy 
The average time taken by the jeweler is five minute 
sometimes a trifle more or a trifle less. 


Only the merest bit of commercialism is allowed t 
creep into the jeweler’s chat—and that, after all, is ex. 
cusable since he does foot the bill for the program. Afte, 
a discourse on diamonds, for instance, having explained 
the “four C’s (Color, Clarity, Cut and Carat), yy 
Van Cott made the following reference to his own store: 

“Jan Costley opened this half-hour program with: ‘} 
means a lot when you say Van Cott.’ This is particularly 
true when you are talking about diamonds. I do hope 
you will come in to seek my advice and counsel when 
you are considering the purchase of an engagement ring, 
or when you want to learn more about these gems of jecy 
fire. Until next week when, I hope, you'll listen once 
again—goodbye.” 

The remainder of the program consists of four more 
musical selections and a concluding announcement which 
merely identifies the sponsor. Neither the opening nor 
closing statements by the staff announcer do more than 
this. The sales talk is presented only as an unobtrusive 
part of Mr. Van Cott’s chat with the listeners, never as a 
heavy-handed bludgeon sandwiched between musical 
selections. 





oo 


IN STEP WITH THE TIMES 


(From page 230) 
The subject of jewelry store remodeling was carefully 


studied, plans were drawn up. approval secured from the 
Civilian Production Administation, bids were accepted, 





Store Sign Works 24-Hours a Day 





When O. P. Grogan, owner of the iewelry firm of Grogan & Son, 
located at 108 East Mobile Ave., Florence, Ala., in the Muscle 
Shoals District, remodeled his store last year he decided to do 
something unusual in the way of a neon sign on the front of the 
store. The result was the sign shown in the above photograph. 

The large diamond with the usually present rays of light is done 
in neon with the name of the firm below, also done in neon set on 
large letters that stand out from the front of the building. This 
neon sign is kept burning till late every night and does its full 
share of advertising for the firm. 
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January 15 the project was under way. After 
f intensive work, the store was ready for 
the Grand Opening was held on February 


and on 
thirty days © 
its debut, and 
15. 


The only attractive features of the new location be- 
fore remodeling were its size, 45 ft. x 80 ft., and its 
‘deal location. The curio store previously occupying 
the space was dark and gloomy; the front was covered 
with rustic-looking logs; the floor was badly worn; the 
windows were too high and the window display floor 
was too low. The first problem was presented by the 
high ceiling and the ancient lighting fixtures. A survey 
of possibilities indicated the best solution to be the in- 
stallation of a new, lower ceiling. The process chosen 
was a suspenion system dependent upon thin metal 
girders and cross-pieces, all of which formed a frame- 
work for Softone Acoustical Tile. The advantages of this 
type of lowered ceiling were numerous: rapid construc- 
tion was possible; since the ceiling was brought closer 
to the showcases, flush lighting fixtures were approved 
and easily installed with the ceiling; installations of elec- 
trical conduit systems under the old ceiling were facil- 
itated; and in addition the advantages of an acoustical 
ceiling were gained. 

The lighting system consists of flush incandescent fix- 
tures down either side of the store, over the showcases. 
These fixtures are spaced every 514 feet and afford a 
brilliant highlighting for showcase merchandise. In addi- 
tion to the incandescent fixtures, multi-tube flush fluores- 
cent fixtures run down the center of the ceiling, and the 
shop and office spaces are illuminated by flourescent fix- 
tures. The system furnishes a minimum of 80 candle- 
power over the showcases, and consumes 8.5 kilowatts. 

A balcony was constructed at the rear of the store, 
and furnishes space for storage, shipping and receiving. 
The balcony is completely separated from the main part 
of the store, and the forward wall of the balcony is in- 
dented from the store side, forming a miniature stage 
for the purpose of display. 

Fluorescent fixtures serve as footlights for this display, 
and attention is directed to this spot as soon as visitors 
enter the doorway. 

Ample space is provided at the rear of the store for 
all office and shop equipment, vaults, and rest rooms. 

The show windows were completely altered: low verti- 
cal-dimension windows were decided upon and sufficient 
display space was obtained by breaking the windows 
on each side into four angled panes, each about 414 in. 
in width. A total front and window length of nearly forty 
feet, exclusive of the doorway. was gained, and the store 
front was decorated with aqua vitrolite glass panels alter- 
nated with trim strips of black, continued up to the level 
of the second floor on the exterior. 

The floor was covered with rubber tile in a light cream 
shade, with aisles along the front of the side showcases 
delineated in black. 

Colors selected for the interior of the store were pas- 

tels; a very pale blue softens the walls, and harmonizes 
with the light rose walls in the rear. 
The exterior neon sign, as shown in the photographs, 
is la:ge, attractive and in good taste. giving prominence 
to the Keepsake Diamond line which the store features 
exclusively in Albuquerque. 
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MATCHING LINKS SET. 
FOR SUMMER SUCCESS 








Here’s one for the sales record in your jewelry 

department... Old Crest’s new leaf design. Latest 

of the benchmade line with the heirloom look, Laurel 

is softly linked and wonderfully becoming. A matching 

link set to bring you buying customers all Summer. 

Shown in fine stores everywhere... orders filled promptly. 
No. 212E—Earrings ... to retail at $2.00 


No. 212B—Bracelet . .. to retail at $3.00 
No. 212N— Necklace .. to retail at $5.00 


Available in Rhodium or Hamilton Gold 





| LEWIS KIRSCHMAN CO., INC. 
| 501 Madison Ave., New York 22, N.Y. 
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being one of the 
limes in every 


fine jewelry store 





Send for Our Latest Illustrated Price List 


Weksler & Goodman, Ine. 
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All interior show fixtures are in blonde primavera, de. 
signed and manufactured on special order for the store 
by the Modern Fixture Company of Denver, Colorado, 
The wallcases are equipped with concealed fluorescent 
lights, operating through a time switch in conjunction 
with the incandescent window lights. 

The store is air-cooled, bright and comfortable, and 
was highly complimented by all visitors on opening day, 
While featuring main-brand lines, the firm offers to shop. 
pers a wide selection of fine merchandise, loose diamonds, 
and custom-designed jewelry. Popular merchandise 
carried includes Elgin and Tissot watches, Keepsake 
Diamonds, Alvin and National Sterling, Samsonite Lug- 
gage, and a complete line of clocks and small electrical 
appliances. Several watchmakers and jewelers are em. 
ployed in the shop, although Mr. Judd personally designs 
and manufacturers as much of the special order work 
as possible. 

Mr. Judd and Mr. Weitz have, in this expansion and 
srowth, expressed their sincere faith in the future of their 
community and their field of merchandising, and tenta- 
tive reports indicate their faith fully justified. 





JEWELRY—ACCENT TO FASHION 
(From page 236) 


conceal flaws in some of cinemaland’s most gorgeous 
women. For instance, one film star has a disfiguring 
scar on her throat, but through the simple expedient of 
jewelry, not even her best friends are aware of it. Noth- 
ing so obvious and as unflattering for her as high collars 
or Victorian-like bands of ribbon encircling her throat. 
Instead she centers attention on her ears with tremen- 
dous, sparkling ear clips and on her lovely shoulders 
with full bibs of pearls or interestingly wrought gold. 
With very dressy costumes, she wears huge, becoming 
necklaces. 

To enhance a woman’s best features, Mr. Louis rec- 
ommends bold jewelry—‘the bigger and bolder, the bet. 
ter.” If she has a slender waist, she should emphasize it 
by wearing a brooch at her waistline. If she is inclined 
to be thick-waisted or hippy, she should concentrate her 
jewelry at her ears and throat. For women with such 
physical characteristics, Mr. Louis advises a long gold 
snake chain with a huge tear drop pendant in diamonds 
and emeralds, with drop earrings to match. 

Women with short necks have a difficult time in select- 
ing the proper jewelry. First, Mr. Louis prescribes a 
short featherbob, which makes the neck look longer. 
Add to this tiny earrings (big, dangling earrings make a 
short neck look shorter). Then adorn with a long string 
of pearls, preferably a 35-to-40-inch strand, which should 
hit at just about the waistline. Worn with an evening 
gown of chiffon or satin, a long platinum or palladium 
chain hung with a huge pendant of sapphires or dia- 
monds will make the short-necked woman appear to 
have a swan-like throat. 

Even for actresses with near-perfect features like Rita 
Hayworth, jewelry must be selected with caution, s0 
that it does not dominate her. Miss Hayworth was re 
cently shorn of her long locks and given a very short 
curly bob. With this coiffure, earrings were mandatory. 
Mr. Louis tried earring after earring on Miss Hayworth, 
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but all of them were too important looking for her di- 
minutive face and short haircut. He and Joseff. finally 
worked out a delicate ear clip no larger than the button 
on a man’s shirt. Fashioned of gold, it is set with seed 
pearls and diamonds. Miss Hayworth’s hands, which are 
rated among the loveliest in Hollywood, are always 
layed up with bold rings, and her slender wrists alwavs 
embellished with dramatic bracelets. 


DRAMATIZES SIMPLE COSTUMES 


Mr. Louis has a penchant for dramatizing the simple, 
classic suit and dress by using jewelry in a different way: 
for example, a group of jeweled pins of graduated sizes, 
running from wrist to mid-arm on the sleeve of a severely 
smart black suit. He likes to combine the elegance of 
diamonds set in palladium or platinum with the warm 
beauty of gold. This unique combination is particularly 
effective in a matching bracelet and ring group in which 
slender disks of diamonds set in platinum are alternated 
with slim gold bands. Five separate disks form the brace- 
let and are repeated in the ring. 

He believes that cuff-links will play an increasingly 
important part in every woman’s wardrobe. He likes 
the idea of jeweled cuff-links to match ear clips and 
brooches for dressy wear . . . prominent gold cuff-links 
to wear with big gold jewelry for sport wear . . . minute 
dangling charms on cuff-links. He feels that jeweled 
belts will be conspicuous in Fall wardrobes, to be worn 


with everything from slacks to tailored suits to evening 
owns. 

Mr. Louis contends that if a woman possesses fine 
gems, she should carefully choose a wardrobe that will 
serve as a background for striking gems. Furbelows, 
caudy accessories, and flamboyant prints must be kept 
at a minimum, since they usually detract from the beauty 
of gems. “Most French women—even the little shop girl 
and clerk— realize this, and although they must live on 
a pretty tight budget, it seems that they all own at least 
one or two good gem pieces. That is why the simple 
black dress is the favorite gown of French women,” he 
said. 

“We French designers are much concerned with accent 
—the little touches that give a woman added chic,” Mr. 
Louis said. “Jewelry puts the accent where you want it 
as quickly as a magician pulls a rabbit out of a hat.” 

Furthermore, when a woman finds jewelry that is 
perfectly adapted to her wardrobe and to her physica 
make-up, she can wear it forever—perhaps with slight 
modifications—without becoming dated. 

Mr. Louis agrees with other fashion authorities who 
predict that this Fall season will usher in a new era in 
dress. Apparel design has undergone the most drastic 
changes in twenty years. There will be a new emphasis 
on lavish dress, and formal clothes will be important. 
For after-five wear, hemlines will go even longer, with 
tremendous popularity forecasted for the mid-calf length 
skirt and the ballerina-length skirt, which falls to an 
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most desirable patronage. 


THE HERSCHEDE HALL CLOCK COMPANY 
Cincinnati 6, Ohio 


Both cases and move- 
ments are made com- 
pletely by Herschede 
— creators of fine _™ 
chime clocks for over 
three generations. 
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Vocks. 


CHIME WITH A GROWING DEMAND 


The ever-growing number of modern, alert, able-to-buy home- 
makers—wanting more charming, attractive homes—accents 
the ever increasing market for fine Herschede Chiming 
Floor Clocks. Searching for the distinctive, in furnishings and 
gifts, these worthwhile customers find the answer in the 
cheerful, beautiful chimes; the notable designs; the superb 
craftsmanship that distinguishes these superlative clocks. 


Send for catalog showing the models that will invite this 





NEW YORK OFFICE AND SHOWROOM: 37 West 47th Street . 
CHICAGO SHOWROOM: 1422 Merchandise Mart @ SAN FRANCISCO SHOWROOM: 705 Merchandise Mart —“&" 





loved music of 


Cathedral 
Chimes 


reproduced on 
Tubular Bells jon - 


iNlustrated is Model No. 
276. Stands 78 in. high. 
Either Westminster, West- 
minster and Canterbury or 
Westminster, Canterbury 
and Whittington Chimé&. 
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inch or so above the ankles. Shoulders are natural. 
Some designers have completely banished shoulder pad. 
ding, but hips will be gently rounded by padding. 

Fabrics carry out this theme of richness and glamou; 
—-satins, velvets, moires, and taffetas will vie for fayoy 
in cocktail and formal gowns. Fur touches will be jm. 
portant. 

Jewelry for such rich dress must be dramatic. Big 
pieces will be a must—huge ropes of pearls, heavy gold 
bibs, display necklaces glittering with diamonds and 
colored stones. Because it is so flatering to most wom. 
en, the strapless decolletage is being promoted by de. 
signers. And against bare shoulders and scooped-out 
necklines, the gleam of important-looking jewelry js 
necessary to offset the very bare look, Mr. Louis main. 
tains. Autumn’s coiffures will demand a touch of jewel- 
ry. Hair will be shorter, swept back from the face and 
curling high above the ears—a perfect frame for big 
earrings and sparkling hair ornaments. 

“The fashions being produced in this country both 
by screen designers and apparel creators are certainly the 
most exciting in history. When chosen wisely, jewelry— 
the magic accent—can make every woman’s wardrobe, 
regardless of her budget, dramatic, versatile, and indi- 
vidualistic.” 




































































Rural Weekly Papers In Your Advertising Budget 


Many jewelry merchants are missing good, cheap, 
sales-producing advertising mediums right in their own 
backyard. 

They fail to realize that the jewelry advertising pic- 
ture has changed in the past 50 years, and that the rural 
communities surrounding their store are in reality only 
a few motoring minutes away. 

Fifty years ago, the person living on a farm or in a 
small isolated community was cut off from the regular 
world. Jewelry was purchased at the general store, or 
through a large mail order house. 

; , However, the picture has changed. The modern farmer 
S ; | is only a few minutes from the large buying centers. 
: America’ $ fi ner dine 0; ‘Fashion Jewelry. ; nes Pl is one pioneer left heats old scene— 


_ the rural weekly newspaper. And by building a special 
_ -Beautif ul multi- facet impo orted . advertising program directed toward the farmer and 


- Ceech stones in brillia ant settings f placed in the rural weekly papers in the radius of 100 


miles, a jewelry merchant can reach an untold number 


“gee . all anne values. of potential customers. 
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True, the modern farmer gets his daily paper the same 
Pe: : as the folks in the city. And he reads them as thoroughly 
ee. PROFIT WITH KRAMER’S NATIONAL ADVERTISING : as any city dweller. But the farmer and the person who 
ee IN THESE LEADING PUBLICATIONS: _ lives in a small town also receives his own little-weekly 
oe ee newspaper. And that paper, because it is local, is read, 
and reread. 

Every small community has a weekly newspaper. The 
paper shies away from national and foreign news. It 1s 
strictly local. But it is read. Every personal item, every 
birth, every death—and every ad. Not read once, but 
many times over during the week. It is kept on the 
parlor table all week long, not thrown away every day 
with the big city paper. 

y, ; You can tap this lucrative field of customers by plar- 
“(ramer fully MUMMY ning a series of small ads directed toward this rural 
: | : audience. The space rates in the small weeklies are low— 
and they have a terriffic pulling power. There are many 
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interesting Copy angles to take advantage in these ads. 
You'll be competing, of course, with the local stores in 
the small towns. But you can offer more, at better prices. 
A town of 100,000 should have at least 20 small town 
weekly papers within a radius of 100 miles. 
It will pay to take advantage of these extra advertis- 


ing mediums. 





BUILT ON SERVICE AND CONFIDENCE 
(From page 240) 


Tenenbaum’s business friends sent the new store 40 
floral bouquets. 

Tenenbaum’s advertising budget of $2,500 a year— 
$1,500 for newspapers and $1,000 for radio—compares 
with only $500 a year before the recent move. This is 
his first test of radio, which he believes will give him a 
more personalized approach to the public. 

Tenenbaum’s employees total seven, including two full 
time watchmakers and a son, L. D. (Bud) Tenenbaum, 
floor manager in charge of appliances. 

“The appliances are Bud’s babies,” Tenenbaum said, 
“and they look like healthy ones.” 

The store stocks a complete line of nationally adver- 
tised watches and jewelry, plus an extensive stock of 
hollow-ware and flatware. 

Jewelry sales comprise 60 per cent of the total volume, 
repairs 20 per cent, and appliances 20 per cent. Half the 
jewelry sold is manufactured by Tenebaum. He does 
no wholesale or jobbing business. 





Equipment includes three electric drills, a casting out- 
fit, two polishing outfits and plating solution. A Leiman 
suction polishing lathe has just been installed. 

A quarter of the store space—in the rear—is given 
over to repairs and manufacturing jewelry. 

Along with increased advertising, Tenebaum said he 
plans to extend his credit operations. 

“Formerly, 95 per cent of our business was cash. But 
now, with signs of less purchasing power by the public, 
and with our added line, we believe it’s time to go 
after some of the credit business.” 

Tenenbaum gives free delivery service, employing a 
commercial trucker. The store also provides free ser- 
vices: ring cleaning, jewelry checking, appraising, watch 
regulating, and band adjusting. 

One window display case is used for jewelry and the 
other for appliances. 

““We’re expanding despite the uncertainty of the times. 
But then, what times weren’t uncertain?” says Mr. Tenen- 
baum. “We’d rather go forward than retreat. We be- 
lieve our expanded advertising budget, new larger quar- 
ters, and added merchandise will furnish our old standby 
of 33 years—word of mouth advertising—with the extra 
punch needed.” 





COURTESY IS PATHWAY TO SUCCESS 
(From page 244) 
reached during November and December is accompanied 


by the highest investment in newspaper space by the 
store—9.9 per cent and 11.2 per cent respectively to total 











HH THLE TLL '! AL rreeeeeetaneae sonenpeane 
stHtii}| | Hin nt TTT! ey GURL PETOTUPERADRREREEERETE TTT I TEUULEETTUATTEUV TEN it it Ht! TETTORGTEETR TS 

















RINGS 
* 
| 
MEN'S 
RING MOUNTINGS 








“ROKA" 


STAR SAPPHIRE 
STONE RINGS 


ROSEN 


126 West 46th 


eee ao 


Street 





FOR SEPTEMBER, 1947 


UAC ee 


* % %& THE FOREMOST QUALITY LINE x x * 





TRAL 


Manufacturing Jewelers Since 1905 


UUUURUULLLUNUAUNGUUNOAENNUEGEOONNUONDUNONORNOSRGUUUNUUNNUENATOONUNOGUNOOUnNONATONARONAOETOONGGUOTOUEAGEOSEERE OSdLONED ESOT LEAS 








LADIES’ PLATINUM 
RING MOUNTINGS 


SEMI-MOUNTED 
RINGS 





WEDDING 
RINGS 











G&G KAPLAN 


New York 19, N. Y. 






















New Christmas Item! 

















































_ © Both sides of key have 
room for a photo 


N EW - ® Space for initials 


PERSONALIZED 


Photo-Locket Key’ 


EXTRA gift sales come from strong promotion of 
exclusive personalized gifts. 


Here is an original gift item that will make 

your small space Christmas advertising 
produce substantial extra business. The dummy 
key is replaced by an actual door key that 
can be fitted to any door lock. Finely crafted, 
beautifully finished, individually gift-boxed. 


Photoprints available for gift catalogs. 
Also free advertising mats. 


ein 14 Kt. gold .... Keystone $27 


e In Sterling . .... .-. KEYSTONE $9 


* DESIGN PAT. APPLIED FOR 


Broslan Jewelry Co., we. 


767 Lexington Ave., New York 21, N. Y. 


















yearly lineage. The summer doldrums in sales activity 
brings with them the store’s lowest monthly appropria- 
tion for newspaper space—9.1 per cent and 5.4 per cen} 
of total lineage during July and August. 

Along with careful attention to seasonal business pat- 
terns, Hall’s features consistency of investment as part 
of its advertising policy. With the exception of the pro. 
nounced increase in space during November and Decen. 
ber and the slight reduction during July and August, 
monthly percentages of total advertising vary between 
7.9 per cent and 9.1 per cent, the amount of appropria. 
tion still controlled by Hall’s previous experience with 
the seasonal factor in its sales curve. 

The store believes in brevity and truth in its advertis. 
ing. “We want our ads to reflect the high character of 
the store and its merchandise,” Hall explains. “Specials” 
are not used. Instead, the firm commits itself to long. 
range programs, the results of which are not often noted 
for weeks. “But years of experience with this type of 
advertising has proven its effectiveness beyond question,” 
Hall concludes. 

Window displays, advertising, and direct mailing pieces 
are all coordinated and presented to the public at approxi- 
mately the same time. Hall’s also uses direct mailing 
with monthly statements attached—special letters to pros- 
pective brides, various booklets on birthstones, diamonds, 
silverware, and other merchandise—to round out its 
promotion program. 

Operation of the store falls to a management composed 
of president and founder, Hall, Walter T. Hall. vice- 
president, and Earle B. Hall, secretary and _ treasurer. 
And their record of the last forty-seven years reveals the 
guiding principles on which their management has been 
founded .. . “Quality merchandise, expert and courteous 
selling, and consistent promotion”—95 per cent of the 
latter comprised of twice-a-week insertions in the local 


newspaper. 





DOORWAY TO BIGGER PROFITS 
(From page 248) 


“Funny how one tiny mite can wrap herself around 
your heart so quickly, and so completely. Aren't you 
just a little awed and—of course—just bursting with 
pride? Babies are wonderful—the grandest gift of 
God to bestow upon man. When you look at her 
and love fills your heart, and the hours of acute 
anxiety are over, you couldn’t for the life of you de- 
scribe your feelings, could you? Undoubtedly, she 
is the sweetest and the most precious baby in all 
of the world. | 

“And your wife!—we must not forget that she 
had something to do with this epochal event! The 
baby’s mother—May God bless her!—she stood on 
the threshold of eternity that your love might be 
complete. Her heart is singing paeans of joy. May 
it always be so. 

“Again, Congratulations and Best Wishes! 

“Sincerely, 
“POHNDORF’S 

“P. S. The suggestion on the enclosed sheet is 1 

grand idea.” 


It is to be noted that there is no effort at selling oF 
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even business building in the letter itself; that is devoted 
to an attached circular, changed from time to time, which 
suggests various presentations as gifts for the baby— 
and particularly from the father to the mother. This idea 
has been one of the most profitable the store has ever 
ysed and next to its specialization in minerals and woods, 
has brought more new customers to the store than any 
other plan. 

“After you have a customer coming to your store you 
must keep him coming, or, in most cases, the initial con- 
tact will seldom result in a profit because of the cost of 
getting that new customer,” George Pohndorf observes. 
“So vou have to back up any ideas you may use by ren- 
dering the maximum personal service to your customers 
and adhering as closely to the quality line as it is pos- 
sible to do. 

“That, in our opinion, is the jeweler’s biggest com- 
petitive weapon against department stores and other firms 
now entering the jewelry field. Only the experienced 
jeweler can offer genuine personal service and feature 
quality above everything else. And he should tell his 
customers that these services are far more important than 
a five per cent price saving on a questionable piece of 
merchandise.” 

He believes one of the retail jeweler’s biggest prob- 
lems in the immediate future will be to sell his merchan- 
dise at a reasonable net profit and to obtain the kind of 
merchandise he must have to hold the reputation he has 
built through the years. Current merchandising of Pohn- 
dorf’s is being planned on these two factors and a care- 


ful avoidance of any buying and stocking blunders. 

“These are times when the jeweler who has no war- 
time shoddy merchandise on his shelves is most fortu- 
nate,’ Mr. Pohndorf observes, “and the times when all 
of us have to learn all over again how to buy and control 
our stock; for ‘just anything’ will no longer sell. 

“Quality merchandise that a jeweler can back with his 
own personal reputation is the kind he should be buying 
and stocking today. When we are considering a pur- 
chase, we always ask ourselves if we would be the least 
bit ashamed selling that merchandise under our own 
name in our own store . . . and if the answer is yes we'll 
not buy that line no matter how large its profit margin, 
or how appealing it may be in other respects.” 





DIAMONDS FOR THE DANCE 
(From page 254) 


Ceil Chapman, noted designer. Nearly fifty pieces of re- 
splendent new diamond jewelry from Frank S. Hartley 
and Marc Koven, were worn by the girls in the “shoot- 
ing.” 

Diamonds cut in novelty shapes, rather than the con. 
ventional rounds and oblongs featured the jewelry. The 
advantage of the odd over the conventional shapes in 
diamonds, according to the designers, especially such 
cuts as the triangle, the hexagon, and the dart with its 
pointed end, is the greater originality in pattern they 
make possible. Also, the contrast between forms which 
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are facetted for high fire and those which are cy in 
simple, “serene” styles produces a startling new ho. 
and-cold effect in diamond jewelry. Designer Frank ¢ 
Hartley showed four diamond necklaces with clips anq 
bracelets which contained diamonds in eleven differey; 
cuts and dozens of different sizes. 

Marc Koven contributed a new gold alloy which wag 
used in his jewelry on display at this showing — gq ney 
tint of gold called “flesh pink.” He had jewelry mount. 
ings of the new metal made in Paris and then set with 
gems in this country. One of his newest pieces is a huge 
belt or sash pin in flesh-gold sprinkled with diamonds 
like sugar. Another is a flesh-gold throat ribbon studded 
with pink tourmalines and brilliant-cut diamonds. My 
Koven has also appliqued dainty diamond stars and 
clusters to plain gold just as lace is applied to fabric. 
Working in diamonds and palladium, he has created q 
moonlight ensemble embracing a marquise diamond 
necklace, butterfly orchid clips, a bracelet, and a smar 
casino ring. 








Aquatennial Window Display Draws Interes 


One of the outstanding window displays in recognition 
of the annual ten-day Aquatennial celebration of the city 
of Minneapolis, Minn., was that of S. Jacobs Company, 
S11 Nicollet Ave., pioneer jewelry firm of that city. 

The window was a replica of Minnesota’s famous Min. 
nehaha Falls, one of the historical spots of the city. It 
was designed by Verne Engstrom, one of the well-known 
display artists of the area. 








Dual purpose window display focussed attention on city-wide 
celebration of Aquatennial and on water-resistant watches 
carried by store. 


Against a velvet curtain and a modernistic blue sky 
and white cloud background the rock setting of the falls 
was faithfully reproduced in color and outline. Cor 
cealed tanks, holding eleven gallons of water, represented 
the stream below the falls. 

The window was cleverly used for the double purpose 
of cooperating with the Aquatennial event and to adver 
tise merchandise of the store. Large green lily pads and 
yellow water lily blossoms held Aqua watches, featured at 
this store. One, placed near the front of the window, Wa 
running under water. Several were sunk on the lily pads 
low in water, giving a dramatic test of the watches 1 
the thousands of persons who viewed the display. A 
poster at one side read: “The Aqua Watch Can Take lt 
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The window created high interest and resulted in many 
sales of the watches and received special mention in a 
widely read daily column of one of the largest-circulation 


newspapers of the city. 





CUSTOM DESIGNING PAYS DIVIDENDS 
(From page 256) 


for example, a ring. Then when the general format of the 
finished piece is decided upon, we discuss what changes 
he would like made from the pictured piece. 

“After that, I make a sketch combining the general idea 
and the particular applications of it that we have dis- 
cussed. He and I go over this carefully, often find 
changes that can or should be made. Sometimes it’s neces- 
sarv to make several sketches. Sometimes the first one 
hits. But when everything is ironed out, the customer is 
sold, because the piece he contracts to buy is his own de- 
sign, sketched from ideas and suggestions he makes, and 
before work begins he o. k. ’s it for manufacture.” 

The actual manufacturing of Mrs. Bellis’ custom-de- 
signed jewelry is usually done away from New Orleans, 
in regular jewelry factories, but the company keeps on 
hand a large inventory of diamonds and other jewels 
as “samples” and for use in the small volume of work that 
can be done in the shop. 

From whence come customers for this service? What 
promotional means are used to bring them into the Artis- 
tic Jewelry Creators office in New Orleans’ Godchaux 
Building ? 


“Mostly,” Mrs. Bellis explains, “they are people who 
have valuable diamonds and other jewels set in old 
fashioned rings, bracelets and such. They want the jewels 
put into handsomer, more modern settings, and they come 
to us. Sometimes, of course, the customer just wants 
something special built from scratch.” 

Artistic Jewelry Creators runs regular advertisements 
on the Sunday society pages of the New Orleans Times- 
Picayune to bring its service to the attention of potential 
customers. One of these ads, used to announce the firm’s 
opening, featured a reproduction of a calling card, below 
a heavy, script-lettered headline—“Announcing.” This 
“Card” read: “The ultimate in fine jewelry craft. De- 
sign. Creation. Modernization. Free estimates, sketches 
on request. By appointment, ten to four.” 

For the most part, however, Artistic Jewelry Creators 
relies on heavy direct mail advertising to a class of trade 
that might logically be interested in its custom service. 
One card, slanted around the nearness of Mother’s Day, 
pointed out that “For Mother’s Day have your old jewelry 
modernized.” On this post card, the type faces were ultra 
modern, graceful ones, except for the one word “old,” 
which was cleverly set in antique Old English type. The 
illustration showed a small photograph of an old style 
ring. and next to it one of Mrs. Bellis’ drawings of how 
the ring could be modernized. The selling copy was 
simple—“Let us create a smart new design especially for 
you. Sketches on request. Ten to four p.m. by appoint- 
ment.” 

“Soon,” Mrs. Bellis reports, “we’re going to use a 





DO REPAIRS KEEP YOU 


yUMPY> 


Avoid worries! 





ALMA 7 
onl 


ALMA SERVICE COMPANY . = 


Do it efficiently! 


When repairs ‘‘get you down’ 


THE NATION'S 
LARGEST 
WHOLESALE 
REPAIR SERVICE 


Watches & Clocks 
Plain & Complicated 


Chronometers 
All Crystals Fitted 
Dial Refinishing 
Case Repairing 


Recasing & Dialing 
Precious o 
° me. Semi-Precious a 
Do it elcesiicele) hve. | Birthstones 
| Jewelry Special 
Order Work 
Mountings Made 
Stone Setting 
Soldering—Sizing 
Enameling 


2 an ap an OR On ee ee 
8 te a ke 


+ 


FEE 


® t- 


+ 


ALMA repairs 


everything a 


TT 
om me 
ae 


Plating 
Gold . . All Colors 
Silver—Rhodium 
Chromium—Nickel 


Hollowware and 
Flatware 


Silverware Refinished 
Optical Repairing 
Pens and Pencils 
Cigarette Lighters 

Electrical Appliances 

Radios 


| am i 


teeaseane 


ieweler sells. 


tttt+-++ 


tf 


try ALMA! 


vICEMAN 72 Bowery * New York 13, N.Y. + WaAlker 5-5512 “We ore os near to you 


FOR SEPTEMBER, 1947 


as your pos’ office 








































#839—Genuine Goatskin 
Leather $30.00 Dozen. 


#838—Same as shown ex- 
cept with Gussetted Coin 
Purse $30.00 Dozen. 


w% 
‘enn 


Complete operation of making change without re- 
moving ring from finger. This exclusive Merz product 
combines the Kointeller and Billfold with Secret 
Hide-away pocket and compartment for passes, 
social security card, identification cards. 





























Book Cover—in authentic Pennsylvania Dutch Design. 
#873—$13.50 Dozen—Standard or oversize. 
Designs Patented U.S. 


F.0. MERZ & CO. 


104-6 N. 63rd St., PHILADELPHIA 39, PA. 
225 FIFTH AVE., NEW YORK 10, N. Y: 
PARKER HOUSE, BOSTON 7, MASS. 



















Originctors “MERZFOLD", “KOINTELLER”,  STREAMUNER”, “Safn- 
_ GRR, ond the Pennsylvania Dutch moti hee ee ate 


LIP 4 is a ae 














different kind of post card—an actual photograph; not 
printed job, but a real photo postcard, to show graphically 
what we can do!” 





Many other jewelers have found custom designing as 
well as the redesigning of old jewelry a profitable “extr, 
line” for their insane. Whether you do the work jy 
your own shop or “farm it out” to jewelry makers, the 
only actual requisites are an appreciation of your custom. 
ers’ wants and an understanding of the technique in put- 
ting the idea across that your store is geared to handle 
this type of work. 

Working from a style book made up from jewelry cata. 
logs, etc., like Mrs. Bellis, is perhaps the best way to “start 
the ball rolling,” enabling both you and the customer to 
get an idea of the general style and pattern that is wanted, 
A valuable addition to this sample book is the design sug. 
gestions by Sol Kaufman. well known jewelry designer. 
which are being currently featured in the JEWELERs’ 
CIRCULAR-KEYSTONE. starting with the August issue. 
page 230. 


One Department Complements Another 


Paul Bayer, jeweler at 617 Clement Street. San Fran- 
cisco, opened a new department in his store August 1. 
A camera department under the management of Jerry 
Speigel, long-time camera enthusiast with Army photog- 
raphy experience. 

For several weeks the camera supplies have been ar- 
riving and Jerry has been displaying them in one of 
the front windows. He says, “They've attracted a lot of 
attention. People stop to look at them.” 

At the suggestion that Mr. Bayer would be hunting 
room for his rings and bracelets at the rate camera sup- 
plies are arriving, Jerry laughed, “No, you see there’s 
plenty of room in back and we'll just move the partition. 
Maybe put it on rollers.” 

Anyway Mr. Bayer and Jerry figure one department 
will attraet customers for the other. Kids snapping pic- 
tures end up buying wedding rings and wedding ring 
customers eventually buy a camera to take Junior’s pic- 
ture. 


———= _ — 


INCENTIVE KEY TO EMPLOYEE RELATIONSHIP 
(From page 258) 


—-and they will if you have created a friendly at- 
mosphere. 

To most men their jobs and sense of accomplishment 
are of major importance. In addition to offering pay for 
labor done, the alert jeweler strives to make it possible 
for each worker to feel he has accomplished something. 
When a wife says to her husband, “Oh Dad, you talk as 
if that store couldn’t operate without you!”—then you 
have made at least one employee faithful, valuable and 
hard-working. Such a man always gives more than 2 
day’s work for a day’s pay. 

Recently I talked with the head of a department store 
who in 16 years had worked himself up the ladder from 
shipping clerk to the presidency. There was pride in his 
manner and voice as he told of his rise. He didn’t men- 
tion the money he made; what he was proudest of was 
his advancement. 
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“I've got a couple of young fellows around this store,” 
he said, “who look pretty promising. I’m keeping an eye 
on tiem, giving them every break I can, and so far I'm 
not disappointed. Some day one of those boys may be 
sitting in this chair. I'll be glad to yield it to a man of 
proven ability when the time comes.” 

It’; poor business to ignore employer-employee rela- 
tions and smart business to tackle them with understand- 
ing «and patience. As great profits are offered in this 
branch of your business as lie in any stellar promotion 
campaign. 


KH en ee 


""GRAB-BAG" CLEARANCE 
(From page 260) 


the fact that it attracted so many of the younger set. 
One young lady purchased a total of 16 packages, win- 
ning prizes which amounted to $169 in original selling 
rice. 

Each one-dollar package contained merchandise valued 
at least at $1.50. In addition to big items, like a ladies’ 
wai‘h. several dresser sets. two or three electric irons. 
and a few rings, there were billfolds, costume pins, foun- 
tain pens. pencils. salt and pepper shakers. baby cups, 
bracelets. and lockets. 

Jack Cohen, owner of Peacock Jewelry Company, stated 
he hoped to conduct such a sale every year. 


WINDOWS FROM ABROAD 
(From page 262) 


For Easter, Mr. Niendorf devoted one display to 
jewelry for the occasion and another to watches. A white 
pottery bowl filled with flowers was set on a draping of 
white satin. Displayed on this background were engage- 
ment rings, gold bracelets, rings, and brooches set with 
various stones. On the tray in the background was a set 
of cut glass and silver cups. 

The watch display had a centerpiece of two snow white 
plaster ducks with a small golden-color duckling. The 
draping was yellow satin on a white ground with watches 
displayed on this and in foreground. 

The fourth display shown is one of general character 
with various goods grouped together in small compact 
arrangement against a simple draped background and 
display riser in center of window. 

After seeing these tasteful and well-planned displays 
by this Swiss store we’re ready to admit that all the 
honors for window promotion technique do not belong on 
this side of the Atlantic. We stand ready and willing to 
give credit where credit is due. 


IDENTIFYING GEMSTONES 
(From page 264) 


oil has a higher index of refraction than water. A tub 
filled with methylene iodide (if anyone can imagine a 
tub filled with so expensive and heavy a liquid) would 
make a still stronger bend. We cannot fill such a tub 
with diamond material of course, but we get something 
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of this effect when we look into a diamond and see an 
apparent approach of the culet to the table. This jg 
because of the excessively high refractive index of the 
diamond, a figure not approached by any other stone 
ordinarily used in jewelry. 








es 


Inclination of 
Principal Facets 


——— — —————— 





R. 1. | Stone Gem Variety Crown | Pavillion 





| || Amethyst ! | 
1.55 | Quartz hag (Quartz)>) ....... | cmt 


Rock Crystal || 


' 


(Emerald | | 

1.58 | Beryl )Aquamarine || ....... ererrs 
| Geta Beryl § { | 

Golden Beryl | 


| | {Precious | | 
1.62 | Topaz «Blue ‘| 53°00’ | 39° 06’ 
| (Pink | | 
1.63 Tourmaline ............. | 53° 06’ | 39° 05’ 
1.66-8 | Peridot |.............. | 52° 28’ | 39° 02’ 
1.67 | Kunzite Leeveeeeseess | 62°28" | 39° 0D" 
1.72-3 Spinel Pere | 51°06’ | 39°00’ 
| ‘(Alexandrite | | 
1.75 Chrysobery! | Chrysobery >, 50° 36’ | 38° 58’ 
| \Catseye } 
1.75+ | Garnet POV ee 50° 40’ | 38° 58’ 
| (Sapphire } 
1.76-7 | Corundum |{ Ruby | 50°12’ | 38°54’ 
|\Fancy Sapphire} 
\ 


























Table of refractive indices for gemstones and proper angles 
for principal crown and pavilion facets. 


A general rule of thumb in refractive indices, as will 
be seen from the table, is that the higher the refractive 
index, the more brilliant the stone that can be cut. Stones 
near the upper limit can be cut to reflect almost all of 
the incident light, stones near rock crystal cannot make 
truly brilliant gems no matter how well cut. 


A definite relationship exists between the refractive 
indices of various substances and the proper angles for 
the principal crown and pavilion facets. A too-deep 
diamond is as bad as a too-shallow stone (except that 
you can improve the former by recutting). In the table 
we see the proper angles for these facets in various 
stones. Perfection of color is obviously the more impor- 
tant factor in the lower index stones, and brilliance can 
become important only in the stones with higher indices. 


The very simple optical instrument known as the 
refractometer has been especially adapted to the jewelry 
trade through the development of models designed to 
accommodate transparent facetted stones, either set or 
unset. Cabochon cut stones and opaque stones cannot 
be measured on this instrument, the refractive indices 
are of purely academic instance in-the case of the trans- 
lucent to opaque stones anyway. In operation the gem 
refractometers are quite simple and require no training. 


In practice the operation is very simple, a stone is 
placed in contact with a prism or a hemisphere (the con- 
tact made perfect with a drop of liquid with a refractive 
index higher than that of the stone) and a beam of light 
is then passed through the glass hemisphere or prism 80 
that it strikes the polished gemstone surface. Since the 
beam of light comes in at all angles, from nearly hori 
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zontal to nearly vertical, a portion of the light, that part 
coming in at too shallow an angle. will be reflected, 
while the light coming steeply into the stone will enter 
it and pass out the other side. Hence the critical angle 
of reflection, which is directly related to the refraction. 
‘; determined by the transition from light to dark. This 
reflected beam of light then falls upon a scale, illumi- 
nating one portion and leaving the balance in darkness. 
A simple series of graduations drawn on a glass plate 
shows how much is light and where the line of shadow 
falls. 

It can readily be seen that several stones with differ- 
ent known reflection angles would give points on a scale, 
and after the known points were determined it would not 
be hard to estimate the critical angle on an unknown 
substance. This in essence. is what one sees when one 
looks in a refractometer. We see a scale graduated into 
a series of bars, each numbered in figures like 1.50. 1.60. 
1.70, 1.80. Between these will be four lines (usually 
without numbers though some have them). and we can 
interpolate an exact reading as easily as we read a 
thermometer. A reading on the fourth cross line above 
1.50, for example, would be 1.58. Consulting our table 
we find that this is the reading for beryl, and we know 
that if the stone is blue it is an aquamarine; if a deep 
ereen, an emerald. Similarly we may have a purple 
stone, its shadow line falls between the second and third 
mark above 1.50, so we call it 1.55 and find on our table 
that it must be amethyst. 

The refraction of different colors of white light differs 





somewhat. this is what makes a prism emit a rainbow. 
The high index glass used in these instruments has this 
property very strongly (it is called dispersion and is also 
a desirable property of many jewelry stones) hence we 
usually see the contact between the shadowed part of the 
scale and the illuminated as a colored fringe. This is 
not an objection because it assures us we are seeing the 
right line and the readings need not be wire sharp. 

Several models of compact refractometers are avail- 
able. recently in this country, and for many years from 
England. They are instruments which should be far more 
widely used. There is no single more important deter- 
minative instrument for the jeweler than one of these. 
The instruments in which the polished prism surface or 
hemisphere surface is horizontal are most convenient and 
less risky in use; there is no danger of the stone falling 
off in moving it around to admit the light. 

Lastly, the method of using is simple. A small bottle 
of sulphur-saturated methylene iodide which has a refrac- 
tive index above 1.80, is usually supplied by the dealer 
or can easily be obtained and renewed when necessary. 
A caution to be observed is that it must be kept in the 
dark when not in use. Using great care not to touch the 
prism which is very soft glass, a drop is placed upon the 
surface with the glass rod attached to the bottle top. The 
stone to be tested is then placed so that a flat facet makes 
perfect contact with the hemisphere or prism surface, the 
methylene iodide drop spreading out under the stone. 
Light is reflected from the white surface usually arranged 
to serve as the source and. the reading is made by look- 
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SYNTHETIC STONES 


Ruby Cushions 
Garnet Octagons 
Kunzite Ovals 
Alexandrite Antiques 
Blue Sapphire Rounds 
Rose Zircon ; Pear shapes 
Golden Sapphire Novettes 
White Sapphire ——" 
Blue Spinel : 

White Spinel nee 
Peridot aanapuens 
Aquamarine Triangles 
a Fan shapes 
Emerada Bar 
Tourmaline ANY SIZE 


FACETS—BUFF TOPS—CABOCHONS 
ONYX—SARDONYX—BLOODSTONES 








Precision Cut In Our Own Plant — 


One Of The Largest In The Country 


METROPOLITAN GEM 
CORPORATION 


Importers & Cutters of Semi-Precious Stones 


12 John Street New York 7, N. Y. 
COrtlandt 7-0584 
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Specializing in diamond cutting to the exact 
requirements used in the manufacture of rings, 
bracelets, brooches, and all fine jewelry. 


Your requirements can be quickly and reliably 
filled frum our completely equipped factory 
located in New York City. 


Write or wire your specifications. A quotation 
and delivery date will be sent to you immedi- 
ately. 


FELDMAN & RAUCH 


2 West 47 Street New York 19, N. Y. 
Longacre 3-1951 Bryant 9-1899 
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‘ng into the eyepiece and seeing the shadow line on the 


sraduated scale. , | 
° Stones should be placed on the instrument with great 


care and removed as carefully so as not to scratch the 
slass. A paper tissue should be used to clean up the 
methylene iodide promptly because it might eventually 
corrode the glass if it were left standing indefinitely. 
When not in use the instrument should be covered to 
keep it from dust and the methylene iodide should be 
kept in darkness. — | 

The refractive index of all stones ordinarily used in 
jewelry, except diamonds, zircons, and high index 
garnets can be determined with this instrument. The 
refractometer will not give the reading for these stones 
because their index is higher than that of the fluid used. 

With a few exceptions, all other common stones used 
in jewelry can be recognized with the refractometer 
alone. Some of these exceptions can be eliminated with 
other instruments to be described later. And no instru- 
ment can positively identify some of the freak stones cut 
by¥ collectors and of no commercial importance. 





NEW POLARIZING REFRACTOMETER 


HE recently announced new refractometer devel- 

oped by the Polarizing Instrument Co., Inc. is now 
being offered to the jewelry industry. It was developed 
by the company in collaboration with Dr. F. H. Pough, 
and contains many features not found in other instru- 
ments. 

Most striking is the self-contained illumination which 
eliminates the searching around for a proper light source 
each time the refractometer is to be used. Though nor- 
mally out. the bulb is lighted by the push of a finger on 
a light switch in the back of the instrument, as the eye 
looks into the eyepiece. This gives quick, accurate read- 
ings with perfect illumination. Since the bulb lights only 
on contact, it will last indefinitely without any danger 
of overheating. 





’ 
New instrument is self-contained and simple to use. 


The scale is relatively large and easily read. The 
shadow line is distinct and very characteristic. A filter 
has been placed between the light source and the prism 
30 that the color dispersion line is much narrower than 
ordinary. The illuminated field has a pinkish cast. The 
gray field above is separated by a narrow green line and 
the readings are made on the scale at the junction of the 
green line with the pink field. Accuracy is in the vicinity 
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of .005 which is adequate for all stones in which the re- 
fractometer will be used. There is a Polaroid filter in 
the system which gives a sharp line and better distinction 
between the higher and lower refracting indices of any 
stones. A condensing system in front of the light source 
assures a brilliant light field and a clear demarcation. A 
cover may be dropped over the stone to prevent reflec- 
tions from extraneous sources. The prism is flush with 
the metal plate permitting readings with any size of 
stone; its small prism surface permitting accurate read- 
ings with the smaller stones down to % carat and less. 

Stones already mounted in rings can likewise be tested, 
the technique required being merely to shade off extrane- 
ous light with the palm of the hand, or by any other 
method. 

The instrument is light and compact, and of an attrac- 
tive shape and design. It comes with an electric cord so 
that it can be plugged into any socket AC or DC. It is 
shipped in a neat wooden case in the cover of which will 
be found a list of the refracting indices of the usual 
jewelry stones, together with a small vial of methylene 
iodide. It is manufactured and sold by the Polarizing 
Instrument Co., Inc., at 41 East 42nd St., New York City, 
makers of the polariscope and the gemscope for the 
jewelry trade. 





"OPEN" TO THE PUBLIC 
(From page 266) 


At the right of the store entrance is a small selling 
space, set aside from the rest of the store by a curved 
glass railing. A small glass-topped table, flanked by two 
comfortably upholstered chairs is set against a mirrored 
wall and provides room for private diamond sales. 
Levy’s, however, is expanding their silverware depart- 
ment and in the fall, this space will be used to take 
care of the larger silver department. 





THREE GENERATIONS OF CUSTOMER SERVICE 
(From page 268) 


ing in a moderate way. progressed through the years. A 





civic-minded person, he was very active in his community | 
and lived long enough to see and enjoy the progress of | 


the town which he had helped develop. 

Mrs. Krauss, who ably assisted her husband through 
the years of her life, was instrumental in setting up a 
tradition that existed all of her life—the making of baby 


a 


bonnets and presenting these with a baby ring to the | 


first born of couples to whom she had sold wedding rings. 

Today, an ultra-modern jewelry store stands as a trib- 
ute to the founder and his wife. The business today is 
serving the third generation of customers, and is proud 
of having retained the confidence of these customers 
through the years. To those who know the firm this is 
no surprise, for through the years the little intimate things 
which were practiced have served to cement friendship 
and patrons soon learned that there was a spirit other 
than just selling merchandise. 

At present the business owned by the three sons: Jules 
E. Krauss. president, Louis R. Krauss. vice-president, and 
Paul J. Krauss. secretary and treasurer, follow the policy 
of their late father and mother—leadership in their com- 
munity and honesty in their business. 
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A massive masterpiece—The Octagon. The ulti- 
mate in jewelry craftsmanship. Engine-turned, 
in any width, in white, yellow or pink gold. Your 
selected ornaments can be mounted at little extra 
cost. 11/4 inch, illustrated. 










































































Tapered style. In any Miniature Bele and 
desired width, color. Buckle. Beautifully en- 
Engine-turned or plain. graved. In any color, 
Ideal for watch setting. width up to 1”. 
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Kor Eificient Watch Repair Service 





To offset the dissatisfaction that arose during the war over 


wateh repair service. Allez Jewelers. Millville, N. J.. have 


instituted a five-point program to “soothe” insurgent feelings. 


HE post-war jeweler has a really serious problem 
on hand in offsetting the publics general war- 
inspired dissatisfaction with watch repair services, ac- 
cording to Samuel Fisher, head of E. Allez Jewelers, 
Millville, N. J. 

Allez Jewelers, like many other stores, underwent a 
trying period from the standpoint of watch repairs 
through the entire war. Loss of a watchmaker, closing 
up of another store with a consequent extra load thrown 
upon the Allez concern, parts delays, high prices, etc., 
all combined to create complaints and often bitterness 
on the part of customers who saw no reason why watch 
repair should take anywhere from three weeks to two 
months, when it was formerly a matter of a few days. 

Therefore, the Allez store has made a study of in- 
fluences which tend toward customer ill-will, and insti- 
tuted a definite program in the watchmaking department 
designed to “soothe” insurgent feelings. 

“We bent over backwards during the war to keep the 
watch repair customer pleased,” Mr. Fisher said, “but, 
of course, this wasn’t always possible. Since V-J Dav 
we have gradually speeded up service to the point where 
there are fewer complaints over long delays. However. 
there are some cases in which a customer brings in a 
watch, and refuses to leave it if it cannot be repaired 
within the time she specifies as right. This bespeaks a 
certain truculence which isnt too good for public rela- 
tions.” 

Allez jeweler’s watchmaking department has adopted 
these points: 

1. Straight adherence to estimate—every watch when 
examined is handed to the customer with an estimate of 
what the repair cost will be. and the amount of time to 
do an excellent, workmanlike job. The customer is told 
that the store will abide by its estimate in the event extra 
parts are needed, etc.. and will do everything possible 
to hold the cost below this. Customers who remember 
expecting to pay $6 and found $12 to $15 the actual 
charge for repairs, are highly pleased by this svstem. 

2. Free examination and checkup of watches—Ai- 
though it has been proposed by many jewelers and 
actually carried out in some instances, that a moderate 
inspection charge be applied to every watch where the 
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by RICHARD LONGDEN 


back is removed and the magnifying glass used, all such 
work is carried out at the Allez jewelers without charge. 
There is a definite purpose in this, Mr. Fisher pointed 
out—it demonstrates frankness and open honesty on the 
part of the jeweler with which no customer can find fault. 
Moreover, it leads directly into the next step. 

3. Systematic watch checkup twice a year—Now, when- 
ever any watch is returned to its owner, Allez jewelers 
suggest that such things as dirt in the mechanism or 
dried out oil are usually traceable to long usage without 
attention. As a logical follow-up, the store suggests that 
the watch owner bring his watch twice a year for a 
‘semi-annual inspection” whereby any incipient break- 
downs may be averted and accurate time-keeping insured. 
Naturally, with a large volume of watches being handled. 
this twice-yearly inspection is going to put an extra load 
of work of a non-remunerative variety on the watchmak- 
ing department. However, Mr. Fisher feels sure that 
minor repairs, the sale of new watch bands. cleaning 
services, new faces, cases, etc., will be sufficient to more 
than offset the amount of time tied up. A case display 
of watch bands, ferrules, extra crystals, etc., has already 
been set up for the purpose. 

4. At the risk of some argument, Allez jewelers frankly 
tells every customer whether the watch brought in for 
service is worth fixing or whether it should be replaced 
by a new one. Although it is still difficult to advise a 
customer to buy a new watch—due to the continued 
shortage of favored makes and models—the store ob- 
serves this practice at all times. There is no question 
that some customers are displeased upon being told that 
a watch which “has kept good time for vears” is worn 
out for that very reason. 

5. “Loaners” for customers who need time-pieces. Rec- 
ognizing the fact that many people are absolutely deper- 
dent upon their watches to keep appointments, make pro- 
duction schedules, etc.. Allez jewelers maintains a stock 
of thirty dependable watches, which are issued to cus- 
tomers who need them. This service is not advertised: 


(Please turn to page 307) 
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RETAILING AT 


! -- bringing you a fast-moving item 
to build volume and profit 





Here is the development of years of 
research in Scripto laboratories—a 


t 

truly fine fountain pen for the first 
time at a price everybody can afford. 
1 


Full-color national advertising and 


store displays promote it. Exclusive 
Solidium Point and Magnifill sell it. 





Comes gift-boxed and packed in an 
attractive, sales-making display — 6 
pens with medium points and assorted 
colors to a display container. Fine or 
broad points optional, but without 
display carton. 


Prices higher in Canada 
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You ought to profit from the wide- 
spread demand for a quality pen at 
an amazingly low price. For details, 
consult your regular wholesaler or 
write: Scripto, Inc., Atlanta, Ga., 
world’s largest manufacturer of me- 


chanical writing instruments. 
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MAGNIFILL 


—the inkwell in the pen. Greatly 
increases ink capacity ... is as 


easy to use as a dropper. 


With matching 
thin-lead, maga- 
zine Scripto Pen- 
cil—a handsome 
gift-boxed set to 
retail at 


$3.00 
Pencil only $1.50 


Color range: twilight 
gray, imperial blue, 
radiant dubonnet, 
lustrous black. 


The only fountain pen at 
any price which offers: 

















SOLIDIUM POINT 


—writes the way the user writes. 
Takes any fountain pen 
without harmful reaction. 


ink 


SOLIDIUM and MAGNIFILL are registered trade-marks of Scripto, Inc. 





The Ad-Viser 





by IRVING SETTEL 





Examples of the three main print- 
ing processes are, left to right: 
Letterpress; Planographic or Off. 
set, and Intaglio or Rotogravure. 








Seventh in a series of articles designed 


to help the retail jeweler plan and direct 


his own advertising campaign. 


HE average jewelry merchant may never be called 
upon to order engravings or to make a choice of 
printing processes; advertising specialists in agencies and 
local newspapers handle such matters for him. However, 
most retailers find it profitable to have a basic knowledge 
of the fundamentals of production. First, savings can 
be accomplished if the advertiser knows his costs and 
problems in advance; secondly, an understanding of the 
procedure affords him the opportunity to maintain close 
contact with his promotion in all its stages. Because of 
the vast amount of material which can be learned, it is 
essential to restrict the information to that which directly 
affects the retail business. It will be extremely helpful, 
therefore, if the jeweler concentrates on the following: 

1. The printing processes and what they are. 

2. What each printing process can achieve in terms of 
adaptability to personal use . . . and results. 

3. The required art work, layouts, copy, etc., for each 
process. 

4. The costs of and possible savings in advertising 
production. 

Basically, there are three methods of printing (silk 
screen is considered a fourth by some experts). As a 
retail advertiser, you undoubtedly will come into contact 
with all three since each serves a very distinct purpose 
in the retail advertising field. 
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1. Letterpress Printing. This method of printing util- 
izes the process of printing from a raised surface. The 
printing surfaces are on one plane, the non-printing sur- 
faces on a lower one. Ink is placed upon the raised sur- 
face and pressed up against the paper. The commonly 
used rubber stamp is the best example of letterpress. 
Here. rubber letters in relief are stamped on an ink pad 
and then on paper, duplicating the impression. Letter- 
press is also used by newspapers for the bulk of their 
printing. The results are clear reproductions created 
quickly and economically with a rotary press. The news- 
paper type is set by machine in relief conforming to your 
instructions. If your advertisement contains an illustra- , 
tion, an engraving (to be discussed in a later column) 
is made and set up in a form with the type. Then your 
complete ad is assembled with the entire newspaper page. 

2. Planographic Printing. This important process 
prints from a smooth surface. The printing design is 
even with the non-printing design. It utilizes the basic 
principle that oil and water do not mix. The image is 
placed upon the face of stone or metal with a greasy 
paint. The non-printing surface is dampened with water. 
An ink roller deposits a greasy ink on the greasy design. 
The remaining surface, covered with water, repels the 
ink. Then when paper is applied, the image is trans- 

(Please turn to page 306) 
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Jewelry Trade Associations 








First Organized in the 1370's 


RGANIZED in 1913 as a sort of “police force” for the 
jewelry industry, the Jewelers Vigilance Committee 
has had as its primary objective the protection of the 
prestige of the industry with a particular view toward 
maintaining public confidence. This has been accom- 
plished in a number of different ways such as maintain- 
ing the highest possible trade standards, assisting the 
Government in prosecution of violators of existing adver- 
tising and marking laws, combating smuggling, etc. In 
addition, the Committee is pledged to meeting any situa- 
tion, which imperils the broad interests of the jewelry in- 
dustry, fighting discrimination against the trade through 
taxation or other Government action, maintaining fair 
competition within the industry and keeping the trade in- 
formed of laws and regulations affecting business. 

Most apparent of the Vigilance Committee’s activities, 
of course, is its war against misleading advertising and 
marking. Working in cooperation with Better Business 
Bureaus and the Federal Trade Commission, the Commit- 
tee approaches firms sponsoring misleading or downright 
fraudulent advertising, warning those parties who appear 
to be innocent and assisting in the prosecution and con- 
viction of wilful violators. 

Officers of the Jewelers Vigilance Committee at present 
are: G. H. Niemeyer, president; Walter N. Kahn, vice- 
president; Sigmund Cohn, treasurer, and P. Irving Grin- 
berg, executive vice-president. | 





STERLING SILVERSMITHS GUILD 


During World War I various industries were asked to 
form so-called “War Industry Boards” to confer with 
government departments. Such a board, formed late in 
1917, became the nucleus of the present Sterling Silver- 
smiths Guild of America. 

Harry A. MacFarland of the old Mount Vernon Silver 
Co., Mount Vernon, N. Y., was the first president of the 
organization which emerged, in 1919, as the Sterling 
Silverware Manufacturers Association. 

Initially, the problems facing the sterling manufactur- 
ers centered on the task of establishing uniform trade 
practices. Standardization of billing practices and estab- 
lishment of suggested retail prices were early effected by 
the organization and, also, development of the general 
consumer market was undertaken at the same time. 

In 1926, since it was operating on virtually a national 
scale, the name of the organization was changed to the 
Sterling Silversmiths Guild of America. From that time 
on (except during World War II) the efforts and ener- 


a2 


gies of the Guild have been devoted primarily to the task 
of enlarging the market for sterling. 

The Guild has taken a prominent part in helping to 
solve problems connected with Federal and State legisla. 
tion affecting stamping laws, excise taxes, tariff imposts, 
etc., and during the war, quite naturally, was active in 
fostering the welfare of the sterling silverware industry 
in its contacts with such agencies as OPA, WPB and 
other wartime bureaus. 

Officers of the Sterling Silversmiths-Guild of America 
are: Sinclair Weeks, Reed & Barton Corp., president; 
C. C. Withers, Towle Mfg. Co.. vice-president; L. Kenyon 
Loomis. New York. executive vice-president, and L. F. 
Morse, Gorham Mfg. Co., treasurer. Alexander’ Vincent 
is the permanent executive secretary of the organization. 


JEWELRY CRAFTS ASSOCIATION 


Organized at a meeting held at the Hotel Astor, New 
York, Aug. 5, 1919*the Jewelry Crafts Association, com- 
posed of a nuniber of outstanding precious jewelry manu- 
facturers, set forth its aims and objectives as follows: 
“To foster the business interests of its members, to secure 
freedom from unjust and unlawful exactions; to procure 
uniformity in the manufacturing jewelry business; to 
strengthen the relations between employers and empleyees 
in such business and to promote a more friendly inter- 
course between them, and to coordinate various branches 
of the jeweliy industry in connection with all matters 
affecting the production of jewelry.” 

DeWitt A. Davidson was elected as the first president 
of the group, John R. Keim was selected first vice-presi- 
dent, Milton L. Ernst was chosen second vice-president, 
and Walter P. McTeigue, treasurer.. 

The group served the purposes outlined in its mani- 
festo with great success until the depression years of the 
1930’s set in, and in the early part of 1933 its board of 
directors decided to suspend operations until a more 
propitious time. This came almost immediately for, with 
the inception of NRA, it became imperative for the manu- 
facturing industry to act as a whole. The association was 
reorganized, absorbed another similar organization 
known as the National Manufacturing Association, and 
has continued its activities ever since that time. 

Current officers of the Jewelry Crafts Association are: 
Martin E. Untermeyer, Untermeyer, Robbins & Co., prest- 
dent; Edward J. Gross, Benjamin & Edward J. Gross Co., 
first vice-president; Herman L. Baskin, Baskin Bros., Inc., 
second vice-president; Jacob Karlan, Karlan & Bleicher. 
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CIGARETTE LIGHTER AND CASE 




















MERCHANDISING HELPS 


Counter display; Display carton and news- 
paper mats available with first order. 


ALL METAL — Made of 
gleaming aluminum. 

Holds full pack — wrapper 
and all. 


Weighs less than most 
pocket lighters. 


10 days fuel supply. 


Superior craftsmanship — 
fool-proof action, 


Fully guaranteed, of course. 
Available in choice of 
polished aluminum or baked 
enamel finish in blue, green 
or maroon. 


Smartly styled to fit hand 
and pocket. 


PERSONALIZED WITH METAL INITIALS 


FRANKLIN SALES & MANUFACTURERS, INC. 


44 EAST BROAD STREET, COLUMBUS 15, OHIO 


Metal initials furnished 
at additional cost. Eas- 
ily applied by anyone. 
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Franklin Sales & Manufacturers, Inc. 
44 E. Broad St., Columbus 15, Ohio 


—] Please send me sample of the Franklin 
‘54 lighter at $2.50. Samples are returnable 
for refund. My jobber is.... 


—_} Send me name of nearest jobber. 
Name 
Company 


Addres;3 
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City & Staie 
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Inc., treasurer. and Henry L. Sperling, executive sec- 
retary. 


HOROLOGICAL INSTITUTE OF AMERICA 


Standards of watchmaking skill in America in the early 
1900’s were, in many cases, extremely low. The public 
became wary of buying expensive watches in many in- 
stances because of the difficulty of getting competent 
repair work accomplished. In short, although there were 
many highly skilled horologists, the presence of a number 
of “botch-work” craftsmen gave the trade an unsavory 
reputation. 


In 1921 The National Research Council, in cooperation 
with various Government bureaus interested in the time 
problems and devices, organized the Horological Insti- 
tute of America, for the purpose of raising the standards 
of watchmaking generally and, specifically, to devise cur- 
ricula and examinations in watchmaking. Certificates of 
proficiency were planned for those passing HIA exami- 
nations. 


The notion of an institute (or body to discuss and 
regulate matters bearing upon practice and ethics in the 
watchmaking field) was applauded by outstanding horolo- 
gists throughout the country, and they readily lent their 
support. Now, well past the quarter century mark, the 


of the new organization, with A. N. Slavick as vice. 
president. 

Previous attempts had been made to form an organiza. 
tion of credit jewelers, but NACJ combined all previous 
efforts and made them work. The rise of the organiza. 
tion was, in large part, synonymous with the rise of credit 
selling within the jewelry industry. 

NACJ’s method of operation was changed, somewhat, 
in the summer of 1942 when B. G. Rudolph of Syracuse, 
N. Y., became president of the organization and William 
Wagner, New York, became full-time executive secretary, 
Since then, the organization’s membership has expanded 
more than 400 per cent. 

Acting as a service organization, advising its members 
throughout the county of important developments ‘in the 
industry through a steady stream of literature, NACJ has 
scored a number of notable achievements. Among them 
may be included successful agitation for repeal of the 
second anti-windfall act in 1943; publication of the Re. 
tail Jewelers’ OPA Handbook in 1944, a volume which 
became a model for other industries and, in 1946, publi- 
cation of a comprehensive study of percentage leases for 
jewelers. 

Also, in 1946, NACJ held the first post-war jewelry 
convention and jewelry fair, attracting thousands of 
retailers to Chicago. 


Second of a series of articles outlining the rise and development of trade 


organizations in the American jewelry business. This installment 


eoneludes a consideration of the development of the earliest national groups. 


Institute can point with pride to many outstanding accom- 
plishments which include: 

1. Examining and certifying more than 2500 successful 
candidates for the title of “Junior Watchmaker” or “Cer- 
tified Watchmaker” ’; 

2. Advising public school authorities and _ others, 
interested in starting schools of horology; 

3. Encouragement of high standards of workmanship 
for American watchmakers; 

4, Publication of the Journal of the Horological Insti- 
tute of America, containing articles of help and value to 
watchmakers throughout the country. 

With headquarters in the National Bureau of Standards 
in Washington, D. C., the HIA has the following officers 
at present: Frank D. Urie, Elgin, IIl., president; Alfred 
S. Rowe, Indianapolis, Ind., first vice-president; Ralph 
E. Gould, Washington, D. C., executive secretary, and 
Edward H. Hufnagel, Mt. Vernon, N. Y., treasurer. 


CREDIT JEWELERS FORM GROUP 


In 1925 a number of credit jewelers, perceiving the 
need for a national organization to further installment 
selling in the jewelry industry, met in Detroit, Mich., 
and formed the National Association of Credit Jewelers. 
The moving spirits behind the organization meeting were 
Morris Friedberg, Maurice Enggass and Samuel Gerson, 
all of Detroit. Mr. Friedberg was selected as president 
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STONE IMPORTERS GROUP 


Formed. to protect the interests of stone importers 
(other than diamond importers) , the Precious Stone Deal. 
ers Association was organized on April 23, 1930, in New 
York. Isidore Lassner of Lassner & Lassner, was chosen 
president; Lawrence E. Mulligan of Mayer & Mulligan 
was chosen vice-president; Leopold Nathan, S. Nathan & 
Co., became secretary, and Milton Belgard, Belgard & 
Frank, was named treasurer. 

The original objective of the organization, as outlined 
in its constitution and by-laws, was “to better, promote 
and correct existing conditions in the industry.” 

The name of the organization was changed in August, 
1946, to the American Stone Importers’ Association, in 
order to have the name coincide with the nature of the 
group. 

Current officers are: Max Stern, M. Stern & Co., presi- 
dent; Arthur Stark, E. A. Stark, vice-president; Lloyd 
V. Lassner, Lassner & Lassner. secretary, and Sol Gordon, 
treasurer. 


WATCH IMPORTERS ORGANIZE 


When NRA went into effect in 1933 the watch industry, 
along with other enterprises, was requested to adopt 4 
code. Recognizing the differences between distributors 
selling domestically-manufactured watches and those sell 

(Please turn to page 307) 
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BUY NEXT?’’ 


HOW WE GOT THE FACTS 
ABOUT THE PEN INDUSTRY 





"WHAT PENS DO PEOPLE OWN?” 


"WHAT PEN GIVES MOST SATISFACTION?” 


“WHAT MAKES WILL PEN OWNERS 





Most complete pen survey ever made is typical 


of the service offered to industry by the 


RECORDING AND 


AA vr answers to questions similar 
to these are important to manufacturers 
in any industry. Planning of engineer- 
ing, production, sales and advertising 
departments depends on them. From 40 
years experience in meeting the research 
needs of many industries, we developed 
a technique which produced the wanted 
facts for The Parker Pen Company. 
We prepared the advertisement shown 
and ran it in a leading national maga- 
zine. And as the large response rolled in, 


STATISTICAL CORPORATION. 


we speedily compiled, tabulated and in- 
terpreted the 71,236 replies. The chart 
at the bottom of this page is just one 
out of this comprehensive report. 

In an average year we will conduct 
hundreds of surveys of every conceiv- 
able kind and analyze over a million 
replies. So no matter what your busi- 
ness, we say, Give us your questions ... 
questions that gauge consumer attitudes 
toward your firm or your product... 
and we will get you the answers.” 


WHAT MAKES WILL PEN CUSTOMERS BUY NEXT? 


RECORDING ana STATISTICAL CORPORATION 


PARKER....... 42.6% 
BRAND "A"... 24.6% 
BRAND "B”’... 18.8% 
BRAND "C”... 7.4% 
BRAND "D”... 0.7% 


ALL OTHERS... 5.9% 
100% 


BOSTON, CHICAGO, DANVILLE, ILLINOIS, DETROIT, NEW YORK, MONTREAL, TORONTO 
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THIS 


GIFT 
FREE 


COMALOALII CS 
who replies to 
these 9 simple 

QUESTIONS 





Not a request to buy. Merely help 
us and we reward your favor. 
Your name will not be used. 


@ We, of the Recording and Statistical 
Corporation, have been requested by 
prominent manufacturers to find out what 
brands (or makes) of fountain pens and 
watches and writing inks are now in great- 
est demand and use. Hence, to everyone 
who will mail to us the answers to the rine 
simple questions here, we will send free, 
postpaid, a helpful gift for everyday use. 


All replies must be made on the coupon 
below and must reach us on or before mid- 
night March 15, 1947. You are not obliged 
to buy anything—your name will not be 
made public—you will not be bothered in 
any way. 


Tear out the coupon now. We'll repay 
you by sending your gift prompuy. 
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TO OBTAIN GIFT— 
FILL IN BELOW 





« What make (or brand) of fountain pen do you 


own? 





. Did you buy it, or was it a gift? 


bt 





3. If you were to buy a fountain pen, which make 


would you choose? 





4. What brand of writing ink do you now use? 





5. What brand of ink will you buy next? 





6. What make (or brand) of watch do you own? 





7. Did you buy it or was it a gift? 





8. What make (or brand) of watch would you 
choose: 


For Yourself ? 





Gift for a Man? 





Gift for a Woman? 





9. Check if you plan to buy in the next 6 mos.: 
For yourself? O Gift, man? O Gift, woman? 0 


NAME 
(Please Print) 
STREET 








CITY 
COUNTY 
STATE 
Mail to the Recording and Statistical Corporation, 


Dept. L-10, 222 West Adams St., Chicago 6, Lil., 
to reach us on or before midnight March 15, 1947. 
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THE AD-VISER 
(From page 300) 


ferred “planographically.” The image, incidentally, can 
be placed upon the surface either by hand or photo- 
graphically. 

The most common usage of the planographic method 
of printing is for outdoor signs, car cards, posters, etc. 
This process is often called lithography. Another off- 
spring of the planographic process is photo offset which 
prints most of the direct mail pieces used today. Plano- 
graphic printing also embraces Multilith which is a 
small offset machine. 


Although letterpress can be used for direct mail, the 
planographic process is most commonly used for the fol- 
lowing reasons: 

1. It results in a soft tonal effect impossible to achieve 
with letterpress. 

2. For halftones, especially pictures, very fine screens 
can be used on comparatively rou;h paper. 

3. It eliminates the use and therefore the cost of a 
new plate for each job. The same plate can be re-used 
over and over again by washing off the greasy design. 
In short runs, this can amount to a large percentage of 
the total cost. 

3. Intaglio Printing. This method prints from a de- 
pressed surface, most commonly used for Rotogravure 
and engraved letterheads. The printing elements, below 
the surface of the plate. are achieved by photoprinting 


and etching. In Rotogravure, the round plates contai) 
millions of tiny cups (about 22,500 to the square inch). 
each possessing a different depth to result in varied 
tones. These cups carry a watery ink (on the rotary 
press) from a trough to a continuous web of paper. 

Color, which can be used in all three processes, js 
especially adaptable to Rotogravure. Most Sunday neys. 
paper supplements are in color Rotogravure and this jg 
where you may have contact with it. It is excellent for 
mail order, or ads which solicit business by mail, for 
here, you can portray your product in full color with a 
fine screen . . . and on newspaper stock. 

4. The Silk Screen Process. Although unique in itself. 
this is actually a combination of letterpress and intaglio. 
It is used to produce window displays, counter cards and 
the like. Because it is a hand process, it is suitable only 
for small quantities (about 50 to 500). It can print on 
wood, cloth or glass and is distinguished by its bright 
and brilliant colors. 

During the course of one year, the jewelry retailer 
will, perhaps, have made use of all methods of printing. 
He runs weekly ads in the local newspaper which employs 
the letterpress method. He sends out direct mail pieces 
to his customers and uses the planographic process. He 
may run a mail order campaign in the Sunday supple. 
ment and his ads will appear in intaglio. He surely will 
need and have made counter displays. window cards. 
price tags, at which time he may employ the silk screen. 
Each process, he will find, serves a specific purpose and 
serves that purpose well. Sometimes these printing proc- 












WHOLESALE JEWELERS 





CATALOG 


On the eventful occasion of our 25th anniversary 
in the jewelry industry, we, at Feinstein Bros. are proud to 
present our catalog which we believe will be of the utmost i 
interest and benefit to the watchmaking and jewelry trade. ee 


It is our belief that this catalog fulfills a wish of every 
watchmaker, engraver and jeweler. With such complete 
and valuable information as this catalog contains no 
tradesman will want to be without his copy. Write for yours « 


We carry a complete line of 
watchmakers and jewelers sup- 
plies. Buy from FEINSTEIN BROS. 
where quality and service has 
been the keynote for the past 
twenty-five years. 

































Mail COUPON TODAY! 


FEINSTEIN BROS. 
5 S. WABASH AVE., CHICAGO 3, ILL. 


Please rush my copy of your NEW IKEE catalog to: 
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City eee@eeeeeet eo eee oweeee State.......-+-+29-" J 
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esses can be interchanged and savings may be accom- 
plished. However, it is always best to consult a specialist 
lefore planning a promotional piece. Then determine 
which suits your particular need in cost and effectiveness. 
Always obtain a few bids for your promotional pieces 
to learn the average market price. It is your job to get 
the very best at the most economical price. You can do 
this by making a careful study of the problem in question. 

Next month, we'll talk about the making of photo- 
engravings and how you can get better ads at greater 


savings. 
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FOR EFFICIENT WATCH REPAIR SERVICE 


(From page 298) 


neither is it suggested to customers—but whenever a 
customer states that the watch repair job is on a rush 
basis, due to a serious need for it. the watchmaker comes 
up with the offer of the loan-out watch. Beginning with 
a stock of twelve purchased for the purpose, Mr. Fisher 
has augmented this to the present thirty, all worth-while, 
serviceable watches, which never fail to please customers. 
Few people own more than one watch, the store has dis- 
covered—and thus the loan-out watches have removed 
their fertile source of disappointment in the past. 

Allez jewelers never “knock” poor watchmaking work 
done by other stores, or competing organization, on the 
theory that this only hurts the trade in general. A close 


cheek is- made of any -carelessness--in -past-repairs; and - 


this is corrected without any mention to the customer 
wherever possible. A close record is kept on all watch 
repairs made through the department, enabling the store 
to tell with accuracy when any watch was brought in for 
previous service. and to bring out any chronic defi- 
clencies. 


TRADE ASSOCIATIONS ORGANIZED IN '70s 


(From page 304) 


ing :he imported variety, it was decided that watch im- 
poiters should form their own code. A meeting of the 
principal importers was called, it was decided to form a 
watch importers association and, on July 6, 1933, the 
American Watch Assemblers Association came into being, 
the name being chosen because of the domestic character 
of assembling imported movements in American-made 
cases. 

Officers of the organization selected at the first meeting 
weie: Herbert Ollendorf, Ollendorf Watch Co., president; 
George J. Gruen, Gruen Watch Co., first vice-president; 
Roland Gsell, R. Gsell & Co., second vice-president; Wil- 
liam Helbein, Helbros Watch Co.. Secretary, and Harry 
D. Henshel, Bulova Watch Co., treasurer. 

At the time of its organization about 30 firms 
were members of the American Watch Assemblers Asso- 
ciation, but today the roster numbers well over 100. 
Membership includes virtually every importer of size 
and consequence in the country. 

Among the principal objectives of the organization are: 
Promotion of good-will between importers and the whole- 
sale and retail jewelry trade and all other associations 
allied with the jewelry industry. labor organizations, etc., 
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The Famous 


TOASTMASTER 


TOASTER 
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... one of the many Nationally 
advertised products we distribute— 


ALSO WHOLESALE DISTRIBUTORS 


OF THE 


FOLLOWING 


NATIONALLY FAMOUS PRODUCTS 


Seeland Watches 
Community Plate 
1847 Rogers Bros. 
Wm. Rogers & Sons 
Tudor Plate 

Poole Silverplate 
American Queen 

S. O. Bigney Co. 
Bliss Bros. 

Bugbee & Niles Co. 
Carl-Art Inc. 
Campus Men's Jewelry 
Carmen Bracelets 
Dorson Jewelry 
Deltah Pearls 

Excell Mfg. Co. 
Finberg Mfg. Co. 
W. E. Hayward Co. 
lrons & Russell Co. 
Iskin Jewelry 
Jacoby-Bender, Inc. 
Kestenman Bros. Mfg. Co. 


Laguna Pearls 

Marathon Co. 

Marvella Pearls 

Shiman Mfg. Co., Inc. 

R. F. Simmons Co. 

Speidel Corp. 

Louis Stern Co. 

Van Dell Jewelry 

Farber Bros. Krome-Kraft 
Herschede Clocks 

Ingersoll Clocks & Watches 
Ingraham Clocks & Watches 
McClintock Clocks 

New Haven Clocks & Watches 
Revere Clocks 

Telechron Clocks 

Westclox Clocks & Watches 
Ronson Lighters, etc. 
Hamilton-Beach Appliances 
Manning-Bowman Appliances 
Schick Shavers 

Toastmaster Products 

Terry Wallets 


DIAMONDS FINE JEWELRY TOILET WARE 
STERLING SILVER 


A complete line of 
Ladies’ and Men’s Stone Rings 


GET INTO THE HABIT OF BUYING FROM 


712-714 Sansom St. 





ge 


Established 1895 


AISENSTEIN & GORDON, INC. 


Philadelphia 6, Pa. 


PHONE: WA 2-3995 

















BOOST 


LIGHTER SALES 
with 


The famous 2-WAY 





FULLY AUTOMATIC 1. Just press and 


there’s the 
flame for cigar 
or cigarettes. 





STORMLITER 


NATIONALLY ADVERTISED 
IN: LIFE - COLLIER’S 
SATURDAY EVENING : 
POST « LIBERTY special slides 
TRUE - SPORT - PIC papois 
_ slat 
Weekly Radio Program 


““SPORTS FINAL” 


Sell Regens Yellow Flints For Best Results 





- To light a pipe 


SOLD THROUGH WHOLESALERS ONLY 


In Nickel, Chrome, 
Enamelor Etched Finish: 
$1.50 to $2.50 retail. 


REGENS LIGHTER CORPORATION 
2 East 46th Street New York 17, N. Y. 


lh it's a REGENS, it LIGHTS/ 




















and dissemination of trade reports, tariff regulations and 
other Government rules and regulations. 


Under NRA, the organization was successful in secur. 
ing a separate code for the watch assemblers and in 1943 
the group assisted in bringing about a centralization of 
buying of service watches for the Army, Navy and Marine 
PX systems, and in having them discontinue the issuance 
of priority orders. Also, the organization was successful 
in having such military and naval outlets confine their 
watch sales to service types only. 


Present officers of the organization are: Abe Carnow, 
Bulova Watch Co., president; Norman M. Morris, first 
vice-president; Jean R. Graef, second vice-president: 
Louis A. Schwob, secretary, and Herbert Ollendorf, trea- 
surer. I. Robbins Kornbliet is executive secretary of the 
association, and . «mes C. Bevans is council. 


HOROLOGISTS FORM ASSOCIATION 


The United Horological Association of America was 
formed in Washington, D. C., in May, 1934, by a small 
group of watchmakers who had assembled in the interest 
of their profession during NRA jewelry code hearings. 


The first president of the organization was Frank 
Foegler, Cincinnati, Ohio; Orville R. Hagans, Denver, 
Colo., was the first executive secretary and has held that 
post continuously until the present time, and Elmer 
Schneider, Toledo, Ohio, was the first treasurer. 

The organization, it was agreed by the founders, was 
for and by horologists and would be administered by 
officers who are practical craftsmen only. It was further 
agreed that “no outside influence shall ever dominate 
or control any of its affairs.” 

The association is an educational, fraternal body which 
has performed many services for horologists. Among 
these may be mentioned the establishment of the national 
paper, The American Horologist; circulating libraries of 
books, pamphlets, slides, motion picture films, lectures, 
transcriptions, technical drawings and blueprints, and a 
national school curriculum which accredits all worthy 
horological schools and colleges in the country. 


One of the most important aspects of UHAA’s work 
has been in the field of Watchmaker Licensing: six states, 
all with horological societies affiliated with UHAA now 
have Watchmaker Licensing Laws. These states, Wiscon- 
sin, Indiana, Oregon, Minnesota, Iowa and Oklahoma, 
have watchmaking boards which give uniform examina- 
tions and certify applicants seeking licenses. 

During the war, UHAA was responsible for a Govern- 
ment decision which declared watchmakers and _ clock- 
makers essential, and provided many vital workers for 
the war effort through an aeronautical instrument course. 

Current UHAA officers are: John J. Nooyen, Encinitas, 
Calif., president; John DeVogel, Albany, N. Y., vice- 
president, and Orville R. Hagans, Denver, Colo., execu- 
tive secretary-treasurer. 


GEMOLOGICAL INSTITUTE OF AMERICA 


The Gemological Institute of America was founded in 
1931 by Robert M. Shipley, as an institution to promote 
the education of students in the field of gemology. Lead- 
ing retail jewelers gave their immediate support. 

In connection with its education.’ objectives the GIA, 
from its international headquarters in Los Angeles, Calif., 
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publishes various books on the science of gemology, sells 
‘nstruments, etc., and conducts mail courses. 

As early students of the GIA progressed in their courses 
there arose a desire for closer cooperation in the work. 
Accordingly, in 1934, the American Gem Society was 
formed. A professional society, incorporated under the 
‘aws of California, its membership is limited to students 
of the GIA courses, though not necessarily graduates. 
The Society grants the title of “registered jeweler” and 
local Guilds are formed wherever a sufficient number of 
students or graduates warrant. 

James G. Donovan, Jr., Donovan & Seaman Co., Los 
Angeles, Calif., is president of the American Gem Society. 
Dr. Edward H. Kraus of the University of Michigan is 
president of the Gemological Institute of America; Percy 
K. Loud, Wright-Kay & Co., Detroit, is secretary-trea- 
surer, and Robert M. Shipley, Los Angeles, Calif., is 


executive director. 


JEWELRY INDUSTRY COUNCIL 


In 1935 the U. S. retail jewelry business was in sore 
straits as a result of the depression. Accordingly, a group 
of 17-odd retail jewelers, from various parts of the coun- 
try, banded together to form the Retail Jewelers’ Research 
Group. From this group, with the cooperation of ANRJA, 
sprang the Jewelers Publicity Committee, an organization 
which concentrated on consumer publicity for jewelry, 
rings, stones, etc. 

In 1939 this group was reorganized under the title of 
the Jewelry Industry Publicity Board, and the consumer 


publicity campaign was, to a degree, intensified. News- 
paper articles concerning jewelry were published, 
arrangements were made for jewelry to be displayed in 
advertising layouts for other products, in motion pic- 
tures, etc., and, in short, America was made more jewelry 
conscious. 

At the conclusion of World War II a concerted drive, 
led by W. Waters Schwab, was undertaken to secure a 
post-war fund for an intensive promotion of jewelry 
which would tend to offset the inevitable impact of the 
return of scarce consumer goods. During 1946 the name 
of the organization was changed to the Jewelry Industry 
Council, new directors were named by ANRJA, NACJ 
and NWJA, and a full-time executive director was named 
to be in complete charge of the promotion program. 


During 1946 the publicity board was completely reor- 
ganized and the name of the organization was changed to 
the Jewelry Industry Council. New directors were chosen 
and it was stipulated that the majority of the members 
of the board and the chairman of the board would have 
to be retailers. 

Since its reorganization the JIC has already conclu- 
sively proved its value. Promotional kits and dealer-helps 
for important gift occasions have already been provided 
to member-retailers, and it is intended to intensify the 
program. 


Membership in the Council has risen steadily since 
its reorganization and now numbers over 3400 firms. 
However, the organization will not be able to do its great- 
est work until membership totals at least 5000. A cam- 











Watch Crystals. 





Look for Increased 
Business on Waterproof 


\ 


Be ready for the demand for Waterproof Crystals. 


The Standard Unbreakable Watch Crystals 
assortment No. W-I fills every waterproof crystal need. 


This is the assortment that thousands of jewelers 
are using for greater profits. 





Ihere are no better crystals than Standard Unbreakable Crystals 



















The SUC Inserting Set 


ASSORTMENT No. L-18 
Inserting set with a I'/, gross assortment of SUC 
Lentille Chevee crystals in !/2 sizes, packed in a beau- 
tifully finished mahogany chest about the size of 
your Telephone Directory. 

Price complete $28.00. 


ASSORTMENT No. LW-39 


This popular assortment contains IY. gross SUC 
Waterproof crystals in '/2 sizes only, packed in an 
attractive mahogany chest complete with SUC In- 
serting Set. 


Price complete $39.00. 


tine STANDARD 


Fancy and 
Lentille Crystals 


CRYSTALS, ING. 


FOR SEPTEMBER, 1947 





UNBREAKABLE WATCH 


385 Gerard Avenue, New York 51 


ASSORTMENT NO. W-1 I'/2 gross Waterproof Crystals in '/2 sizes 
and flange edges, complete with the attractive one-drawer, two- 


compartment container. 
Price complete $27.00. 


o Ask for our 
New 1947 Catalog 
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Chere a ahuags 
@ steady demand 
Wefferling, Berry & Co. is now in a / 


position to supply your demands, 


with a complete line of Fine Emble- 











tic Jewelry, includi tly de- 
digned rings," pins, buon chorme, 
etc., in 14 K gold and platinum. V : 


We have greatly increased our pro- | 


duction facilities by enlarging our 


lant and equipment, and addi UY 
aes real sual eileen to = | 
Y 


staff. 


Makers of Fine 
Emblematic 
Jewelry. 


Yll“‘u 


R ber... Th le of Emble- Y 
ate toning is o-oo om | 
4, 


‘round. 


Address Inquiries to | 


Lppoyling | | 
: SA ROSE ST., NEWARKS,N.J. 
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exquisitely designed heir- — 
loom rings of the Czarist 
and Napoleonic period... 
reproduced by expert 
craftsmen of today... ex- 
citingly different .. . un- 
usually romantic. Solid 

gold and faced with en- 

IV dtare modal i itolatam-valeliil-) i 
earringsto match, optional. 





Antique and Modern Jewels 
74 West 46th Street ° New York I9, N.Y. 


D. SCHNEIDER 
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NOW 


ls the Time to Order! 





These 14th Degree 
Masonic Rings 
Are a Few of a 
Most Complete 
Line of 


Fraternal Rings 





We Will Gladly Recommend You 
to the Nearest Wholesaler 


S. SCHARF 


71 NASSAU STREET NEW YORK 7, N. Y. 
Telephone, Rector 2-0060, 0061 

















| ORtwter WHOLESALERS-JOBBERS-IMPORTERS ‘Pevce } 


) English Hand-Hammered Pewter Hollowware by 
! George Lee & Co. and Messrs. Viners Ltd. Fine 
| Reproduction Shefheld Plate, Copper and Brassware 
} by important British manufacturers. Antique Silver 
} and Plate and Hand Cut Crystal. Visit our show- 
room where all merchandise is on display. 


Prices back to 1939 level 


) 

$ SOLE FACTORY AGENT IN USA. 
! C. BERNFELD 

| 28 West 37 Street New York 18, New York 
) Wisconsin 7-7903 
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ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 
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CABLES: SLUBAR - LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


ILONDON, ANTWERP ano AMSTERDAME” 


THE JEWELERS’ CIRCULAR-KEYSTONE 


















































paign to enroll the additional members is now in progress 
and campaigns are being conducted in each state. 

It is emphasized that participation in the JIC will be 
of tremendous value to every jeweler, since plans call 
for a much more intensive consumer campaign when the 
additional membership warrants the expenditure. 

Officers of the reorganized Council are: Cecil D. Kauf- 
man, Kay Associates, Washington, D. C., chairman; Vic- 
tor A. Lambert, Lambert Bros., New York, vice-chair- 
man; Edward O. Otis, Jr., Otis Co., Providence, R. I., 
secretary, and Seymour Greenberg, Royal Diamond and 
Watch Co., New York, treasurer. Albert E. Haase, New 
York, is executive director and William D. McNeil, New 


York, is executive secretary. 
(To be continued) 





Flatware and Hollowware Go Together 


On the theory that sterling hollowware is too often 
regarded as a separate item from the sterling flatware 
which it actually should accompany, the William Schwei- 
gert Company, jewelers in Augusta, Georgia, has made 
a point of showing at least one piece of fine sterling 
hollowware to every sterling flatware customer. 

“There is seldom an effective merchandising job on 
hollowware, at the time when the customer is actually 
most receptive to it from a long-range standpoint,” says 
William Burdell, head of the store. “I mean by that 
that if a pattern of sterling hollowware which closely 
matches sterling flatware is shown when the latter is 
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being purchased, the customer will always keep it in 
mind—whereas if no attempt is shown to impress her 
with the similarity between hollowware and flatware 
patterns, she is likely to go somewhere else later on.” 

Although the Schweigert store has not been able to 
maintain many lines of hollowware in an open-stock 
sense, most of the many cases of sterling hollowware in 
the store are chosen to match up with flatware. This 
feature is demonstrated to every prospective bride, as 
well as to customers buying flatware as gifts, or for 
their own use. Hollowware, according to the store man- 
agement, is not something which may be sold over the 
counter at a moment’s notice—but implanting the idea 
that it may be carefully accessorized with flatware, open- 
stock dinnerware. etc., will always pay dividends in the 
future. | 

Near the sterling hollowware department, Schweigert’s 
maintains two display tables. to show sterling flatware 
and china open-stock place settings as they are selected 
by Augusta brides. A small typewritten card, giving the 
name of the pattern. and of the bride-to-be who selected 
it, is always placed on the table. Every customer who 
comes in to check this display. and to buv flatware to 
round out the bride’s table setting, is always given an 
opportunity to look at the hollowware “merely” as a 
matter of education.” Thus, it is not surprising that the 
name “Schweigert” often comes to mind when the sub- 
ject of sterling hollowware is mentioned in the North 
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$6.00 Keystone 





Three piece set $6.50 Keystone 
Also available in two piece sets 
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Smaller 





Feeding Spoon $2.50 Keystone Imme 


H. HENRY SELETSKY 
SILVERSMITH 





BABY STERLING SILVERWARE 





Heart shaped Rattle Unusual 





Napkin Holders large size $2.50 Keystone 


Illustrations approximately one-half actual size é  —— 
Attractively boxed in transparent boxes 





shaped Rattle 
$6.00 Keystone 





Junior two piece set $3.50 Keystone 


size $2.00 Keystone 





Feeding Spoon $2.00 Keystone 


906 WALNUT STREET 
PHILADELPHIA 7, PA. 
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After ten years of promoting his 
store as “‘the store for brides,.”’ 
Ernest Krauss, West Palm Beach. 
Fla... jeweler, has become an almost 
automatie first stop on prospective 


bride’s shopping list. 


UILDING up a reputation as “the store for brides” 
is just as practical for the small jewelry store as 
for the largest one, according to Ernest Krauss, head of 
Krauss Jewelry Co., West Palm Beach, Fla. 

Bringing in a highly profitable volume of business 
from direct sales to brides and the supplemental sales for 
gifts for their friends is a constant operation with this 
Florida store, which, after ten years, has become an 
almost automatic first stop on the prospective bride’s 
shopping list. In a city of only 40,000 people, many of 
whom are on hand only during the winter months, Mr. 
Krauss averages 15 brides per month, with total pur- 
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“Bride Cards’ Establish Store 
As Wedding Gift Headquarters 





Prospective brides choose their pat- 
terns and see them laid out as they 
would actually look in use on table 
reserved for this purpose in store. 






by ROBERT LATIMER 






















Krauss gets excellent results by building d¢ 
play around selection chosen by bride, showing 
it on table at front of store with a card whic 
identifies the table setting with name of ditt 


chases in connection with each one ranging anywhere 
from $450 to $1,500. 

“We give full credit to the system under which we 
handle our bride-book registrations and the fact that we 
incorporate everything which can interest the bride into 
our display program,” Mr. Krauss said. “Another thing 
which helps is that we give the marriage plenty of pub- 
licity, bend over backwards to supply the patterns the 
bride has selected, and follow up every possible lead.” 


The modern Krauss store deplores the attitude of some 
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You're on the go...you're doing so much, there's little time to 
dream. But you do...don’t you? You dream of him and what a 
wonderful husband he'll be. You dream of making him proud 
of his home...as proud as you both were today when you 
bought your first Gorham Sterling place-settings. 

Your flair for living nicely makes these first Gorham place-set- 
tings a must. Because .with Gorham, you have confidence in its 
exquisite design and workmanship...the assurance that comes of 
one hundred and seventeen years of fine silver-making. As you 








bepre a gil marnite... 


match and add, you can enjoy using your Gorham every day... 
seeing it grow lovelier with the years. Truly good things, like 
Gorham, are made to live with and love for all your life. 


Send for illustrated book," Entertaining—the Sterling Way,’ 10¢ (out- 
side U.S.A., 40¢). The Gorham Company, JB-925, Providence, R. I. 

THE MODERN WAY /0 buy sterling is in unats of place-settings— 
each consisting of six pieces. Place-settings about $23.00 (Fed. tax 
incl.), depending on which of the twelve Gorham patterns you choose. 


SUIT BY ADLER AND SDL E® 





STERLING eee 






America's Leading Siltverenmithes stwece 1832 





| dit 


ro) aus on dae \pudn-tw -be appeal 


git 


(waren. D onaar We odemeueele ,O dtobr Howe mi G aden, 

Mowe Oraskifuh , O|  Crtrmopekitan DY membor Bc 
i Home gud Oar Dacemer Hodes DY owt fesnanl. 

TIE IN WITH GORHAM = THE BEST KNOWN NAME IN STERLING 


FOR SEPTEMBER, 1947 313 





jewelers that they cannot carry an extensive enough range 
of patterns in sterling flatware, hollowware, dinnerware 
and glass to attract the popular bride whose friends will 
purchase many gifts. Mr. Krauss, by making it one of 
his primary jobs, has always been able to maintain 24 
leading patterns of sterling flatware, from eight to twelve 
leading china patterns, and six to eight beautiful stem- 
ware choices. As a result, even during the war, when 
the bride-registration system came apart at the seams for 
many jewelers, he was able to maintain his program, 
largely through the excellent quotas on merchandise that 
he had built up by his past purchases, the fact that mar- 
riages rose sharply in the Palm Beach area, and “plain 
hard work.” 


CARD FILE USED INSTEAD OF BOOK 


Instead of using a standard bride’s book, the Krauss 
store has developed a system of “bride cards.” one of 
which is assigned to each new bride as she enters the 
store. Listed alphabetically, these are kept in a special 
card file, and no word of the visit is divulged until after 
the engagement has been publicly announced. Then the 
file is used for an indefinite period to provide wedding 
guests with accurate information on the patterns the 
bride has chosen, plus suggestions as to gifts from the 
store's stock which she has indicated would be especially 
welcome. After the wedding, the cards go into an “in- 
active file” where they still continue to be useful for direct 
mail and customer follow-ups. 

Unlike many jewelers, Mr. Krauss does not use mail 
or the telephone to solicit new prospective brides upon 
seeing an engagement announcement in the newspapers. 

“We tried this form of follow-up years ago.” he says. 
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One factor which Mr. Krauss be- 
lieves has brought him busines: 
from prospective brides is care 
given to gifts before delivery. 
Every item is carefully polished 
and careful attention is given to 
wrapping with a special paper on 
which he spends some $100 yearly. 


‘and found that many girls object to having stores fol- 
low up clippings of their announcements, disliking what 
they feel is commercializing on what they consider a 
social announcement. Therefore, we simply leave it up 
to our reputation and the recommendations of brides 
whoin we have previously served to bring them in.” 

As mentioned before, the fact that an everage of 15 a 
month do come in is adequate testimony to the effective- 
ness of this system. 

When a bride-to-be does come in, she receives an un- 
usual offer: “We get excellent results by telling her we 
will not only list her preferences in the cardfile, but will 
build a display identified with her name on a special 
display table at the front of the store,” Mr. Krauss said. 
“We withhold this, however, until the formal engage- 
ment announcement is made. This latter touch seems to 
intrigue many of the girls—they like the idea of having 
themselves identified with a table setting, and almost 
invariably send their friends and guests around to see the 
display.”’ 

The bride is invited to choose her pattern not only in 
sterling, but in glass, china and other gifts (including 
clocks. centerpieces, vases, etc.) as well. Mr. Krauss then 
builds up a setting which includes plate, cup and saucer, 
salad plate, stemware, teaspoon, salad fork, knife and 
fork on the handsome display table, with a colorful card 
which identifies the bride-to-be who has chosen it. Any- 
where from five to eight such table settings may be shown 
simultaneously, with wedding-bell cards calling attention 
to the girls concerned. “We leave the display up until 
the wedding, which works out well at present due to the 
relatively short engagement periods today,” Mr. Krauss 

(Please turn to page 344) 
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Bis Potential 
Market 


In Trophies 


by JOSEPHINE SUTTON 


OW would you like to increase your business 25 

per cent? Sell trophies, advises Gordon C. Gillies 
of Van Nuys, Calif. Located in the heart of the sprawl- 
ing San Fernando Valley, Gillies serves the 60,000 in- 
habitants of his community as well as those of a dozen 
neighboring cities. His annual trophy business would 
be hard to equal by jewelers in cities the size of nearby 
Hollywood and Los Angeles. 

“The trophy business is one that no jeweler can afford 
to overlook,” says Gillies. In every community there is 
a wealth of potential trophy customers, but the jeweler 
must be aggressive in order to tap this gold mine. First. 
he should survey his town to ascertain what organizations 
might be in the market for trophies. Every community 


Mr. Gillies, second from right, with fellow 
Kiwanis Club members of award committee 
for annual club-sponsored bowling tourney. 


A 25 per cent inerease in 
business plus new contacis 
whieh benefited his other 
lines, made G. C. Gillies, 
Van Nuys, Calif., jeweler, 


glad he went into trophies, 


Gordon C. Gillies, left, inspects 
boxing trophy with local business- 
man S. L. Vaughn, also a fellow Elk. 


This array of trophies for Kiwanis-spon- 
sored bowling tourney was featured in 
Gillies’ trophy department as well as in 
windows where it created much interest. 
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Traditional beauty, exact craftsmanship and pleasing design 
complete the picture of all Hollow ware by Poole. 
Sold by retailers everywhere, who know that satisfied customers 


are made when they become Poole dealers. 
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POOLE SILVER CO., INC.- TAUNTON: MASS: 


NEW YORK SHOWROOM °* 366 FIFTH AVENUE, NEW YORK 1, N. Y. 
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These Sterling chests for customers 


are ‘treasure chests for you! 


—— E IT OR NO, there's never been a time like this for 
selling Sterling in complete sets. 

Right now, the market is large. Right now, complete sets are 
being purchased. 

And right now, International Sterling has a complete 
range of chests. Chests of polished mahogany, brilliant lu- 
cite, gleaming plexiglass . . . veritable treasure chests for 
you... because they will help you sell complete sets of 
International Sterling! 

You've asked for chests—znd here they are! So take ad- 
vantage of them... display your International Sterling in 
them (they’re ideal for displays!) and point out to your 
customers how handsome they'd be on a bride’s gift table 
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... how perfect for storing her prize silver! 

And not only that. These good-looking chests may pave 
the way for suggesting to customers the use of your budget 
selling plan. There are 38-piece service sets for 6 from only 
$151.75—including chest—and the budget plan makes it all 
so easy to sell! 

Above, you see the #413 Mahogany chest, with drawer. 
This rich-looking chest takes service for eight or twelve. 
Notice how its grandeur enhances the beauty of a complete 
set of silver! 

Selling sets of International Sterling in cases is a natural 
... it helps lead to more sales... it helps lead to sales of 


7 
more sets! 
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Feature International Sterling 


in these other handsome chests! 


#406—Polished Mahogany 
Chest, no drawer 





#407 —Glistening Lucite 
Chest, no tray. Smart ond 
modern-looking 





#410—Shining Plexiglass 
Chest, with tray. Regal and 


trim 








wlernational eSterlin 


CUSTOMERS FROM THE AIR, TOO! Look for your share of customers—among the millions of women who'll hear this news when 





they tune in The Adventures of Ozzie and Harriet, Sunday evenings, 6:00 p.m., E.S.T., CBS. 
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Map showing trading area in and about Van Nuys 
on which Gillies can draw for trophy customers. 
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has its service clubs, its civic, business, and professional 
organizations. All these groups will need trophies from 
time to time, but unless the local jeweler promotes him- 
self as a trophy dealer, he will find that the business will 
go elsewhere. 

“If I don’t get the business, it goes out of town,” Gillies 
says. “By display, your own advertisements, and word- 
of-mouth reputation, you must make your fellow citi- 
zens aware that you are in the trophy business.” 

Nine years ago, when Gillies first opened his jewelry 
store in Van Nuys, he made a canvass of the Valley and 
discovered that there was great need for a home-town 
jeweler to sell trophies to the scores of business, social, 
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S. L. Vaughn looks over Gillies’ 
trophies with son Wayne, a foot- 
ball and track star at Van Nuys 
High School. The school trophy 
business is important, especially 
for athletic and R.O.T.C. awards 


Movie star Andy Devine, who is also mayor 
of Van Nuys, looks over bowling trophies, 


and athletic groups. Though not what is called a 
“joiner,” he was a member of the Kiwanis and Elks and 
was thus in a position to meet and become friendly with 
hundreds of the town’s prominent business and social 
leaders. He let it be known that he was actively engaged 
in selling trophies and was appointed to the awards com- 
mittees of such groups as the Bowling Club. 

Gillies has found that the jeweler must go out and get 
trop!:y customers, particularly when he is introducing 
himself to his community as a trophy merchant; he just 
can’t sit back and expect the business to pour in. Even- 
tually. when he has established a reputation in the trophy 
field, he will find that his patrons will seek him out. 

Virtually every organized group in the Valley buys 
trophies from this friendly jeweler. Among his steady 
clients are such organizations as the Kiwanis, the Elks, 
the San Fernando Valley Chicken Breeders, the Boy 
Scouts, the Girl Scouts, the local high schools, the banks, 
the women’s clubs, such important members of the air- 
craft industry as Lockheed, Douglas, Timm, and Avia- 
tion Maintenance, the local bowling, boxing, tennis, 
swimming, and garden clubs, the horse, dog, poultry, 
and cattle fanciers, to name just a few. 

“I know what I am selling them is right,” Gillies de- 
clares. He carries one line of trophies, which he con- 
siders the top brand for workmanship, materials, and 
honest value. In the community this line of trophies is 
exclusively his. His retail price range is from $5 to $190. 

(Please turn to page 345) 
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0s found only in WA LLACK 
STERLING 


Your CUSTOMER’S PRIDE in ownership of precious solid silver depends 








entirely on the beauty and craftsmanship with which the design is 


conceived and executed. 


The “Third Dimension Beauty” of Wallace Sterling expresses exquisite 
artistry in full-form sculpture ... each pattern is endowed with full body 


and complete form on the sides and back as well as on the front. 


This achievement of many decades of fine silvercrafting . . . solid silver 


with true third dimension beauty .. . is exclusive with Wallace. 


WALLIVGPORD, CONNECTICUT 
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Ernest Cramer, of S. Kind & Sons, 
Philadelphia, has given over 100 
lectures on the "Romance of Time." 


Mr. Cramer illustrates his lectures 
with a collection of old timepieces 
which helps make explanations clearer; 
adds dramatic interest to talk. 


by ANNA M. ROBBINS 


There's MONEY in TALKS ... 


One of the jeweler’s most effective means of building good 


will and gaining publicity for his store is to get out and 


talk about the different. interesting phases of his business. 


ue OU°LL never in your life get as much good pub- 
licity anv other way,” said C. L. Thomas, Presi- 
dent of the Eastern Pennsylvania Guild of the American 
Gem Society. He was speaking to a group of jewelers 
at a regular monthly meeting of this organization, about 
talks or lectures to the public. Mr. Thomas has given 
over 96 talks to groups such as the Lions Club in the past 
few vears, so he ought to know. He credits these talks 
with giving him much publicity and goodwill which have 
helped materially in building up his business in Kennett 
Square, Pennsylvania. 

He advises others who are planning to use this means 
of gaining goodwill, to pick a subject which has dramatic 
appeal to the masses. One of his popular subjects dur- 
ing the past few years was “Diamonds Go to War.” To- 


324 


day, bringing the subject up to date, he keys his discus- 7 
sion to the use of diamonds in industry. “Fascinating 7 
Facts About Gemstones” is another of his subjects which 7 
is very popular. In this topic he covers some of the super: | 
stitions attached to these stones and stories of the his- 7 
tories of many gems. The fact that many people today | 
are still superstitious in varying degrees, gives this talk 7 
a tie-in with their interests in a way that purely historical } 
accounts would not have. ; 

Mr. Thomas is by no means alone in his evaluation” 
of these talks as a means of promoting his business and | 
as a builder of goodwill. Many other jewelers have found] 
this an effective form of promotion, among them being| 
Ernest Cramer. of S. Kind & Sons, of Philadelphia, who 
has given over 100 lectures on the “Romance of Time”) 
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TALISMAN ROSE... 


The loveliness of America’s favorite 
rose and America’s finest sterling are 
wedded forever in a pattern created 
for your pleasure and enjoyment. 
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which tells of the historical development of timepieces 
such as the sun dial, the water clock, the oil lamp clock 
and old watches, and has proven extremely popular. 
Chester Snyder, of Norristown, Pa., concentrates on 
tourmalines, which, partly because of their wide range 
of colors, have lots of personality and appeal to the im- 
agination of the public. In addition, these stones are 
little known among the public and therefore his talk is 
always unique. He has an excellent collection of these 
stones which are mounted in black velveteen lined 
boxes with plastic lids which close down firmly on the 
stones enabling them to be carried easily from place to 
place and yet be readily available for showing. He can 
always select that part of his collection he needs at the 
moment and transport it without disturbing the rest. 
Miss Elaine Cooper, whose father Fred Cooper is a 
retail jeweler at 109 S. 13th Street, Philadelphia, has 
talked to classes at Drexel Institute of Technology, Ridley 





C. Fred Muth, of Jenkintown, Pa., features 
' his collection of odd stones and shells in 
special cabinet just inside store entrance. 


Park High School, and other educational organizations, 
as well as to many other groups on “Treasures in Sterling 
Silver,” an explanation on how to choose silver, and 
“The Story of Precious Gems,” a study of the value and 
on the use of various gemstones. 

Miss Cooper’s talks are aimed at being informative 
and educational, helping and instructing young people. 
In this she is following in her father’s footsteps who was 
active in lecture work prior to the war. 

To make explanations clearer, to add interest, and to 
make their presentation more dramatic and appealing, 
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most jewelers engaged in lecture work employ some type 
of visual aid or illustrations. Miss Cooper uses merchap. 
dise from her father’s store and from her own and her 
family’s private collection of antiques. Mr. Snyder, ag 
was stated previously, carries with him his collection of 
stones; Mr. Cramer, his collection of old watches and 
timepieces which he has as a hobby to illustrate his talks 
on the history of time. Mr. Thomas in addition to other 
aids employs a motion picture film in color which runs 
from 20 to 25 minutes, as a basis for his talk on the mip. 
ing of precious stones. 

A familiarity with his subject, with perhaps a general 
outline of his talk, is all the preparation and help Mr. 
Thomas believes is necessary. He does not believe in 
prepared talks or memorized speeches. For one thing, 
he says, forgetting one word or phrase may throw the 
speaker completely off. But even more important, he be. 
lieves, is the loss of spontaneity, naturalness and the op. 
portunity to use situations as they come up to tie in 
with the regular talk. He tries to vary his talks a little 
each time, adding new points of interest and details 
so as to hold the interest of any who might have heard 
it before. He also tries to adapt the talk to the audi- 
ence both in personality and material, being a firm be- 
liever in taking advantage of intrusions to use them as 





Miss Elaine Cooper, whose father 
is a retail jeweler in Philadel- 
phia, is following in his steps 
in finding lecturing profitable 


jokes or pointers, somehow connecting them with his 
talk, rather than ignoring such things as might divert 
attention from himself. 

Once a speaker becomes accustomed to talking from 
memory or from notes, rather than extemporaneously, he 
is more lost when he hits a slip-up and more times than 
not, finds it difficult or impossible to “get back in the 
groove.” Mr. Thomas jokingly recalls his first speech at 
which he had such a bad case of stage fright that he 
couldn’t recall what he had said after it was all over. 
But it was a definite success, nevertheless, as his wife 
told him the details as she had observed from her place 
in the audience. Today he is an experienced and poised 
speaker. 

His first chance to speak came about when one of his 
employees asked him to talk before a group of which 

(Please turn to page 346) 


THE JEWELERS’ CIRCULAR-KEYSTONE 








os 


~NEW NE ON en 


we 














FOR SEPTEMBER, 1947 


% 





An 


OVERTURE* 


Available in place settings ...with the practi- 
cal “‘Add-A-Piece’’ feature which enables each 
customer to round out her silver selection ac- 


ore) ae1)a)-an com al-lamal-1-10 1-9 


NATHOWNAL SIL¥-2RECUGCHePrPAH FT 

Business Founded in 1890 
PRINCESS ELIZABETH” New York « Chicago « Detroit « Miami * Los Angeles 
Atlanta «+ Dallas «+ San Francisco « Portland (Ore.) 


Pa 


* 


v 


Bitte He 55 


¢ wena > 




















Window 


Foreeasts 





Expansion 


by M. O. WAUGH 


ITH labor and material shortages as they are, 
expansion in the postwar period in many in- 
stances is a long-time program. There’s a real problem 
to be met by the firm which must needs keep on doing 
business during the months of torn-up waiting and piece- 
meal remodeling. So in Washington, D. C., the long 
established firm of Anderson Bros. Jewelers decided to 
turn a handicap into an asset. 

As soon as arrangements had been made to take over 
the space-unit next door to the currently occupied store 
at 704 11th Street, N. W., the additional window space 
was put to use. A series of attractive and highly-lighted 
displays were designed to focus public attention on the 
widening store front. With~extra window space thus 
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Series of attractive and 
highlighted displays were 
set up in store next door 
to focus public attention 
on widening store front. 


Below: This shows how extra 
window was used to attract 
attention to planned wider 
store. Note how new window 
was brought to same size by 
clever use of the drapes, 





available and “in the public eye,” modernization of the 


original window space could go forward without sacrific- 
ing sales which would probably have been lost through 
a completely blacked-out store front. 

The modern window newly installed, replaces black 
with white panels, and old-fashioned, grey-painted wood 
joiners, with chromium trim. The glass is set at right 
angles to give larger display space, and the contrasting 
black trim and narrow base set off the displays. Con- 
struction is of the overhung type which makes the finished 
window, a modernly appointed “showcase.” A creall- 
colored pleated valance, matching the valance material 
in the older type window, gives continuity to the display 


(Please turn to page 348) 
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Victorian Style. Floral border—five piece Tea and Coffee 


Service and Footed-Waiter with Pierced border. 30” with 
handles by 19” wide. 
Style $817 F $125 complete 


S817 G above with Gadroon border. 


with Floral border—revolving base 
with 4 handles; center Soup 
Tureen or Punch Bowl with cover; 
4 covered vegetable dishes; 2 open 
salt dishes and 2 pepper shakers. 
2814” wide, 

Style S 801 





These are just a few of the i a dy oig <4 WARRANTED — extra 
many unusual reproductions L Pere x 4 heavy silverplate on copper. 
in stock. See previous is- SALT 
sues for other exception- 
ally attractive items. 


 Gutradts - 
Silverware Division 


29 WEST 47th STREET «+ NEW YORK 19, N. Y. 
BRyant 9-8770 
OLD ENGLISH REPRODUCTIONS 


+ U 


( Lazy Susan — Victorian Style, 
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New Federal Trade-Mark Laws 





An explanation of the main objectives and most important 


ehanges in the new trade-mark law, the Lanham Act, which 


is of great interest to all business, both large and small. 


Editor's Note 


Because so many of our readers have asked us ques- 
tions about the workings of the new trade mark law, 
known as the Lanham Act, we have arranged with a 
prominent attorney who is a specialist in trade marks 
and patents to supply us with the accompanying article 
which we believe will be of very considerable interest and 
value. 

The author, Joseph J. Dollinger, is recognized as one 
of the outstanding authorities on questions of this nature 
and is counsel for “WATCH-MARK” TRADEMARK 
SERVICE and the DESIGN COPYRIGHT AND PATENT 
SERVICE BUREAU. 

As a further service to our readers, we have arranged 
with Mr. Dollinger to answer individual questions from 
any JCK reader without charge or obligation, and such 
questions are invited. 

1. Any person or firm using trade-marks, trade-names, 
symbols, slogans, etc., in business and desiring to have a 
confidential analysis of these, as they might be affected 
by the new laws, may send us their list of marks, names, 
etc., in use (whether registered or not), and we will have 
such report and analysis, together with recommendations 
for suitable action, prepared for them by a competent 
authority, without charge or obligation. Such list should 
show if the marks are registered or not, and date of regis- 
tration if known, also the merchandise on which used. 

2. Any of our readers desiring to know if any identi- 
fying device, symbol, slogan name, etc., which they are 
using or contemplate using, can be registered under the 
new law, are invited to send us such inquiries and we will 
have a reply made by the same authority, without charge 
or obligation. 

3. Questions of general interest to the trade, concern- 
ing Trade-Mark and related matters, can be submitted to 
us for reply by Mr. Dollinger. Those that seem to have 
general interest or application will be published in suc- 
ceeding issues of the magazine with the replies. 

Readers are assured their confidence will be respected 
and that no names of any persons or firms will be pub- 
lished. All material received will be submitted to highly 
qualified authorities for study and reply. Please address 
all correspondence on the above subjects to the Editor, 
JEWELERS’ CIRCULAR-KEYSTONE. 


do2 


by JOSEPH J. DOLLINGER 
Attorney-at-Law 


OWHERE in the world is there as much “Brand 
Consciousness” as exists in the United States. 
Practically all advertising, buying and selling of con- 
sumer goods is based directly upon public knowledge 
and acceptance of specific Brand Names, Trade-Marks, 
Trade-Names, symbols, slogans or other similar identi- 
fying devices. ‘The same is true for the major part of 
all other goods and services used in manufacturing and 
commerce. The use and acceptance of these identifying 
devices has grown until, today, the name or mark or 
label appearing on the goods or connected with the ser- 
vice, is the most important and very often the only test 
of quality and value in the minds of most purchasers. 

As a matter of fact, the most single valuable asset of many 
world-famous business houses is their ownership of one or 
more well-known brands or trade-marks. In consequence, 
the new Federal Law, known as the Lanham Act, which 
eoverns all trade-mark matters and became effective July 
5, 1947, is of great interest and importance to every busi- 
ness organization, large or small. 

This article will attempt to explain the most important 
features of the new law in non-technical language. Much 
has been and more will be written on the technical and 
legalistic aspects of this law. Definite conclusions as to 
the effects of many provisions will have to await the out- 
come of litigation and final Court decisions. In the main, 
however, the major objectives of the new law and the 
most important changes are fairly clear, and these may 
be summarized as follows: 





CONSOLIDATION AND REPEAL OF PREVIOUS LAWS 


The Lanham Act is a consolidation and re-codification 
of all Federal laws concerning the registration, protection 
and rights to use of trade-marks, trade-names and similar 
material, and brings the entire subject within the pur 
view of one Statute. The Act repeals all previous laws 
on the subject, so far as they may be inconsistent with 
the new law, but retains many of the principles previously 
established. Rights and privileges acquired under previ 
ous laws are maintained unimpaired and, with the excep 

(Please turn to page 348) 
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Beautiful ! 


Moderately Priced ! 


EASY TO. SELL :« 


Designed by a 


master craftsman 


in the style of the 


late Georgian Period, it 


appeals to women 


everywhere. 








#435—Cocktail Tray 

#436—H 17” Serving Tray 

#437—H 19” Serving Tray 

#438—H 22” Serving Tray 

#439—16” Well and Tree 
Platter 








The silver Coffee Service illustrated #447... 
makes an ideal wedding or anniversary gift 
... adds richness to any home. You can sell 
the following matching pieces... and every 
piece means another profit for you. 


#441—16” Meat Platter 
iota Vegetable 


is 
#444—Relish or Chop Dish 
#445—Gravy Boat and 


ray 
#446—Water Pitcher 
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Old English Gadroom Coffee Service 





Once you display this beautiful service, it practically 
sells itself. 


The bold Gadroom bead design on copper base cap- 
tures the spirit of the old English craftsmen . .. and the 
eye of discerning women. 


Faithfully reproduced by Benedict, the complete sil- 
ver service has a full burnished finish and is designed to 
sell at a price well within the budget of most women. 


Pieces to match bring in repeat sales 


For further information and prices write to 


BENEDICT MFG. CO. 


East Syracuse, N. Y. 
Makers of Fine Silver Plate for over 60 Years 

















|. Sterling silver zodiac pins about two inches square by 
G. Cini, Inc., 561 Boylston Street, Boston, Massachusetts, 
retail at $7.50 each. Matching earrings also available. 


2. Ten strand simulated pearl necklace, designed by Trifari 
in keeping with new fall fashions. $100 retail plus tax; 
matching pearl cluster earrings, $17.50, plus tax. Trifari, 
Krussman and Fishel; 377 Fifth Avenue, New York City. 


3. Alarm wristwatch, the "Cricket," by Vulcain Watch Co, 
630 Fifth Ave., N. Y. At right, of !4K gold with raised 
gold numerals and gold hands; at left, stainless steel 
case with radium dial; latter $145 retail including tax. 


4. The “Nantucket,” General Electric's new nautically de- 
signed clock, fitted with ship's bell which strikes the 
nautical time on hour and half-hours. The case is of 
mahogany trimmed with gold-colored spokes. $37 retail. 


5. Seven-piece breakfast set including "pop-up" toaster, six- 
cup percolator, sugar and creamer, a jam and butter dish 
and tray, all chrome plated on brass except toaster. $49.50 
retail. A. Cohen & Sons, 27 West 23rd Street, New York. 


6. Accordion case compact by Wadsworth Watch Case Co.., 
Dayton, Kentucky, of gold and silvertone metal, design in 
gold finish. $6, tax free. Other styles up to $11.00. 
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FOR THE GENTLEMEN / 


handsome manicure 
gift kits for MEN 


You’ve demanded them, so here they are! Stunning manicure gift 





kits for men. High quality, nickel-plated implements in handsome 
cases of genuine leathers, finely tailored. Barbara Bates quality 
through and through at favorable prices... from $3.75* retail. 








“MANIKIT “= back again, the original and ingen- a IRE... smart Manicure Kit for men in gen- 
ious set for men, patented by Barbara ESQU vine leather. $11.50 retail plus $1 tax.* 
Bates. $8.50 retail plus 80¢ tax.* 


Barbara Bales 





@ Barbara Bates consumer advertising 
this month and every month says, 
“AT YOUR JEWELERS, FIRST CALL 
ON YOUR GIFT SHOPPING LIST.” 








* suBJECT TO U.S. FED. EXCISE TAX Om CASES ONLY. 





C.J. BATES & SON «+ 366 Fifth Avenue, New York 1,N.Y. ¢ Factory, Chester, Conn. 
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|. Watch fob type compact, the "Seventeener,'’ can be worn 
through the belt or in the pocket. Assortment of designs. 
$1.50 retail. From The Zell Co., 536 Broadway, New York. 


2. New package for Flex-Let men's and women's expansion 
bands is of ivory plastic lined with purple velvet. 4x7", 
it's designed to allow band to lie flat on velvet. Flex-Let 
Expansion Products, 20 West 47th Street, New York City. 


3. Portable electric food mixer with a patented specially 
designed beater for all mixing tasks. Weighs less than two 
pounds. $10.95 retail. lona Mfg. Co., Hartford, Connecticut. 


4. Four watches from Longines-Wittnauer's Deluxe Presen- 
tation Series, consisting of 50 different models, all in 
hand-wrought 14K gold cases retailing at $135 upward for 
the ladies’ models; from $150 up for men's, tax included. 


5. Three new compacts by Elgin America, Elgin, Illinois, de- 
signed for the school girl's taste. Colorful enamel on 
jeweler's bronze, the "Garland,"’ mock leather "Sportster" 


and "Glad Plaid" will retail for $2.95, $3.95 and $4.95. 


6. Authentically early American in design, the Wickford by 
Telechron, Inc., Ashland, Massachusetts, has case of brown 
wood with light wood inlays and antique finish top orna- 
ment, dial 4!/2 inches in diameter. $32 retail, plus tax. 





Petyiee New 
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ToeOr 
has mowed... 


t) Complete 2 story building in addition to 












several smaller, adjoining buildings. 


A total of 80,000 square feet of daylight 
[) space for the exclusive manufacturing and 
production of boxes and displays. 


t) Every facility for more direct and 
more efficient service. 








OCOIY WANUEACTURING COMPANY, INC. 


567 52nd STREET, WEST NEW YORK, NEW JERSEY 
Telephone: RE. 22-2480 e UNION 7-4833 


- 


SPECIALIZING IN THE DESIGN AND PRODUCTION OF DECORATIVE BOXES AND DISPLAYS 
BBY 
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Education=-Or Enterprise? 


Sehools teaching subjects allied with the jewelry trade are springing 


up at a rapid rate. This poses the question: ‘Are they all teaching 







the material properly and, if not. how can standards be introduced?’ 


EVERAL months ago, in response to numerous in- 

quiries, THE JEWELERS’ CIRCULAR-KEYSTONE com- 
piled and published a list of schools offering courses in 
the jewelry and allied fields. Almost immediately upon its 
publication, data concerning dozens of additional schools 
was received, accompanied by the request that it be in- 
cluded in the next listing. The second publication of 
the list consumed twice as much space as the first and it 
began to appear that the number of schools in the jewelry 
field was unlimited. 

The two lists of schools published by JC-K were just 
that—lists. No attempt was made to evaluate the institu- 
tions or recommend them. However, as the second list 
was going to press it became apparent that some sort of 
check should be made. Accerdingly, a questionnaire was 
sent to every school known in an effort to determine (a) 
the length of time the school had been operating, (b) 
whether veterans were accepted under the so-called “GI 
Bill of Rights”, (c) accrediting by various agencies, (d) 
tuition costs, length of courses, etc. 

From the questionnaires received, a number of highly 
informative facts came to light: 

1. Although there are obviously a number of second- 
rate schools teaching jewelry subjects, every one respond- 
ing to the JC-K questionnaire states that it has the ap- 
proval of both the State Board of Education and the Vet- 
erans Administration; 

2. Of 59 institutions answering the JC-K question- 
naire, 35 (well over half) have started since 1939. Of 
this 35, two-thirds (23) have come into existence since 
1945, 

Certain obvious conclusions can be drawn from these 
facts. The most important is that the majority of the 
schools are operating primarily to teach veterans under 
the “GI Bill.” This, in itself, is not bad—on the con- 
trary it may be good because it benefits both the industry 
and the veteran to have men properly trained in the field. 

There however is the snag. 

How many men currently taking courses in nearly 100 
schools throughout the country are being properly 
trained? 

On the face of it one would be inclined to say “Surely. 
if the schools are approved by State Boards of Education 


D08 








by THOMAS V. DUGGAN 


and the Veterans’ Administration, they must be okay.” 

But is this so? Not necessarily. 

Approval by the Veterans’ Administration stems, al- 
mest directly, from approval by the State Board of Edu- 
cation, Board of Regents or similar accrediting authority, 
So far so good. 

But upon what basis does the State Board of Educa- 
tion approve a school? 

Usually, State approval is granted or withheld as the 
result of an inspection made, at the school, by a repre- 
sentative of the Board. Often such a representative is a 
dentist or lawyer or some similar type of professional 
man. Even if he is a trained educator, he almost cer- 
tainly is not a watchmaker. Entering a school, he sees 
long benches, complicated and expensive-looking lathes 
and machinery. He gets a highly technical line of double- 
talk (which he doesn’t understand) from a school official. 
He then departs under the impression that here, surely, 
is a class-A educational set-up. The result: State ap- 
proval, backed by the VA. 

This is not to be construed as meaning that all schools 
(or even the majority) are “diploma mills.” Far from it. 
It simply means that the inspecting official, not knowing 
anything about the field, cannot tell a good school from 
a bad one. As a result, all but obviously unqualified in- 
stitutions are given the stamp of approval. 

Of nearly 100 schools in the country offering courses 
connected with the jewelry industry, the majority teach 
a number of different subjects. The greatest number, 72 
at the least, teach watchmaking (horology). Twenty-nine 
offer courses in jewelry repairing, 27 teach engraving, 
11 teach stone-setting, six feature designing in their cur- 
ricula, four courses in gemstones are available, three in- 
stitutions offer courses in casting and two have instruc- 
tion in ring-sizing. 

The major emphasis, clearly, is on watchmaking. And 
of all courses offered, this is the most difficult. In order 
to learn the trade properly a man must spend hours of 
painstaking work learning to handle small tools, more 
hours studying theory, additional time is spent on 4%- 

(Please turn to page 342) 
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Directory of Trade Schools 


Symbols following school listings are to be interpreted as follows: 


* Approved by State accrediting authority and Veteran’s Ad- 


ministration. : 
Approved by Horological Institute of America. 

Approved by United Horological Association of America. 
Students take H.I.A. examinations but school not yet ap- 


proved. 


woe 1 


WATCHMAKING (HOROLOGICAL) SCHOOLS: 


ALABAMA 
Birmingham 
Southern Watchmaking School, Ramsey Bldg., Ensley (8). 6 
months. Tuition $210, tools extra.* < 
CALIFORNIA 
Glendale ; 
Scientific School of Watchmaking, 3923 San Fernando Rd. (23).% 
Los Angeles 
American School of Watchmaking, 5145 West San Fernando Rd. 
(26). 64 weeks. Tuition $825.* { 
Ballew School of Watch Repairing, 512 So. Broadway (13).< 
Los Angeles School of Watchmaking, 746 So. Figueroa St. (14). 
48 weeks. Tuition $700, tools $62.45, books $25.55.* = 
Precision Instruments Laboratory, 4401 W. Pico Blvd. (6). No 
data.t 
Sacramento 
Strutz School of Watchmaking, 2200 K St. (16). 12 months. Tui- 
tion $420, tool approx. $350.* = 
San Francisce 
Samuel Gompers Trade School.= 
San Jose 
San Jose State College, Industrial Arts Dept., 7th and San An- 
tone. 2 years. Tools about $200.* ¢ 
Theron O. Sowers Watchmaking and Engraving School, 1155 
Yosemite Ave. (11). No data provided.* 
COLORADO 
Denver 
American Academy of Horology, 226-228 16th St. (2).*¢ 
Emily Griffith Trade School, 13th and Welton Sts. (4). No data. 
CONNECTICUT 
New Haven 
Connecticut Institute of Horology, 19 Congress Ave. 4 years. Tui- 
tion $2,000.* 
DISTRICT OF COLUMBIA 
Peters School of Watchmaking, 918 F St. N. W., Washington, 18 
months. Tuition $675. Tools $50.* ° 
Washington Technical School, Inc., 911 Pennsylvania Ave. N. W., 
Washington 4. 18 months. Tuition $675.* ° 
FLORIDA 
Tampa 
Tampa Horological School, 2812 34th St. (5). 16 months. Tuition 
$600, tools $350.* ° 
GEORGIA 
Clarksville 
North Georgia Trade School.+ 
Waycross 
Waycross Vocational School.+ 
ILLINOIS 
Decatur 
James Millikin University.+ 


Elgin _Watchmakers College. 267 So. Grove Ave. 11-14 months. 
Tuition $300, tools $340.* ++ 
Chicage 
Chicago School of Watchmaking, 1608 N. Milwaukee Ave. (47). 
14 months. Tuition approx. $960, tools approx. $100.* 
Jewelry Training Service, 226 So. Wabash Ave. (4). 10-14 months. 
Tuition $210-$375.* 
Olson School of Jewelry Trades, 166-68 W. Chicago Ave. (10). 12 


se" days, 24 months evenings. Tuition $265, tools approx. 
Peoria 
Bradley Universi :, oe 
INDIANA iversity School of Horology. 18 months.* ft 7 
Cc orydon 
unningham Horol - iti 
re ay = lorology School. Approx. 24 weeks. Tuition $1144, 
MASSACHUSETTS 
ype 
Massachusetts Trades Sh h - i 
Tuition s00e.* © es ops School, 161-163 High St. 68 weeks. 
North Bennett Street Industrial School, 39 No. Bennett St. (18). 
18 months. Tuition $725, tools approx. $100.* - 
ee 
rthuar A. Hansen Tr 
Tuition $300," # ade School, 55 School St. (54). 18 months. 
MICHIGAN 
Detroit 


Wilbur Wright Vocational High School, 4333 12th St. (4). 22 


months. : 
MINNESOTA Free except for cost of equipment.* 


Minneapolis 
iller V i 
Ps - peace School. 
St. Paul Vocational School, 14th and Jackson Sts. (1). 83 weeks. 


Tuiti ’ 
MISSISSIPPI $40 monthly to non-residents.* t 


Ellisville 


Jones County Agricultural High School and Junior College. 24 
months. Tuition $960, tools approx. $250.* 
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o Cooperates with H.I.A. but students do not, as yet, take 
H.1.A,. examinations. 


£ Approved by State Rehabilitation Board. 


t Did not reply to our request for information. 


MISSOURI 
Albany 
Midwest School of Horology, 10134 -105%4 S. Polk. 33 months. 
Tuition approx. $1320, plus tools and books.* 
Kansas City 
Kansas City School of Watchmaking, 621 Wyandotte St. (6). 15 
months. Tuition rates not given.* { x £ e 
Poplar Bluff ; 
Montgomery & Taylor School of Watchmaking, 428-A Vine St. 
12 months. Tuition $300, tools $398.50.* 
NEW JERSEY 
Jersey City 
New Jersey School of Watchmaking, 4010 Hudson Blvd. 18 months. 
Tuition $1,146, no charge for tools.* 
Newark 
New Jersey School of Watchmaking, 518 Broad St. (2) (See 
above).* 
NEW YORK 
Morrisville 
New York State Agricultural & Technical Institute, Department 
of Horology. 2 years. Tuition: residents $75, non-residents 
$275.* 7 £ 
New York City 
Brooklyn: : 
George Westinghouse Vocational High School (Annex), 122 Til- 
lary St. 3 years. Free.* 
Manhattan: 
Metropolitan Training Center, 147-149 E. 26 St. (10). 1200 hours. 
Tuition $600, tools $61.75.* 
Standard Watchmakers Institute, 1991 Broadway, (23). 1200 
hours. Tuition $382.50, tools $171.65.* ° £ ~~ 
Taus School of Watchmaking, 35 W. 64 St. 48 weeks. Tuition 
$600, tools $105.60.* £ 
Queens: 
Joseph Bulova School of Watchmaking, 40-24 62nd St., Wood- 
side. Only disabled veterans admitted under GI Bill of Rights.*® 
Rochester 
Paul Revere Trade School.#t 
NORTH CAROLINA 
Greensbore 
Greensboro School of Watchmaking, 337144 So. Elm St. 12 months. 
Tuition $360, tools approx. $270.* < 
Spencer 
Spencer School of Watchmaking, 504 Salisbury Ave. 10-12 months. 
Tuition $250-$300, tools $225 to $275.* ° 
Winston-Salem 
Winston-Salem School of Watchmaking, P. O. Box 2513. 2 years. 
Tuition $1,000, tools $300.* 
OHIO 
Cincinnati 
Foegler Institute of Watchmaking, 31 E. 4 St. (2). 18 months. 
Tuition $630, tools $280.* t 
Gruen Watchmaking Institute, Time Hill (6). 12 months. Tuition 
$420, tools approx. $270.* f° 
Cleveland 
Cleveland School of Watchmaking, 9217 Miles Ave. (5). 53 weeks. 
Tuition $600, tools $135.* 
Cleveland Trade School, 535 Eagle Ave. (15). 6 months. Tuition 
$270, tools approx. $25.* 
Sears School of Watchmaking, 2587 E. 55th St. 
Warren 
Trimble Technical Institute, 166 High St. N.W., 34 months. Tui- 
tion $1,934, tools free.* 
OKLAHOMA 
Weatherford 
Southwestern Institute of Technology, 18 months. Tuition $150, 
tools $346.20.* < £ 
PENNSYLVANIA 
Hollidaysburg 
F. A, Fleischer Technical School, 308 Allegheny St. 1% to 3 
years. Tuition $25 per month.® 
Lancaster 
Bowman Technical School, Bowman Bldg., corner Duke & Chest- 
nut Sts. 18 months. Tuition $625, tools $435.* t+ 
Philadelphia 
Baronian School, Inc., 2116 Walnut St. (3). 15 months. Part 
time (no tools) $275. Full time (tools) $500.* £ 
Philadelphia College of Horology, Broad and Somerset Sts. 18- 
26 months. Tuition $630 to $919, tools $405.* ft x 
Pittsburgh 
Thackers Academy for Jewelers, 423 Federal St. (12). 15 menths. 
Tuition $675, tools, $405.45.* 
Western Pennsylvania Horological Institute, Inc., 807 Ridge Ave. 
(12). 18 months. Tuition $756, tools $385.* f 
SOUTH CAROLINA - 
Greenville 
Greenville City Schools and Veterans Training Program, 500 
Pendelton Street. 
TENNESSEE 
Memphis 
Southern College of Watchmaking, 776-780 Poplar Ave. No data.? 
(Please turn to next page) 
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TEXAS 
Amarillo 
Amarillo Watchmakers Institute, 123 West 7th, 15 months. Tuwui- 
tion $450, tools $431.96.* £ 
Burnett 
Inks Lake Technical School.# 
Dallas 
Texas Trade School, 1316 W. Commerce (8). 2 years. Tuition 
$1200, tools $160.* 
Houston 
Houston School of Horology, Inc., 915 Preston Ave. (2). Basic 
- 1 year, advanced 1 year. Tuition: basic $330, advanced $480.* ° 
aris 
Paris Junior College. 24 months. Tuition $30 per month, tools 
approx. $20 per month.* 
San Antonio 
Cranford College of Watchmaking, 501 Ogilvie Bldg., 211 N. 
Alamo. 12 months. Tuition $360, tools $290.* 
Wichita Falls 
Hardin College of Watchmaking, 3410 Taft St. 18 months. Tui- 
tion $30 per month, tools $390.* ° 
WASHINGTON 
Seattle 
Edison Vocational School.# 
WEST VIRGINIA 
Ridgeley 
Morgan Vocational School. Box 26. 2 years. Tuition $1,080.* + 
WISCONSIN 
Milwaukee 
Milwaukee Vocational School, 1015 W. 6th St. No data.* ¢ 
CANADA . 
Ontario 
Training and Re-Establishment Institute, Hamilton.# 
oy and Re-Establishment Institute, Toronto (2). 52 weeks. 
ree. 
Quebec 
Quebec School of Watchmaking.# 


JEWELRY REPAIR 


ALABAMA 
Birmingham 
Southern Watchmaking School, Ramsey Bldg., Ensley (8). 18 
months. Tuition $630.* 
CALIFORNIA 
Los Angeles 
Los Angeles School of Jewelry Manufacturing, 1007 West 96th 
St. (44). 1% to 3 years. Tuition $500 per school year.* 
Sacramento 
Strutz School of Watchmaking and Engraving. (See ‘“‘Watchmak- 


ing’). 
San Jose 
Theron O. Sowers Watchmaking and Engraving School. (See 
*“‘Watchmaking’”’ ). 





FLORIDA 
Tampa 
Tampa Horological School. (See ‘‘Watchmaking’’). 
ILLINOIS 
Chicago 
Jewelry Training Service, 226 So. Wabash Ave. (4). Six months. 
Tuition: part time $90, full time $300.* 
oa School of Jewelry Trades. (See ‘‘Watchmaking’’). 
gin 
Elgin Watchmakers College. (See ‘‘Watchmaking’’). 
Peoria 
Bradley University School of Horology. (See ““Watchmaking”),. 
INDIANA 
Corydon 
Cunningham Horological School. (See ‘‘Watchmaking’’). 
MASSACHUSETTS 
Boston 
North Bennett Street Industrial School, 39 No. Bennett St, 38 
weeks. Tuition $400, tools $100.* 
MISSISSIPPI 
Ellisville 
Jones County Agricultural High School and Junior College. (See 
‘“‘Watchmaking’’). 
MISSOURI 
Kansas City 
Kansas City School of Watchmaking, 621 Wyandotte St. (6). 12 
weeks. No tuition rates given.* 
Albany 
Midwest School of Horology, 10142-105% So. Polk. 9 months. 
Tuition approx. $252.* 
NEW YORK 
Morrisville 
New York State Agricultural and Technical Institute. 1-2 years. 
Tuition $75 per year to residents, $275 per year to non-resi- 
dents.* 
New York City 
George Westinghouse Vocational School (Annex), 122 Tillary St., 
Brooklyn. 3 years. Free.* 
NORTH CAROLINA 
Charlotte 
Engravers and Jewelers School, 1314 Liberty Life Bldg.+ 
Spencer 
Spencer School of Watchmaking. (See ‘‘Watchmaking’’). 
Winston-Salem 
Winston-Salem School of Watchmaking. (See ‘‘Watchmaking’”’). 
OHIO 
Warren 
Trimble Technical School. (See “‘Watchmaking’’). 
OKLAHOMA 
Weatherford 
Southwestern Institute of Technology. (See “Watchmaking”). 
PENNSYLVANIA 
Hollidaysburg 
F. A. Fleischer Technical School. (See ‘““Watchmaking’’). 
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r 
a Technical School, 


Tuition: $34, tools $45.* 


Duke and Chestnut Sts., 1 month. 


a “Castle Jewelers Training School, 226 Pearson St. 18 months. 
Tuition $720, tools $194.50.* £ 
Pittsburgh - a 
Academy for Jewelers. (See Wate making ). _ 
en jonmanbeanin Horological Institute. (See Watchmaking”’ ). 
TEXAS 
Paris 


Paris Junior College. (See “Watchmaking”’). 


San Antonie 


Cranford College of Watchmaking, 501 Oglivie Bldg., 211 N. 
Alamo. 8 months. Approx. $180 tuition.* 
ichita Falls e 
"ie College of Watchmaking, 3410 Taft St. 3 months. $90 
tuition. * 
ENGRAVING 
ALABAMA 
Birmingham eee 


Southern Watchmaking School, Ramsey Bldg., Ensley. 
Tuition $210.* 
CALIFORNS 
eles 
8 ie School of Jewelry Manufacturing, 1007 W. 96th St. 
(44). 1% to 3 years. Tuition $500 per year.* 
Sacramento 
Strutz Scheol of Watchmaking. 
San Jose | 
San Jose State College. (See ‘“‘Watchmaking.’’) 
Theron O. Sowers Watchmaking and Engraving School. 
“Watchmaking.”’) 
ILLINOIS 
Chicago 
Chicago School of Watchmaking. 
Olson School of Jewelry Trades. 
Elgin 
Elgin Watchmakers College 
Peoria 
Bradley University School of Horology. 
INDIANA 
Corydon 
Cunningham Horological School. 
MASSACHUSETTS 
Boston 
North Bennett Street Industrial School, 39 North Bennett St. (13). 
88 weeks. Tuition $400, tools approximately $100.* 
MISSISSIPPI 
Ellisville 
Jones County Agricultural High School and Junior College. 
‘“Watchmaking.”’ ) 
MISSOURI 
Albany 
Midwest School of Horology, 101% to 105% S. Polk. 
Tuition $252 plus tools.* 
Kansas City 


(See “Watchmaking.’’) 


(See 


(See ‘‘Watchmaking.’’) 
(See ‘“‘Watchmaking.”’’) 


(See “‘Watchmaking.’’) 


(See ‘‘Watchmaking.”’) 


(See ‘‘Watchmaking.”’’) 


(See 


9 months. 


Kansas City School of Watchmaking, 621 Wyandotte St. (6). 36 
weeks. No tuition costs given.* 
NEW YORK 
Morrisville 
New York State Agricultural and Technical Institute. 1 to 2 


years. Tuition $75 per year for residents, $275 for non-residents. 
NORTH CAROLINA 
Charlotte 
Engravers and Jewelers School. 
Winston-Salem 
Winston-Salem School of Watchmaking. 
OHIO 
Warren 
Trimble Technical Institute. 
PENNSYLVANIA 
Lancaster 
Bowman Technical School, 
Tuition $204, tools $97.* 
New Castle 
New Castle Jewelers Training School. 
Philadelphia 
Philadelphia College of Horology, Broad and Somerset Sts. (32). 
9 months. Tuition $315.* 
Pittsburgh 
Western Pennsylvania Horological Institute. (See ‘‘Watchmaking.”) 
RHODE ISLAND 
Providence 
Rhode Island School of Design, 22 College Street. 
year evening course. Tuition $42 per year.* 
TEXAS 
Houston 
Houston School of Horology, 915 Preston Ave. (2). 7 
Tuition $180.* 
Paris 
Paris Junior College. 
San Antonio 
Cranford College of Watchmaking, 211 N Alamo. 4 
_ Tuition $120, tools $97.* 
Wichita Falls 
Hardin College of Watchmaking, 3410 Taft St. 4 months. 
$120 plus tools.* 


(See “Jewelry Repair.’’) 


(See “Watchmaking.”’) 
(See “Watchmaking.’’) 


Duke and Chestnut Sts. 6 months. 


(See “‘Watchmaking.’’) 


Part of four 


months. 


(See “Watchmaking.”’ ) 


months. 
Tuition 


” 


CALIFORNIA 
Los Angeles 
Los Angeles School 
Repair.’’) 
ILLINOIS 
Chicage 
on. School of Jewelry Trades. (See ‘““Watchmaking.”’) 


STONE SETTING 


4 ‘ 
thie 


of Jewelry Manufacturing. (See ‘Jewelry 


Elgin Watchmakers College. 
Peoria 


Bradley University School of Horology. 


(See “‘Watchmaking.’’) 


(See ““Watchmaking.”’’) 
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not rest solely in its use by the con- 
sumer. Its value can be measured by 
the retailer in its ability to make new 


customers for his store. 


We believe that the Poole line of hol- 
low ware has this hidden value and 
we are happy to be part of the organ- 
ization distributing it. This hollow 
ware will build prestige for your store 


and give you satisfied customers. 


MASCHMEYER-RICHARDS 
SILVER CO. 


Wholesale Distributors for 41 years 
In the South and Southwest 


7th & Locust Streets 
ST. LOUIS, MO. 
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MISSOURI 


Kansas City a 
Kansas City School of Watchmaking. (See “Jewelry Repair.’’) 


Albany eal 
Midwest School of Horology. (See “Jewelry Repair.’’) 
= ag 7 _ 
erse 
Saceemaive Diamond Setting Institute, 194 Newark Ave. (2). 10 
months. Tuition $500, tools $98.* 
NEW YORK 


New York City 
Pioneer Diamond Setting School, 555 E. Tremont Ave., Bronx 


(57). 40 weeks. Tuition $780, tools $62.* 
PENNSYLVANIA 
New Castle we 
New Castle Jewelers Training School. (See “Jewelry Repair.’’) 
TEXAS 
Paris 


Paris Junior College. (See ‘“‘Watchmaking.”) 
Wichita Falls ae 
Hardin College of Watchmaking. (See “Jewelry Repair.’’) 


DESIGNING 


CALIFORNIA 
Los Angeles 
Los Angeles School of Jewelry Manufacturing, 1007 West 96th St. 
(44).. Part of overall 114 to 3 year course, tuition $500 per 
year. 
NEW YORK 
New York City 
Manhattan: 
Jakobb, C. A., 31 W. 47th St. Correspondence course. 
Mechanic’s Institute, 20 West 44th St. 
Queens: 
Jakobb, C. A., 217-01 Corbett Rd., Bayside. Correspondence course. 
PENNSYLVANIA 
New Castle 
New Castle Jewelers Training School. (See “Jewelry Repair.’’) 
RHODE ISLAND 
Providence 
Rhode Island School of Design, 22 College St. Part of 4 year 
course, tuition $42 per year.* 


GEMOLOGY 


CALIFORNIA 
Los Angeles 
Gemological Institute of America, 541 S. Alexandria Ave. (23). 
Correspondence course 1 to 4 years, tuition $106 to $505; resi- 
dent course 5 days, tuition $36 to $135.* 
NEW YORK 
New York City 
Columbia University, 561 W 116th St. (27). Course in gems and 
precious stones.* 


New York University, Washington Square. Course in gems ang 
precieus stones.* 

Pough, Frederick H., Ph.D., American Museum of Natural History 
Central Park West and 79th St. Brief elementary course jn 
precious stones. 5 sessions meeting by appointment, with groups 

of twelve. Tuition $50 per student. 


CASTING 


CALIFORNIA 
Los Angeles 
MecNair-Ryan School of Precision Casting, 373 North Western 
Ave. (4). 168 hours. Tuition $375, tools $25, books $12.* 


New York City 
Jelenko School of Precision Casting, Inc., 186 W. 52nd St. (19), 
Two courses: 8 weeks, 13 weeks. Tuition: $350 and $500 re 
spectively.* 
PENNSYLVANIA 
New Castle 
New Castle Jewelers Training School. (See “Jewelry Repair.’’) 


RING SIZING 


ILLINOIS 
Elgin 
Elgin Watchmakers College. (See ‘‘Watchmaking.” ) 
NORTH CAROLINA 
Spencer 
Spencer School of Watchmaking. (See “Watchmaking.’’) 





EDUCATION OR ENTERPRISE? 
(From page 338) 


sembling and disassembling timepieces and, finally, com- 
plicated machinery must be used to fabricate small parts 
for repairs. According to one authority, at least six 
months should be spent in doing nothing but filing—if a 
student can stand such monotony he will, in all prob- 
ability, make a successful, painstaking craftsman. 
Despite this, one ex-GI took a six-month course in 
horology and, after completing it, offered fellow veterans 
(and others) a correspondence course in jewelry repair- 








tation charges. 


prompt attention. 
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We Are Interested In Purchasing 


- FOR CASH 


Any Sterling Flatware; Obsolete, Inactive or Active; 
All Makes and Patterns. 


Being one of the largest dealers in the world in the above 
class of merchandise, you will find we are paying top prices. 
Suggest that you send for our offer. We will pay transpor- 


We are also interested in used SILVER and JEWELRY 


estates, etc. No amount is too large or too small for our 


JULIUS GOODMAN & SON 


77 Madison Avenue 


TENNESSEE 
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ing and, presumably, watchmaking as well. The fact that 
one cannot study jewelry repair or watchmaking properly 
by mail did not bother this fellow at all—he simply of- 
fered the course. . 

Many watchmaking schools in existence today (partic- 
ularly, but not necessarily the long-established ones) offer 
courses which are designed to fit the individual for a life- 
time in the watchmaking field. Others almost certainly 
do not: their intentions may be excellent but the student 
does not learn the work properly. 

Almost up to the middle of the last century virtually 
anyone could tack the title “Doctor” before his name and, 
afterwards, practice as a physician. That is no longer 
possible—the education, training and accrediting of phy- 
sicians and surgeons is strictly controlled. 

At present the practice of horology is controlled in but 
six of the 48 states (only four of these have watchmaking 
schools) and the movement toward universal licensing 
of watchmakers is not exactly tearing along like wildfire 
despite the fact that next to the human body a watch is 
one of the world’s most complex mechanisms. 

How, then, to control the accrediting of watchmakers 
graduating from this spate of schools? Or perhaps even 
more important to the individual (particularly the vet- 
eran) is the question: how to choose a school which will 
be certain to give the proper training? 

Two organizations dedicated to the advancement of 
horology (and, as a corollary, the teaching thereof) exist 
in the United States. They are the Horological Institute 
of America, in Washington, and the United Horological 
Associations of America, in Denver, Colo. 

Both organizations accredit horological schools, super- 
vising curricula, giving (or suggesting) examinations 
and, in the case of the HIA, issuing certificates to those 
who pass its examinations. 

According to a check with these organizations, how- 
ever, only a minority of the horological schools in the 
U. S. meet their requirements and are accredited by one 
or both groups. 

Opposite the beginning of this article, and on subse- 
quent pages, appears JC-K’s up-to-date listing of schools 
connected with the jewelry industry. This list, unlike the 
first two published, indicates accrediting by HIA and 
UHAA insofar as it has been reported to us by those or- 
ganizations. Also, approval by other bodies is indicated 
as reported by the schools themselves. 

JC-K still does not recommend (or condemn) any 
school on the list. The symbols following the school’s 
entry indicate the degree to which it has been approved 
by various agencies and lack of any information (as a 
result of failure to answer JC-K’s inquiries) may or may 
not indicate a reluctance on the part of the school to be 
investigated. 

Data concerning length of course, tuition fees, etc., 
have been included wherever possible. An indication of 
the calibre of a given course may, in some instances, be 
deduced from the length of time the course takes. Tui- 
tion fees, also, may provide clues as to whether the school 


18 sincere in training men or merely anxious to make 
money. 


JC-K presents the list, as it appears, for your consider- 
ation. Form your own conclusions on the basis of the 
facts presented. 


FOR SEPTEMBER, 1947 
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“BRIDE CARDS" ESTABLISH STORE FOR GIFTS 
(From page 314) 


stated. Thus, every day there is a parade of people into 
the store who have been steered to Krauss Jewelry Com. 
pany by well-pleased brides-to-be. 

Occasionally, of course, there have been “overloads” 
when the single table at the front of the store cannot cope 
with the number of place settings desired. Mr. Krauss 
solves this by using a section of the sterling hollowware 
case for extra displays. And of course, there are always 
some brides who do not want their names displayed. 

Like many other jewelers, Mr. Krauss expected bridal 
volume to fall off during the period following V-J Day, 
but actually, the traffic has increased. His business has 
also been helped by the fact that he is now able to offer 
the iced tea spoons, gravy ladles, butter knives, etc., which 
were difficult to obtain during the war. His only serious 
shortage at present is the lack of fine crystal stemware, 
where the store could easily put to use at least five more 
patterns. 


GIFT WRAPPING MAKES SATISFIED CUSTOMERS 


One factor which Mr. Krauss feels has brought him 
more bride business is the judicious use of beautiful gift 
wrapping on every bridal gift. 

“T spend around $75 to $100 per season on gift wrap. 
ping paper alone,” he said. “This is particularly impor- 
tant due to the fact that we deliver all of the wedding 
gifts to the reception at the day and hour scheduled, each 
wrapped as beautifully as we can. Many of the ladies 
at such receptions make a mental note of this service 
and tell us later on that we won their business at the re- 
ception itself. 

“The average jeweler would profit by getting out and 
visiting some of his customers in their homes,” Mr. 
Krauss said, “and about the most logical means of doing 
this is by carrying jewelry directly to them. Therefore, 
we offer evening delivery if the customer wishes it, so 
long as there is any particular reason why this is ad- 
vantageous.” 

“We Deliver” service has been offered by Krauss Jew- 
elry Company for more than eleven years in the West 
Palm Beach area, and is concentrated for the most part 
on gifts—wedding gifts, anniversaries, awards, prizes, or 
merely gift from husband to wife or vice versa. Mr. 
Krauss, a long-time resident of the city, makes the de- 
liveries himself from his leading store, timing the de- 
livery to suit the customer. 

“The only real investment is time,” he pointed out, 
“while the results include an opportunity to get into the 
customer’s home, make friends of the family, size up the 
possibilities of selling more merchandise, etc. The recip 
ient of the gift is always pleasantly surprised that the 
jeweler brings it out himself, and the appreciation | earn 
in this way is well worth the time.” 


Always keeping in mind the necessity of making 4 
good “first impression” where he delivers gifts to people 
who have not previously been his customers, Mr. Krauss 
has developed a rigorous program in the store. Every 
gift item is put aside when purchased, with a tag which 
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ves the exact time and address to which it is to be de- 
livered, whether it is a wedding gift, anniversary cift, 
etc. One shelf in the rear is devoted to ready cift items 
which are to be delivered on that evening. 

Before moving to that shelf, all gifts are closely in- 
spected, washed or polished, and buffed to maximum eye 
appeal before being wrapped. Sterling gifts—which are 
most often delivered due to the predominance of wedding 
receptions Or anniversaries involved—are cleaned, rub- 
bed out and cream polished during the slack hours of the 
day. Then the item is carefully packed in heavy issue 
paper, card enclosed, and wrapped again in deluxe white 
sift paper and a white box. Mr. Krauss has taken as 
manv as twenty such gifts to a single reception. 

Naturally at receptions or parties, Mr. Krauss is in- 
troduced to many people, and makes a conscientious ef- 
fort to remember their names for later reference. He 
doesi’t make any attempt to sell jewelry on such calls, 
but remains ready to answer any questions about gift 
items. Thus, many people coming into the store call him 
by name, and he has the opportunity to meet scores of 
people who otherwise might never have contact with the 
Krauss store. 

Strangely enough, Mr. Krauss does very little news- 
paper advertising or specific promotion to attract brides. 
Rather, he depends upon the fact that one bride will tell 
another how pleased she was with the service, and the 
large number of people sent in to see the individual dis- 
plays at the front of the store. 

Once the bride’s card is filled up, Mr. Krauss trans- 
fers the name to a permanent mailing list, sending out 
persnally-written letters thanking the customer for her 
business, and inviting her to revisit the store whenever 
possible. Int his way, every bride is a permanent asset 
to this Southern store. 





BIG POTENTIAL MARKET IN TROPHIES 
(From page 320) 


A $700 order from one organization is not an uncommon 
occurrence, but Gillies does what he calls a terrific vol- 
ume in $5 items. These are extremely popular for high 
school athletic events and R. O. T. C. awards. Variety, 
too, is important. Gillies carries in stock more than 
ninety different figures and scores of cup styles, and 
worxs closely with the manufacturer to produce special 
order work. 

Standard items of silver holloware carried in the store’s 
regular stock broaden still further the assortment from 
which the buyer may choose, since many committees pre- 
fer to offer a prize of more practical utility value like a 
tray or water pitcher, or a silver bowl. 

Other utility items, too, are becoming increasingly in 
demand. These include trophies in the form of pen sets, 
clocks, ash trays, book-ends, cigarette boxes, framed 
horse’s heads, and goblets. A stunning array of both 
conventional and novelty types is displayed in the win- 
dows of the store and in the interior showcases that make 
up the trophy department. 

Another factor that has enabled Gillies to build his 
trophy business is that he maintains a full-time engraver. 
In fact, his is the only jewelry store in the Valley that 
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_.by Poole 


Beauty in hollow ware is an achieve- 
ment. Its expression reaches new 
heights in the Poole line. 








We are proud to be distributors of 
this unusual merchandise. Its beauty, 
tasteful design and expert craftsman- 
ship make for a combination, designed 
to bring customers into your store 
and to keep them coming back. We’re 
ready to serve you with all your 
hollow ware needs. 
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ON CRYSTAL 





You attract the better customers when you display 
Silver City products. As a striking example—this 
_— Pitcher of gleaming crystal, gracefully 
adorned with an attractive floral pattern in Non- 
Tarnish Silver. It is but one of many similar items 
—made to the same high standards of quality— 
that will bring you Profit and Prestige. 


SILVER CITY GLASS CO. 


MERIDEN, CONNECTICUT 
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NATIONAL SILVER DEPOSIT 
WARE CO., INC. 


Executive Offices and Showrooms 


44 WEST [8th ST.. NEW YORK II, N. Y. 





Largest Manufacturers of 


Sterling Silver Deposit Ware with 
non-Tarnishable Rhodium Finish. 


Also Gold Decorated, Enamel Color Decorated, 
Hand Cut, and Hand Carved Glassware and 
Drinking Accessories. 


Also Unusual Giftware of 


Chromium and Glass 

Lucite and Glass 

Brass and Copper Combinations 
Superior Silver Plated Ware 


Branch Showrooms: 


Chicago—!I555 Merchandise Mart 
Boston—Parker House, 44 School St. 

Los Angeles—527 West Seventh St., Room 1104 
Portland, Ore.—12!10 Guardian Bldg. 
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offers such a service. Gillies’ engraving department jg 
noted for its excellent work, prompt service, and the fac; 
that the most difficult tasks are cheerfully executed. 

Gillies delivers all trophies in person. They are beay. 
tifully wrapped and completely engraved, except, of 
course, for the name of the winner, which is added as 
promptly as possible after the awards are made. 

The thousands of contacts that Gillies has made in hi. 
trophy work have also added to his prestige as a jeweler. 
“Not only has the trophy business been profitable in jt. 
self,” he states, “but also it has been an amazing trade 
builder in my watch, diamond, and silverware depart. 
ments.” Jt has served to introduce Gillies to untold num. 
bers of new friends and patrons from every section of the 
San Fernando Valley—folks who probably would have 
never become acquainted with him had they not met him 
through his trophy work. 

That Gillies is a genuinely friendly person has also 
contributed immensely to his popularity as a merchant. 
He knows and addresses all of his patrons by their first 
names. Their greeting is usually, “Hi, Gillie,” and the 
smile that he returns is a sincere one. He loves his busi- 
ness and the people who have made it for him—his pa- 
trons. “I consider them my friends first and my custon- 
ers second,” he says. “When they come into this store, 
they know they are home.” 

Friendliness plus quality merchandise—these two fac- 
tors account for the outstanding trophy business that this 
jeweler has built for himself in a small town. 








THERE'S MONEY IN TALKS 
(From page 328) 


she was entertainment chairman. Other jewelers, like 
Mr. Cramer, had their talk develop through their hobbies 
or extracurricular interest in some phase of the jewelry 
field on which they were often asked advice. Generally, 
all of them began humbly, speaking before small groups 
of people. These jewelers emphasize that the opportunity 
to speak to very small groups, or even to discuss a hobby 
or the oddities about his business should not be over- 
looked by the enterprising jeweler. From these small 
groups come individuals who will not only be a source 
of future business because of this goodwill created, but 
will also pass around these facts and refer to him as their 
source of knowledge, in many cases suggesting him as & 
speaker to larger groups. 

One of the main advantages to the jeweler resulting 
from these talks is the publicity involved. Local news- 
papers are always on the lookout for news of this kind; 
where companies or organizations are the audience, the 
speaker generally gets a “plug” in their house organs 
or company bulletins. Also, the jeweler can couple an 
announcement of his talk in his own newspaper or radio 
advertising, inviting the public to hear him speak. If 
it is a benefit for a charitable organization or something 
along that order, the group will be more than happy 
the additional advertising their cause is receiving an 
will be more than willing to retaliate with publicity for 
the jeweler. S. Kind & Sons, Philadelphia, recently took 
advantage of this on their radio program “The Phila 
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delphia Philharmonic,” when they invited the public to 
hear Mr. Cramer speak at a church affair. 

Free publicity is often the result of some newspaper 
or radio program picking up a unique talk or one that 
is in 8 particular service to the community or group 
featuring the speaker. Such a thing happened when Mr. 
Cramer and Miss Jerrie Rosenberg, of the Lavenson 
Bureau which handles the S. Kind & Sons’ advertising, 
appeared as guests on the Television matinee of the Phila- 
delphia Electric Co. Mr. Cramer gave a condensed ver- 
sion of his talk “The Romance of Time,” and Miss Rosen- 
berg followed with a verbal presentation of modern 
watches and timepieces from Kind’s. 

This event provided an excellent tie-in of the subject 
with merchandise for sale in the store. Such a tie-in is 
obviously desirable and may quickly turn goodwill into 
‘mmediate business. Miss Cooper uses the same technique 
when she takes merchandise from her father’s store to 
illustrate her talks on precious gems and silverware. 

Many other jewelers who speak before groups subtly 
inject the interest, if not the desire to buy in the minds 
of their audience. One way of accomplishing this is to 
invite the audience into your store to see the rest of the 
collection you are showing. Mr. Muth, of Jenkintown, 
Pa., features his collection of odd gems, stones, and shells 
in a special cabinet which strikes one’s eye just inside 
his entrance. In a window of his clock store, separate 
from his jewelry store, he keeps selected pieces from 
his collection of antique clocks which always interest the 
passerby, Mr. Snyder, of Norristown, uses his collection, 
or parts from it, for display purposes in his store. Others 
who do not have collections to exhibit or who do not use 
topics which permit illustration with merchandise on 
sale, use photos or clippings displayed in the store to 
tie-in the talks with the merchandise, or enclose invita- 
tions to the lectures in their direct mail advertising. No 
matter how it is done—and the closer the talks are tied 
in with the merchandise the better—this is an important 
part of your selling psychology. 

Actual selling or order taking should never be done 
at this time of the lecture most speakers agree, as it tends 
to “cheapen” the whole idea and give the audience the 
feeling that it’s “just another selling racket.” Even where 
merchandise actually for sale is used to illustrate the 
talks, interested prospective customers should be referred 
to the store. The possible postponing or even loss of a 
sale is better than losing the entire amount of goodwill 
created by the talk. 

For the same reasons. advertising matter, business 
cards, etc., should not be given out or even placed around 
the room while the public is gathered to hear a talk for 
entertainment purposes only. On the other hand, how- 
ever, the jeweler will find that a store card with the 
name, address, telephone number, and store hours a help 
to answer inquiries—not to be passed out indiscrim- 
inately. A word to the master of ceremonies or chair- 
man of the event about other topics on which the speaker 
is willing to talk, and that his services are available 
gratis, is often helpful in obtaining future lecture dates. 
The chairman is usually cooperative and will make the 
announcement after thanking the speaker. 

A brief outline of the speech or, if the speaker is one 
who writes his talk out. a copy for the members of the 
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and have a report by 
return mail. 


Every shipment is held 
intact awaiting your ap- 
proval. It is like doing 
business over the counter. 


DEE CHECKS SATISFY 


We can prove it. 
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REFINERS MANUFACTURERS 


5S E WASHINGTON STREET, CHICAGO- 








YOUR FUTURE 
DIAMOND 
CUSTOMERS 





Develop the scholastic trade in your vicinity by featur- 
ing our complete line of grammar school and high 
school jewelry. These customers are your future po- 


tential buyers of watches and diamond rings. Send 


for our catalog. Samples sent on memo. 


METAL ARTS CO., Inc. 
Dept. 40, Rochester, N. Y. 


Manufacturers of class pins, sterling silver and 10K gold rings, 
fraternal emblems, athictic awards, etc., for over 30 years. 

















Keight an Jime When You Need Them! 


MEN'S WATER-RESISTANT 
WRISTWATCHES 









No. 26D 17 jewel, water-resistant, shock-resistant, 
radium dial, sweep second hand, stainless steel screw 
back, stainless steel wire expansion bracelet. $12.95 


Now more popular than ever, these water- 
resistants are in demand again. We offer 
an excellent selection attractively priced— 
available for prompt delivery. 


Send for catalog. 


MERCHANDISE CO., INC. 
9 EAST 46th STREET 


NEW YORK 17, N. Y. 

















press who might be there, is appreciated by those who 
receive it and often results in more and better newspaper 
accounts of your talk. 

One word of advice from a prominent and experienced 
speaker who prefers to remain anonymous: If you want 
to create goodwill, don’t accept money from organizations 
such as colleges or non-profit groups. Often the chair. 
man will try to insist on your taking at least a few dol. 
lars for expenses. “Don’t do it!” he warns “Charge it up 
to advertising. It costs less in the long run—and pays 
more.” Properly conducted, there’s plenty of publicity, 
goodwill, and direct sales resulting from public speaking, 








WINDOW FORECASTS EXPANSION 
(From page 330) 


and connects the store fronts into an unmistakable Ap. 
derson display unit. 

Meanwhile the interior of the new store is being com. 
pleted. Walls were modernized and cut through into the 
origmal unit, and modern lighting and interior wall and 
floor cases installed, planned to provide eventually one 
of Washington’s leading jewelry firms with dignified, 
beautiful, and larger quarters. The main store entrance 
as planned will be a modernized dorway between the two 
windows, to correspond in design with the modernized 
single door now used. As the work on the interior nears 
completion, work will begin on bringing the present old- 
style window of the new unit into corresponding design 
with the window shown on the right in the illustration. 
As a final phase, the electric sign will be centered over 
the main entrance. 

Thus some six months of remodeling, so far as the 
public is concerned, has been an easy, smooth operation 
which at no time has shut off easy access to the Ander- 
son Bros. merchandjse. From the firm’s point of view, 
customer flow has been maintained and sales kept steady; 
customer interest in the expansion has been a goodwill 
building factor; problems of labor and material shott- 
age have been ovecome; and it is anticipated that, follow- 
ing a gala fall “opening” leading into the Christmas 
season, business will be gratifying. 





NEW FEDERAL TRADE-MARK LAWS 
(From page 332) 


tion of limiting terms of registrations acquired under Act 
of 1920, holders of all existing registrations may continue 
to exercise their rights in the same manner as heretofore. 
Applications for registration made on or after July 9, 
1947, all come under the provisions of the new law. Ap- 
plications still pending on that date may be amended to 
bring them under the new law, or may be completed and 
registration issued in accordance with the provisions of 
the previously existing laws under which they were orig 


nally filed. 


EXPIRATION OF REGISTRATIONS ISSUED UNDER ACT 
OF 1920 


Marks registered under Act of 1920, as being descrip. 


tive, geographical or personal name marks, were origt 
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nally registered for an unlimited term so long as use 
continued. The Lanham Act puts a period to such un- 
imited term and all registrations under the Act of 1920 
will now expire 6 months after July 5, 1947, or 20 years 
after date of registration, whichever is later. These regis- 
trations may not be renewed, except to support foreign 
registration. The marks may be registered, under the 
Lanham Act and placed on the Supplemental Register, if 
they are otherwise allowable under the law. Such regis- 
trations are for twenty years and are not renewable also. 
except when necessary to support foreign registration. 
Registrations under the Act of 1920, or on the Supple- 
mental Register are not prima-facie evidence of owner- 
ship or right to exclusive use of the mark, but they do 
afford the right to bring suit in Federal Courts for in- 
fringement and to obtain foreign registration. 





THE PRINCIPAL REGISTER 


The Lanham Act provides for a Principal Register on 
which are registered all marks normally registerable 
under the previous laws of 1881 or of 1905, or marks 
transferred from such existing registrations. In addition 
the Act provides that “service,” “certification” and “col- 
lective” marks may be listed on the Principal Register or 
on special registers with the same force and effect. Marks 
which would, ordinarily, be registerable only under Act 
of 1920 or on the Supplemental Register may also be 
registered on the Principal Register if the marks have 
acquired “secondary significance” in trade by virtue of 
at least five years continuous and exclusive use and if the 





marks have become distinctive of the user’s goods or 
services. 


THE SUPPLEMENTAL REGISTER 


To take the place of the provisions of the Act of 1920, 
the Lanham Act provides for a Supplemental Register, 
on which can be registered the marks previously granted 
registration under the 1920 law. In addition, the new 
law provides that the Supplemental Register may be used 
for the registration of marks consisting of “any label 
package configuration of goods, name, word, slogan, 
phrase, geographical name, numeral or device or any 
combination of any of the foregoing,” provided these 
are capable of distinguishing the goods or services of 
the applicant. This feature of the new law is of great 
importance to makers or sellers of consumer goods or 
packaged articles, since it permits the registration, as a 


_ trademark, of much distinctive material such as specially 


designed labels, bottles, packages, containers, slogans and 
advertising devices, all of which were not registerable 
previously, or could only be registered as design patents 
or copyrights. 


INCONTESTABILITY OF REGISTRATIONS 


After a period of five years of continuous use from 
date of publication, marks registered on or transferred 
to the Principal Register, may be rendered “incontesta- 
ble” by the filing of certain affidavits. Thereafter the 
ownership and right to exclusive use of the mark is not 
subject to cancellation or attack except under very nar- 
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G& F MANUFACTURING 





1217-1219 Frankford Avenue. 
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¢ Staking SH 


bp MAN 1S ONLY AS & 


T'S IN=- SPRING, IT'S OUT’ 


COMPANY 


PHILADELPHIA 25, PA. 





gOD AS HIS TOOLS! 


Use the Guaranteed G & F Staking Set 

—Tools of Precision Tested For Hardness 

and Concentricity and it's better than 
ever because— 


1. Punches, stumps, and staking tool completely 


& guaranteed. 
¢ 2. Punches have smooth lapped finish on outside. 
3. Each punch individually tested for hardness. 


4. Die has solid flat surface without counterbore 
to interfere with larger work. 


5. Die is hardness tested to a Rockwell of 
65¢ or better. 


6. Punch bushing has adjustable built-in 
spring to control fit. 


7. Set consists of 100 precision punches, 20 
stumps and staking tool. 


8. Efficiently assembled in sturdy 
hardwood box. 


Priced at $72.00 


—and remember—each tool is 
completely guaranteed! 




























FOR HONEST RETURNS 


IN 


SWEEPS 
FILINGS 
SCRAP 


PLATINUM 





GOLD 
JOSEPH B. COOPER & SON 





Refiners & PRECIOUS 
Smelters METALS 
OFFICE: 
FACTORY: 26 JOHN STREET 
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KINGSLEY 


WORLD'S FINEST MONOGRAMMING MACHINE 





STAMPS EVERYTHING 
Including 


Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 

Xmas Cards 
Gift Items 


Right in your 
own sfore 





WHEN YOU BUY A KINGSLEY, 
you get a time tested, trouble-free machine 
and a reliable source of type, foil and service. 
More than 12,000 Kingsleys now in use. 


Write for Catalog and Ideas 
on Monogrammed Promotions 







EASY TO OPERATE 
STAMPING MACHINE CO. 


MOLLYWOOD 28, CALIFORMIA 


Kingsleg 








row circumstances such as fraud, misrepresentation, abap. 
donment, use of the mark to evade anti-trust laws, or jf 
the mark has became a common descriptive name of ap 
article. Marks registered under Acts of 1881 or of 1905 
may be transferred to the Principal Register at any time 
prior to expiration of registration, by filing of certain 
affidavits and, five years after such transfer may be made 
incontestable as above. At present, such registrations 
are open to cancellation proceedings at any time. Trans. 
fer to the Principal Register will not open the way to 
opposition proceedings, and cancellation proceedings can 
be had only during the five-year period ensuing. Marks 
registered under Act of 1920, or on the Supplemental 
Register, cannot be so transferred but may be registered 
on the Principal Register under the “secondary signif. 
cance’ provision as explained above. 

These features of incontestability and transfer are the 
most important provisions of the new law and are ex. 
pected to provide the greatest amount of protection for 
lawful use of trade-marks in the history of American 
business. It is anticipated that these provisions will ip. 
duce a great increase in the number of applications in 
the Patent Office and that they will, eventually, bring to 
registration and publication under the law. practically 
every trade-mark of any importance in the United States. 


CONCURRENT REGISTRATION OF THE SAME MARKS 


The Lanham Act provides that, under certain circum. 
stances two or more users of the same mark may be 
eranted “concurrent” registration for. use in different 
areas, on the same goods or services. There must be 
legal use of the mark by more than one user, prior to 
any date of registration, and the Commissioner or a 
Court of competent jurisdiction must determine that con- 
current use will not lead to confusion in trade. Condi- 
tions and areas of use of such marks will be limited as 
to each party and set forth in the registration. All parties 
concerned will be given adequate notice and opportunity 
to be heard and all such applications will be subject to 
standard opposition proceedings. This feature of the 
new law is expected to provoke considerable litigation 
before the full effect can be determined. Any user of a 
mark or name, not yet registered, and which has not yel 
been in use in every area of the country, should register 
such name or mark promptly in order to limit the possi- 
bility of “concurrent” use by another, elsewhere, prior 
to such registration. 


SERVICE, CERTIFICATION AND COLLECTIVE MARKS 


The Lanham Act provides for registration of “service” 
marks which may be any distinctive symbol whereby the 
services of any individual or group are identified m 
commerce, as distinguished from goods or merchandise. 
This includes without limit any and all marks, character 
izations, symbols or devices, or other distinguishing fee: 
tures used to identify some specific matter in radio, adver- 
tising, selling, publicity, etc., in connection with com- 
merce. To illustrate. the familiar “Town Crier’s Bell and 
call,, Town Meeting Tonight,” which always precedes 
and identifies the Town Meeting of the Air, can appar 
ently be registered as a trade-mark, regardless of the 
goods sold by the sponsor of the program. The same 
would appear to be true of any other distinctive radio 
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or advertising device that is used for identification 
purposes. 

A “certification” mark is one which denotes that the 
particular goods or services have been certified as meet- 
ing a particular set of standards for quality, value or 
other characteristics. An example, of course, is the 
“Good Housekeeping” seal, or the mark of approval of 
one of the medical or dental societies, or of some Gov- 
ernmental agency empowered to make tests and signify 
approval or disapproval of any material. Such marks 
may also be used to signify that the individual or firm 
using it has met the test for membership in certain 
groups Or organizations. 

A “collective” mark is one denoting actual membership 
in specific organizations, or origin of goods in certain 
localities or States. An example would be the familiar 
AAA of the American Automobile Association, or “Maine” 
lobsters. All such marks are registerable by the indi- 
viduals, groups or Governmental agencies having effec- 
tive control and legitimate authority over the use of 
the same. 

It is expected that the right to register and protect 
such marks will encourage establishment of group stand- 
ards for goods and services, and the adherence of manu- 
facturers and distributors to such standards in order to 
secure the right to use of such marks. There are provi- 
sions in the law to prevent the discriminatory or mis- 
leading use of such marks in trade or manufacturing. 


REMEDIES AND PENALTIES 


Under the new law, actions for infringement or trade- 
mark rights may be brought in Federal District Courts 
as the court of original jurisdiction, without regard to 
amount involved or diversity of citizenship. In all such 
actions, registration of a mark on the Principal Register 
is prima-facie evidence of ownership and exclusive right 
to use of the mark, and is conclusive evidence if the 
mark has become incontestable, except on the grounds 
referred to before. In suits for infringement or trespass 
of trade-mark rights, the plaintiff may sue for all of the 
defendant’s profits and for triple damages. All the plain- 
tiff need show is the defendant’s sales, but the defendant 
must prove all elements of cost and deduction claimed. 
If a violation of the plaintiff’s rights is established, an 
order may be obtained from the Court for the destruc- 
tion of all infringing labels, packages, printed matter, 
containers, etc., and for the destruction of all plates, dies. 
molds, etc., used in making the same. 


IN GENERAL 


The Lanham Act, in general, regularizes the entire 
process of registration of trade-marks and coordinates 
Patent Office procedures with the rules of practice in the 
Federal Courts. It establishes a standard for abandon- 
ment of trade-marks and provides for automatic can- 
cellation of registrations in’ the event of failure to show 
continued use during the sixth year after registration, or 
to give reasonable explanation for such non-use. This 
will serve to clear from the records the large numbers 
of trade-marks annually abandoned because of business 
changes and terminations. There are several provisions 
for coordination with treaty obligations and others of 
technical importance to attorneys in this field. Practi- 
cally all filing and service fees in the Patent Office are 
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increased sizably which should provide a much greater 
revenue for that office. 


RECOMMENDATIONS 


Every owner or user of trade-marks trade-names, syim- 
bols, slogans or other identifying and advertising devices 
used in trade should now assemble all of these. whether 
registered or not; also bring together all distinctive pack- 
ages, labels, containers, etc., in use and all other material 
particularly distinctive or identifying of his particular 
products or services. These should all, whether registered 
or not, be submitted for review by counsel to determine 
how the interests of the owner can best be served under 
the provisions of the new law. This is a matter to be 
decided by competent trade-mark counsel, and no action 
should be taken without such advice and guidance. 

It is this writter’s opinion that the Lanham Act will 
be of great benefit to all legitimate users of trade-marks, 
brand names and other identifying media in industry and 
commerce. However, it will be quite some time until all 
of the questions raised by the new law are worked out 
in practice. It is inevitable that there will first be some 
period of confusion and duplication and that the Patent 
Office will be subjected to tremendously increased pres- 
sure of work. Many matters that might be adverse to the 
interests of present owners of valuable marks, brands or 
names may escape notice unless business executives exer- 
cise the utmost vigilance in the protection of their valu- 
able trade-mark properties, at least during the next sev- 
eral years. 


Synthetic Diamonds?—Not Yet! 


“Tt is not all improbable for man to produce diamonds 
at some time in the future. but to date that has not been 
accomplished,” was the conclusion of Dr. Ralph J. Holmes 
in addressing members of the American Gem Society's 
Los Angeles Guild at a recent meeting. 


Dr. Holmes. in the featured talk of the evening, 
described individual methods used by eleven different 
men between 1879 and 1940 in their attempts to syn- 
thesize diamonds. Although some claimed to produce 
erystals varying from 1/500 mm to 14 carat, no incon- 
trovertible proof is available to substantiate such claims. 

Since the advent of the X-ray in 1912, Dr. Holmes 
pointed out, positive identification is possible by ex- 
amination of the internal structure. However, of those 
diamond crystals said to have been produced prior to 
that time. none remain if one is to discount the 12 minute 
crystals found in the British Museum in 1944, labeled, 
“made bv J. B. Hannay.” When examined under X-Ray, 
Dr. Holmes stated, 11 of these proved to be diamond, 
but after 50 years of obscurity no proof exists that they 
were actually synthesized by Hannay. 


Preceding Dr. Holmes on the program, Walter Herz. 
well-known gem merchant and appraiser of Los Angeles, 
talked on the subject of appraisal. He pointed out that 
steadily changing market conditions affect appraisals, as 
worth is always dependent upon the law of supply and 
demand. He advocated that evaluations be based upon 
current market price with no deviation to please the cus- 
tomer. 
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1. Made of Buenilum—hammered aluminum—this doble-leaf 
bonbon dish retails for $5; the cream, sugar, and tray set 
$7.50. From Breslauer-Underberg, 225 5th Ave., New York. 


2. With one-hand retraction operation, this new retractable 
ball-point pen has plastic barrel, chrome trim; retail 98¢. 
From B. B. Pen Co., 6245 Santa Monica Blvd., Hollywood, Cal. 


3. These new after-dinners in translucent china may retail at, 
l. to r.: La Marquise Nosegay, $30 a dozen; Lucerne Dod- 
wood, $30; Lucerne Gold Print, $60; La Marquise Encrusted 
Gold, $75. From Herman C. Kupper, 39 W. 23rd St., N. Y. 


4. From Watford Glass Co. in England, this vase is hand-cut 
lead crystal glass, sizes from 6" to 12", retails from $10 to 
$37.50. From Cyril Bernfeld, 28 West 37th St., New York. 


5. Wedgwood's green glaze is back on the market, first ap- 
pearing in this leaf dessert or salad plate; retail $27 a 
dozen. From Josiah Wedgwood & Sons, 162 Fifth Ave., N. Y. 


6. One of the factory's most popular decorations is this 
"Chintz" etching, done on the Greenbrier stemware shape. 
It is also done on an assortment of decorative pieces and ac- 
cessories. From the Fostoria Glass Co., Moundsville, W. Va. 
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UNITED STATES 





flecting the skilled 
craftsmanship which 
glorified the 
enaissance but achieving 


new horizons in design 


CELLINI by Tiffin 


marks an epoch in the 
art of crystal. 





LASS COMPANY, TIFFIN, OHIO 
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1. "Cellini" is the name of this new design in Tiffin glass 
characterized by a deeply sculptured base; appearing in a 


~.line of accessories and stemware; console set may retail 


for about $30. From United States Glass Co., Tiffin, O. 


2. Only a limited number of this "Bali Dancer" ceramic, dec- 
orated with 24K gold and platinum, will be made, retailing 
at $125. From Goldscheider-Everlast, 225 5th Ave., N. Y. C. 


3. Classic in design, this silver-plated coffee set by Elk- 
ington, England, together with matching teapot, retails for 
$150. Sold by Mottahedeh & Sons, 225 Fifth Ave., New York. 


4. Individual serving made in this new "Little Drip" coffee 
maker; spun aluminum top, plastic cover and glass-lined cup. 
Retail $1.89. By Geo. S. Thompson Corp., S. Pasadena, Calif. 


5. New electric planter clock by Norben, aluminum finished 
in gold or silver tone; 15" long, 8" high; removable-front 
receptacles for plants; may be retailed for about $22.50. 
Distributed through Fischer-Marks, 225 Fifth Ave., N. Y. C. 


6. "Merry Christmas” plate in English earthenware, 10!/2" in 
size, decorated with gaily-colored pattern and appropriate 
backstamp designed by Walter R. Duff; retail $40 a dozen. 
Created by Fondeville & Co., Inc., 149 Fifth Ave., N. Y. C. 
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To Help You at the Point of Sale 


Twenty-three years of consistent national 
advertising in the homes of your community 
is certainly one reason why Fostoria has such 
a fast turnover at your point of sale. In times 
like these, it might be tempting to*curtail 
advertising until production exceeds demand. 
Isn’t it better, though, to sharpen memories 
continuously so your Fostoria will always 
be wanted? 

Consequently, a bigger and better national 
advertising program was scheduléd for 1947. 
Space permits only a small sampling of 
the Fall campaign which, combined with 
our Spring advertising, totals 40 full pages 
and half pages in many favorite women’s 
publications . . . all this to assure you another 
record-breaking holiday season. 








Fostoria’s 1947 Advertising Program 


MAGAZINE INSERTIONS 
Better Homes & Gardens ........ . 6half pages 
Ladies’ Home Journal .. . .. . . Ghalf pages 
Mademoiselle .... . ....6 ¥F pages 
Bride’s Magazine ._ . ; . . 4full pages 
House Beautiful. .. =.=... . .. . . & full pages 
House andGarden .......... . 6 full pages 
Guide forthe Bride .......... . 2 full pages 
What’s New in Home Economics .... . 4 full pages 





TOTAL CIRCULATION, 50 MILLION, 100 THOUSAND 
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wi 
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ag FOSTORIA GLASS COMPANY MOUNDSVILLE, WEST VIRGINIA 
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|. Created by Simon Gate is this richly-engraved 11" vase 
in Orrefors glass from Sweden—the "Javanese Dancer." Dis- 
tributed in the East by Fisher Bruce & Co., of Philadel- 
phia, and in the West by Axel Zacho, of Los Angeles, Cal. 


2. Two in a new line of decorative pieces designed by Belle 
Kogan for the Brush Pottery Co.; 12" tall, done in yellow. 
pink, turquoise, or white; retail, $3 each. Sold through 
factory and by Geo. Borgfeldt Corp., 44 E. 23rd St., N.Y.C. 


3. An Adam design derived from the Italian Renuissance is 
this "Florence" pattern in Spode earthenware—printed in 
sepia, painted with touches of sapphire blue, orange and 
red. From Copeland & Thompson, Inc., 206 5th Ave., N.Y.C. 


4. Modeled after Sheffield of the Georgian era, this Empire 
Colonial pitcher and goblet set is silver-plated on copper; 
retail $79. By Dodge, Inc., 401 E. 6th St., Los Angeles, Cal. 


5. Claimed to be the only press-view camera in 2!/4" x 31/4" 
size the Rilex combines view camera advantages with press 
camera speed; the handle gives tripod-steady actjon shots. 
Rifey Research Corp., 1828 Berkeley St., Santa Monica, Calif. 


6. Originated by Ceil Robbins, these new "silent servers’ 
are cream-and-sugars for individual use, made in repousse 
sterling silver; about 2" tall; retail, approximately $15 a 
set. Destributed by China Overseas, 225 Fifth Ave., N.Y.C. 
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KARMULA CAYSTA 


Haldia j contribaltan fo 
the Sep | ASE hous 


The name of local dealer together 
with illustrated booklet of other dis- 
tinguished Karhula engraved and 
plain pieces — sent upon request. 


INLAND CERAMICS 
and GLASS CORPORATION 


225 FIFTH AVENUE © NEW YORK 10, N. Y. 







THE DANCERS—9342/K-3022 
Bow! —434" high—5'/2" wide 
$7.50 ea. 


WHOLESALE PRICE 













Immediate Delivery F.O.B. New York 
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REINDEER HUNT—9356/3214 
Bowl —41/," high—714" wide 
$5.50 ea. 


WHOLESALE PRICE 


Sinkead P cuuleibation to 
the ae | EP 


The name of local dealer together 
with illustrated booklet of other dis- 
tinguished Karhula engraved and 
plain pieces — sent upon request. 


INLAND GERAMICS 
and GLASS CORPORATION 


225 FIFTH AVENUE + NEW YORK 10, N. Y. | 


Immediate Delivery F.O.B. New York 


FINLAND CERAMIC 
~ ont GLASS CORPORATI 


225 FIFTH AVENUE »© NEW YORK 10, N. Y. 
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lz New line of -stemware—Chartiers Glass in 9 sizes of item 
decorated with cuttings [retail $10.80 a dozen); or with 
hand-carved designs (retail $10 a dozen}. Budget line just 
introduced by the Duncan & Miller Glass Co., Washington, Pa. 


2. Delicacy of design characterizes these pieces of Mesker 
sterling silver from Holland; lily-of-the-valley motif. Re- 
tail: mayonnaise spoon $6.75; cake breaker $7.50; cream ladle 
$7. From A. J. Van Dugeteren & Sons, 5 W. 57th St., N.Y.C. 


3. Malay Bambu dinnerware, coral or aqua with hand-painted 
bamboo pattern; 16-pc. starter set $19.95 retail. Sold by 
maker, Max Weil of California; and by A. H. Dorman, N. Y. 


4. Leakproof and spillproof is this gold-plated, cigarette- 
sized perfume dispenser with ball-valve dauber; retail $3 
From Emlee, sold by T. S. Gage, 520 W. 7th St., Los Angeles. 


5. Whisky set in hand-cut, hand-polished Czechoslovakian 
glass with 734"' decanter and six jiggers—retail $20 for the 
set. From M. B. Daniels & Co., 31 West 27th St., New York. 


6. A pad suspended on a patented hinge which permits a firm 
writing surface and locked-in contents features this Swing- 
it pocket secretary; comes in a number of different styles 
and leathers. From the Enger-Kress Co., of West Bend, Wis. 
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BUENILUM 


Distinguished Lustrous Hammered 
Aluminum Hostess Service Acces- 
sories by Messrs. Buehner & 

Wanner. 
ae _ 2 llustrated — Double Sweetmeat 
 —- . 4 Service No. 1078, $2.50 each: 
7 . Se Sugar and Creamer Set No. 1084, 
$3.75 the set: Vase No. 1087, 
height 8", $1.75 each. Prices are 
wholesale, subject to our usual 


terms, F.O.B. New York. 
BUENILUM is nationally adver- 


tised to the consumer. 


Our New Catalog is now on the press. Write for your copy. 


OLA En 
Uitte 


225 FIFTH AVENUE SUITE 800 NEW YORK 10, N. Y. 


——— eee 
- 


(\ Table service and accessory pieces are offered in the Antique pattern. 
‘a. 


NY-Vilo Me fol 

Our new 

catalog 

showing all lines. 
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VANITY TRAY SET 
826 PERFUME BOTTLE . . . 2.60 ca. 
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by MADELINE LOVE 







¢ 6". HERE‘S no business like show business.” And while 
this summer’s gift shows most certainly have not 
been recording “‘no business,” the majority of them have 
found buying off, and one of the top shows repofted sales 
down as much as 25 per cent below previous figures. 

As August progressed, however, the buying mood 
seemed to improve, and it is quite possible that the later 
shows will present a rosier picture. As a matter ‘of fact. 
most retailers need new merchandjse, especially for holli- 
day business, and even those with good stocks are short 
of “‘sweeteners’—that is, new and interesting: items. 

One trouble is—the needs of the retailer and the mer- 
chandise which is available are not always in accord. 
Some of the things they want the most—china din- 
nerware, for instance, and fine stemware—are still hard 
to get, and there are other staples which are far from 
plentiful. In regard to the latter, one well-known glass 
manufacturer who has just introduced an inexpensive 
new line of stemware made on a mass production basis, 
has been doing rip-roaring business at all of the shows. 
In brief, if you’ve got it, they buy it! 

Price remains a real factor, too. Many a retailer has 
been waiting for prices to come down before he does any 
































buying, and even yet he is inclined to believe that a drop 
must come soon. But there is little indication of anythine 
like that. In most instances, prices can’t come down 
Production and selling costs have soared so high a 
neither the manufacturer nor the wholesaler can afford 
to cut prices. There are some exceptions to this, of 
course. As long ago as last winter, some metal houses 
lowered prices. But most manufacturers can’t—and ye. 
main in business. 

The retailer’s watch and wait policy has resulted in the 
giving of small orders, and this procedure has met with 
the approval of all those wholesalers who got themselves 
bogged down with huge, unfillable orders not so long 
ago. With an eye to stability, the wholesaler would 
realy prefer to get short orders frequently renewed, so 
that he can keep abreast of his own supply of merchandise. 

* * *% 





UGENE L. FONDEVILLE, president of Fondeville 

Co., New York china import house, says that it will 
be another year or two before fine English dinnerware 
will be available here in sufficient quantity to take care 
of the demand in this country. This prediction was made 
at a press conference held at the Chicago Merchandise 
Mart on the opening day of the recent gift market. Lack 
of skilled labor, fuel, and material shortages are to blame, 
he said, and these are matters which cannot be corrected 
quickly. And he added that no price reduction can be 


expected for several years. 
*% a * 


UT of the utter confusion which has surrounded the 
question of importing German china and glassware, 
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one small, clarifying beam has emerged. There is, it 
seems, no inflexible rule forbidding the exclusive han- 
dling of one or more lines of German china. This an- 
nouncement was made by an industry and trade official 
of the Military Government in Germany, and it contra- 
dicts some of the most controversial aspects of the whole 
situation. Until now, no exclusive handling rights would 
be given to any American importer, even to the firm 
which had such agreements with German firms before 
the war. Under the new ruling, these firms are to be 
given an extra-bright green light to make arrangements 
for exclusive handling—with the proviso that such firms 
were provably “clean” politically in their prewar deal- 
ings with the German firms. 

Speaking of imports from former enemy countries— 
an approved group of American business men was al- 
lowed to enter Japan on August 15 to begin negotiations 
with Japanese firms, and on September 1 they were per- 
mitted to make actual purchases and sales contracts. 
More than 200 products, including china, glass, metal- 
ware, electric appliances, and table cutlery, are on the 
list of products available for import into this country, 
and there is a general feeling of confidence that the 
public will offer little if any sales resistance to this Japa- 
nese merchandise. 

% ? *% 

ITTSBURGH is making a strong bid for recognition 

as an important site for china, glass and gift shows, 
and in addition to the regular exhibit set for January, 
dates have been announced for a show next summer— 
July 11 to 15 at the William Penn Hotel. This, accord- 
ing to the manager, John M. Hammer, will be the official 
show of the Pittsburgh China, Glass and Gift Associa- 


tion, and will be restricted to 100 exhibitors—including 


a number of dinnerware lines as well as leather goods — 


and greeting cards. 

Plans are being made, too, for an unofficial show to be 
held in the Smoky City this coming October 4, 5, and 6. 
This show, at the William Penn, will be limited to dis- 
tributing houses which are able to make deliveries in 
time for Christmas business. 

* x * 

MERICAN manufacturers of china dinnerware are 
all set for some research into the improvement of 
their product. Both the quality and the service life of 
china will undergo study at the Battelle Memorial Insti- 
tute at Columbus, Ohio, under the joint sponsorship of 
the Department of Commerce and the Vitrified China 
Association. Increasing the durability of the china with- 
out adding to the weight is the chief point of interest in 
the research, and while it is directed primarily to ware 
for hotel and institutional use, the results will be re- 

flected in dinnerware for the home. 

¥ % % 

NEWSETTEs: Bernard Lipman, New York, has been 
appointed national sales representative for the 
Hudson-Commercial Co.. importers of European china, 
glass and pottery. The merchandise is on display now at 
his showrooms at 261 Fifth avenue. . . Harper Junius, 
of Mollie Boynton, Inc., 225 Fifth avenue. New York, 
has announced that his firm has taken over the line of 
small leather goods formerly carried by Ernestine Trost- 
ler. The line includes a variety of items in hand-tooled. 
genuine leather. . . It will be interesting to watch develop- 
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Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 


generations of discriminating people. 
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CORPORATION 


44-60 East 23rd St. Tel. GR 7-0400 New York 10, N.Y. 


LEADING AMERICAN LINES 


@ GLASSWARE @ POTTERY 
@ DINNERWARE @ FANCY GOODS 
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@ FRENCH BRONZES 
@ VENETIAN VASES 
@ HAND SCULPTURED GLASS FIGURES 


@ ENGLISH DINNERWARE AND TEA- 
POTS 


@ CZECHOSLOVAKIAN CASED GLASS- 
WARE AND CHINAWARE 


@ ITALIAN ALABASTER FIGURES 
@ BOOK ENDS, Etc., Etc. 


(Some of the above lines from stock ) 
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ments at St. James Island, near Carrabelle, Fla., where 
several ceramic industries will be included in a multiple. 
tenancy project planned by Grier A. Quay and Johp 
Blosco, of East Palestine, O. They have bought the for. 
mer site of Camp Gordon Johnson, to be divided jnto 
17 sub-divisions of about 1,000 buildings, and will have 
several other sources of employment in addition to cerg. 
mics. . . Dodge, Inc., Los Angeles, now has limited quanti- 
ties of its Empire Colonial tea, coffee, water pitcher and 
goblet services. This design has been a leader among 
Dodge’s Old English reproductions. . . S. S. Sarna, im. 
porter of Far Eastern wares, has incorporated his firm. 
and the new S. S. Sarna, Inc., will occupy the same 
showrooms at 225 Fifth avenue, New York. 








Card Files Give Valuable Data 


For many reasons it is often extremely valuable to the 
jeweler to have a complete record of exactly what watch. 
es and other valuable items he has on hand as well as a 
complete listing of just what items in those categories he 
has sold and to whom. Such a file not only makes a 
valuable mailing list but also serves as a measure by 
which to study to determine buying preferances and 
thus becomes a buying guide. And of course, there is 
the added factor, that in case of a theft either from the 
jewelry store premise or from the home of the purchaser 
of a watch or ring, a complete record of the watch or 
ring can be of extreme value in identifving stolen prop- 
erty. 

QO. P. Grogan owner of the firm of Grogan & Son, at 
108 East Mobile Ave., Florence, Ala., keeps two such card 
files, one a complete record of his watches and the other 
listing all rings retailing from $15.00. 

Filing cards of the standard three by five-inch size 
are used, with a separate card being used for each item. 
The watch record card has spaces for the entrance of 
the purchaser's name and address; the date of pur- 
chase; the make of the watch; the model; the movement 
number; the source from which it was purchased; the 
cost, and the selling price. In addition to this informa- 
tion there is entered on the card whether it was a lady’s 
or gent’s watch, pocket or wrist, the number of jewels, 
the kind of case and the kind of band. 

The cards for rings likewise have space for the name 
and address of the purchaser; the date sold; the name 
of the firm from whom it was purchased, and their ser- 
ial or style number; the date purchased, whether it is a 
lady’s or gent’s ring, the cost, and the selling price. 
Space is also provided for a description of the center 
stone, the side stones, the total weight of the stones, the 
mounting and a sketch of the ring if of unusual design. 

Each item is given a serial number by the store, and 
the card is numbered correspondingly. The cards are 
then filed in numerical order and are cross-indexed in 3 
loose leaf record book in which the customers’ names 
are entered alphabetically with a notation of the num- 
ber of the watch or ring purchased. Thus reference to 
the loose leaf book will quickly disclose the number of 
the watch or ring purchased by any customer and a ref 
erence to that particular card provides a full descrip- 
tion of the watch or ring. 

The watch file and the ring file are each divided into 
two parts, one for the items that have been sold and the 
other for those still in stock. 
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ANRJA CONVENTION ‘BIGGEST EVER’ 





Tax Committee Plans Drive 
To Eliminate Excise Tax 


A well attended meeting of the Jewelry 
Industry Tax Committee was held Thurs- 
day morning, August 14, 1947 at the 
Tweny-Four Karat Club, New York City, 
presided over by Walter N. Kahn, Chair- 
man. Ex-Senator, John A. Danaher, Gen- 
eral Washington Council for the Jewelers 
Vigilance Committee and Hugh M. Ben- 
net, Special Tax Counsel, were present. 

The House passed H.R. 4259 which car- 
ried an amendment exempting the first 
$25.00 of all jewelry sales. On the adjourn- 
ment of Congress, this bill was left un- 
acted upon by the Senate Finance Com- 
mittee, and it seems unlikely that any ac- 
tion on same will be taken. The Senate 
Finance Committee has indicated that it 
desires to consider excise taxes in con- 
nection with a general revenue measure. 


WALTER N. KAHN 





In view of the fact that no action was 
taken by the Senate and that the endorse- 
ment of this measure by the Jewelry In- 
dustry Tax Committee had been to secure 
interim release, it was unanimously de- 
cided at the meeting that every effort from 
here on should be made to secure the 
elimination of the full 20% excise tax on 
jewelry. If, however, as time progresses 
this is found not to be feasible because 
of contingent circumstances, then the ac- 
tivity of the Tax Committee is to be di- 
rected toward securing the elimination of 
the 10% war-time emergency excise tax. 

It it understood that during the recess 
of Congress, the information gathered at 
the recent hearings of the House Ways 
and Means Committee will be considered 
im preparation for the presentation of gen- 
eral tax legislature. 
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Nearly 12,000 Jewelers Flock to Waldorf-Astoria 
To Participate in Record Shattering Trade Show; 
Buying Reported Brisk and Sustained in Most Lines 


“The biggest and best ever!” 


That’s the only way to describe ANRJA’s 42nd annual Convention and 
Trade Show at New York‘s Waldorf-Astoria Hotel, August 11th through 14th. 

And those aren’t just hollow words, either. 

From the standpoint of number of exhibitors and participating firms, the 
Trade Show unquestionably surpasses last year’s (and that one set an all-time 
high). Two hundred and eighty-five firms participated in the show, as com- 
pared with 229 last year—an increase of 24 per cent. 


Registration, too, was higher than last 
year—at least for the first several days. 
As of Wednesday morning, according to 
the office of Charles T. Evans, ANRJA 
secretary, more than 600 people were reg- 
istered this year than had been registered 
on the third day of the Convention in 1946. 

The combination of increased registra- 
tion and increased number of exhibitors 
was apparent, immediately. Starting on 
Monday morning, when exhibits opened, it 
was almost impossible to make one’s way 
through the exhibition areas. Crowds 
jammed the aisles, stood at displays and 
gathered, in large groups, before the fea- 
tured attractions. 


JEWELERS CAME TO BUY 


Despite the apprehension of many, the 
record-breaking number of jewelers had 
come not only to look, but to buy. At al- 
most every booth at the exhibition busy 
salesmen were scribbling orders in their 
books—and, naturally, beaming with 
pleasure at the act. 

For the average jeweler attending the 
Convention, things got under way Sunday 
afternoon when registration commenced at 
1:00 p.m. Then, early Monday morning, 
the ANRJA Executive Committee met, ex- 
hibits were thrown open at 9:00 a.m., and 
for the remainder of the day exhibition 
halls were the center of attraction. 

The convention opened with a session, 
Monday evening, following the annual 
President’s dinner to the Executive Com- 
mittee and other trade leaders. 

In his opening address, President Howes 
struck a note of restrained optimism, point- 
ing to such favorable factors as present 
high level of employment, national income, 











industry production and other business in- 
dices. He recommended, however, that 
jewelers would be wise to follow a con- 
servative policy so as to be prepared for 
any eventuality. 


> 


DURWARD HOWES 


Retiring 
President 





He recited a list of things that the retail 
jeweler likes and another of the things to 
which he takes exception. The list of de- 
sirables, said Mr. Howes, includes an ade- 
quate mark-up of all jewelry merchandise; 
a policy on the part of manufacturers to 
distribute their lines only through estab- 
lished stores and a vigorous program of 
national advertising to back up the goods 
that the jeweler sells, and because of the 
help that it can render in thus promoting 
sales by the jeweler, the Jewelery Indus- 
try Council has an important place on 
the list of things that the jeweler likes. 

On the other hand, the retailer objects 
to the tendency on the part of some manu- 
facturers to reduce retailers’ margins and 
to eliminate the cash discount. Trade di- 
version, especially in the form of house-to- 
house canvassing came in for particular 
condemnation, along with the practice of 
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JEWELERS LINE-UP FOR REGISTRATION 





On the first day of the convention the registration desk resembled the subway during the 

rush hour. The Silver Corridor at the Waldorf-Astoria was jam-packed with retail jewelers 

trying to obtain those precious badges which would admit them to the exhibition areas. 

The crowd was similar on Tuesday and Wednesday, thus justifying the statement. that regis- 
tration would exceed previous record attendance figures. 


giving excessive trade-in allowances on 
watch and excessive guarantees. 

The speaker dwelt at some length on the 
house-to-house selling of silverware men- 
tioning by name the four producers who 
sell some of their merchandise in this 
manner and urged that they should adopt 
instead the policy of selling to established 
retailers only. 

Meanwhile, he said, the answer is vigor- 
ous promotion. by the retailer and the con- 
certed efforts for the enactment of anti- 
peddling ordinances. 

From the standpoint of industry activ- 
ities, Mr. Howes recommended that retail- 
ers should head the Jewelry Industry Tax 
Committee and should have the controlling 
voice in that body and stated that if in 
the interest of trade unity a move was 
started for the merger of the two national 
associations of retail jewelers, the ANRJA 
would be receptive to such a proposal. 


GUEST SPEAKER 


The guest speaker of the evening, Frank 
W. Lovejoy, Sales Manager of the Socony- 
Vacuum Oil Co., who followed Mr. Howes, 
threw away his prepared speech, as he 
put it, and devoted most of his time and 
remarks to arguments in rebuttal of Presi- 
dent Howes’ comments on _ house-to-house 
selling of silverware. 

The remedy, Mr. Lovejoy claimed, is not 
to demand the abolition of this form of 
selling but rather for the retail jeweler to 
do so good a job of merchandising that 
the house-to-house seller will be eliminated 
by the natural course of events rather than 
by seeking a forcible prevention of the dis- 
tribution of merchandise through other 
channels than his own. 

Business is going to be done, he said, 
in whatever way and through whatever 
channel it can be done most efficiently 
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and most satisfactorily to the customer, and 
neither the jeweler nor any other form 
of business can expect to have a protec- 
tive fence built around their activities. 

The solution of the problem is simply 
better merchandising, he emphasized. 

He concluded with a list of what he 
stated are the six cardinal rules of success- 
ful selling: 

1. Don’t talk too much. 

2. Never assume an argumentative man- 
ner. 

3. Avoid discussion of controversial sub- 
jects that are not related to the business 
in hand. | 

4. Be sure that the buyer knows that 
you know what he wants. 

5. Stick to the key issue. 

6. Always ask why—that is, try to find 
the reasons that underlie your customer’s 
thoughts and actions. 

Resumption of statistical studies by 
ANRJA, in cooperation with the Harvard 
University Business School was considered 
at the ANRJA Executive Committee’s first 
breakfast meeting on Tuesday morning in 
the Palm Room. 

Professor Tom Lilley of the Harvard 
Business School outlined the fashion in 
which other branches of industry have 





benefited from a _ year-to-year Statistica] 
study of operating costs, etc., and pointed 
out that collection of data in the jewelry 
field would be of inestimable help to re- 
tailers as a sort of “How am I doing” 
yardstick. 


Kenneth I. VanCott, Northeastern ANRJA 
vice-president, found himself unable to 
describe the “best” jewelers’ convention ip 
his region—all, he said, were excellent, 


However, in describing his rambles 
among the jewelers’ organizations in several 
states, Mr. VanCott stated: “Frankly, I did 
not leave a meeting without taking home 
some new idea, some new thought, that 
either helped me to some new endeavor or 
corrected something I was doing wrong, 
One session caused me to cancel a $400 
show-case lighting order I had already 
given, because a speaker pointed out that 
what I was planning was ‘nice but use- 
less.’ ” 


Arnold A. Schiffman, Greensboro, N. C.,, 
Vice-President for the southeastern re- 
gion, reported that he had attended six 
state conventions so far this year though 
with considerable difficulty since on two 
separate occasions two of the states in his 
area had their meetings at the same time 
and it was necessary for him to charter 
a private plane to get from one conven- 
tion to the other in time to participate in 
their activities. 


STATE PROGRAMS IMPROVING 


Maurice Adelsheim, Central regional 
vice-president of ANRJA, found that state 
programs have been improving in quality, 
and, therefore, in value to the membership. 
“Since the resumption of state conventions 
following the end of the war,” he said, 
“attendance has grown to a marked de- 
gree until this Spring when each state 
has broken all previous records. Exhibits, 
too, have grown in number and this has 
been of considerable value to convention 
attendance in giving many an opportunity 
to view lines to which they would not 
ordinarily be exposed.” . 


The meeting closed with a discussion ot 
the proposed revision of the by-laws which 
delegate to the Executive Committee the 
authority to determine the number and 
geographical arrangement for the several 
regions since it seems evident that some 
of the present regions are so large that 
they require an excessive amount of time 
and effort on the part of the regional vice 
presidents in those areas. Consequently, it 
has been felt that it might be desirable to 





ARE YOU HERE? ==> 


Chances are you're somewhere in this group of pictures taken on the first day 
of the Convention, but it may be a job finding yourself. Our roving photog- 
rapher didn't spare the flash bulbs or films, but even so, with the record at 
tendance, it would be well-nigh impossible to include everyone. Maybe you 
were having that mid-morning cup of coffee when the camera's shutter clicked. 
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re-group the country into more and smaller 
regions. 

The discussion indicated that the senti- 
ment of the convention is entirely in accord 
with this suggested plan. 

A proposal hy Wisconsin for a new 
alternative arrangement of the allocation of 
dues between the state associations and 
the national, but action upon the proposal 
was withheld for the formal business ses- 
sion on Thursday morning. . 


RETAIL ADVERTISING 


Keen interest in the problems of retail 
advertising was evidenced by the large 
attendance at the Clinic held on Tuesday 
afternoon in the Wedgwood Room. 
Maurice Adelsheim, Chairman, introduced 
first John Caples, Vice-President of Batten, 
Barton, Durstine & Osborn, New York, 
who illustrated his talk on “Tested Adver- 
tising” with blowups of various examples 
cited in his discourse. . 

In a study of newspaper readership Mr. 
Caples pointed out how local news out- 
draws national in local readership point- 
ing out in the blowup illustration various 
examples to prove his point. 


“This gives the local retail jeweler-ad- 
vertiser a big advantage to start with,” 
Mr. Caples stated, “an advantage that 
should not be overlooked in planning his 
advertising. Various means of doing this 
which have been tried and proven in the 
past are to use 1. photographs of local 
people, 2. names and addresses when pho- 
tos are not available, 3. picture of a local 
home, or, 4. photographs of local events 
such as graduations, etc.” 


IMPORTANT POINTS TO CONSIDER 


“Two most important points to consider 
in planning your advertising,” Mr. Caples 
pointed out, “is to make them timely and 
to spot them in the newspaper where they 
will command the best possible readership. 
Timing means tying up your ads with 
events of local interest, holidays, local 
events, etc., in which the reader is in- 
terested.” 


As far as position is concerned, page 
two or three is the best spot for readabil- 
ity, Mr. Caples stated, with the top of the 
page better than the bottom. Other good 
position pages are the women’s page, so- 
ciety page, comic, radio and theatre page, 
and the local news page. 


He went on to show five illustrations of 
ads which were picked for high read- 
ability and pointed out why. Four of the 
five ads were on pages two or three: 
the other on the society page. Each adver- 
tisement made use of all available “helps,” 
showing a picture of the product and each 
timed to appear before a holiday. 

“Tricky and clever headlines,” Mr. 
Caples said, “are not as good as the sim- 
ple, straightforward type. Too many ad- 
vertisers attempt to trick people into read- 
ing their ads under false pretenses and 
having done so, lose a customer when the 
reader is disappointed in the copy.” He 
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went on to show several ads promoting the 
same product in which the simple straight- 
forward headline outdrew the tricky kind 
on an average of three to one. 

He urged jewelers to tie in with a man- 
ufacturers’ national advertising and the 
promotion of name merchandise as a sure 
means of drawing business. 

“Learn to sell with words and pictures,” 
Mr. Caples urged his audience, citing as 
one of the best examples of this the mail 
order catalog. He pointed out how these 
catalogs show a picture of the product, use 
an attractive and selling description, and 
close with the price. 

On the question of what size ads do the 
best jobs, Mr. Caples showed through il- 
lustration how one large size ad drew so 
many replies in a tested campaign and 
how a smaller ad drew only half as many. 
But on the other hand, he pointed out, the 
large ad cost three times what the small 
one did, the latter pulling more business 
for dollar spent. 

“Small ads repeated with regularity will 
get more results for money spent than 
large ads run sporadically,” he concluded. 


NEWSPAPER ADVERTISEMENTS 


Considering the preparation of News- 
paper advertisements, Robert J. Gunder, 
dealer service manager for the Hamilton 
Watch Co., Lancaster, Pa., stated: “We 
are all familiar with the problems of pre- 
paring newspaper advertisements. Usually 
an aggressive merchant has a yearly con- 
tract with his newspaper for a certain vol- 
ume of space, which I hope has been 
determined by a careful study of his an- 
ticipated gross business for the year. This 
space is usually allotted according to the 














most important selling days of the week 
or the month, or the year, and there aie 
sit with a lot of white space which mug 
be filled. It is a real problem, of course 
for the average small jeweler with a lim. 
ited appropriation to provide attractive and 
effective news advertisements to fi] this 
space, 

“Only the larger advertisers can afford 
to maintain an advertising department or ap 
advertising man and to go to the expense 
of preparing special art work and plates 
for each individual advertisement. Hoy. 
ever, there is a wealth of assistance along 
this line available from the manufacturers 
of the product you sell and they are, 
naturally, cooperative in assisting you to 
advertise their products by furnishing mats 
and copy. Then there is the syndicate mat 
publisher. Before the war about the only 
type of syndicate mat service available was 
that designed for the more spectacular 
type of credit store advertising. There was 
a real need for news mat services for both 
the large and the small cash or charge 
type store. There is still a need for more 
of these services, but it is gratifying to 
know this need and also some of the old 
established syndicate houses have ex. 
tended their service to include mats which 
are considerably more constrained than 
they were before. Such services do cost 
money, but the price is moderate indeed 
in comparison with the cost of the space 
involved and the overall value of effec. : 
tively designed and illustrated advertise- 
ments. 

A. W. Molin, ANRJA vice-president for 
the Pacific Region, in introducing the 
third speaker on Tuesday afternoon, made 
the statement that “important as adver- 
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tising is, it comes second to salesmanship.” 
He then introduced Prof. Charles M. Ed- 
wards, dean of the school of retailing, New 
York University. 

Mr. Edwards stated that jewelers can- 
not depend upon customers to get an idea 
_jt must be planted for them. As an ex- 
ample, he cited the instance of two dis- 
plays of belts which were set up, one sim- 
ply announcing “Bright metal belts, 98 
cents” and the other with a placard which 
said “Brighten Up Your Dress—Metal 
Belts, 98 cents.” Needless to say, the sec- 
ond display was more successful—25 per 
cent more so, as a matter of fact. 

“Fyery activity of a jewelry store is di- 
rected toward one end,” Mr. Edwards 
stated. “That is selling. Everything else, 
buying, advertising, window displays, etc., 
are all beamed at this one activity. There- 
fore, salesmanship is vital.” 

At the breakfast conference of the Execu- 
tive Committee and Advisory Council 
on Wednesday morning, the group dis- 
cussed proposals for resumption of 
ANRJA’s survey work on markets, inven- 
tories, costs and other operating data; 
the mid-year conference, developed sug- 
gestions for helping the various state asso- 
ciations in the planning of state conven- 
tions and heard the Jewelry Council’s rec- 
ommendations for the revised wedding an- 
niversary list. 


Being purely an advisory group, no 
formal action was taken on any of these 
matters, all of which were referred to the 
Executive Committee for their considera- 
tion and appropriate action. 


DIAMOND PRICES 


Speaking on the subject “Diamonds,” 
Henry I. Jacobson, Jacobson Bros., New 
York, stated: “During the war it was cor- 
rectly predicted that diamond prices would 
drop after the war was over. There was a 
little matter of timing that fooled most of 
us—it took a year for the drop to come 
and during that year prices advanced 
about 50 per cent. V.J. Day was August 
15, 1945. Diamond prices showed their 
first signs of weakening in October, 1946, 
shortly after the stock market crash of 
September, 1946. The pattern was almost 
exactly the same as after World War I.” 

Considering the “drop” in diamond 
prices Mr. Jacobson said: 


“Let us examine, for a moment, some of 
the reasons for the fall of diamond prices. 
I refer now to prices of sizes from 4 up, 
most of which are cut in this country. Why 
should they have fallen so much when it 
Is an accepted fact that London did not 
lower the price of rough by so much as 
one penny? Nor did they improve the 
assortments which would have the same 
effect. The bnly thing they did do after 
several months was to eliminate from their 
shipments the very poorest goods. These 
goods, ranging from dark spotteds to re- 
jection spotteds could not be made here. 
They were just a grade better than in- 
dustrials and had to be sold in the rough 
market—usually at a severe loss. Natu- 
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ALL BRIDES ARE BEAUTIFUL 





Proof of the fact that most jewelers were more interested in the rings the J. R. Wood 
“Brides'' were wearing than in the girls themselves is this picture showing three interested 
retailers, one a lady, scrutinizing the ring. 


rally, that made the remainder of the ship- 
ment that much higher to absorb the loss. 
| would say the elimination of these in- 
ferior goods improved the shipments sev- 
eral per cent. 


“In the second place, labor became a 
bit cheaper—rates came down a little and 
overtime was eliminated. Labor is only a 
small factor in the price of finished goods 
but another per cent or two was knocked 


off. 


HENRY JACOBSON 


"Timing Fooled 
Most of Us’’ 





“The principal reason for the drop in 
prices is one that is not generally known,” 
Mr. Jacobson stated. “During 1946 all 
American cutters were on a quota basis— 
and a pitifully small one that was. No 
one had enough rough to keep their fac- 
tories going. Closing down meant loss of 
skilled workers and ruination of organi- 
zations. There have always been a number 
of rough diamond jobbers who get ship- 
ments direct from London and sell them 
piecemeal to the small cutters. The large 
cutters would get one box of say £10,000 
to £15,000 from London and would buy 
another box in the market from the job- 
bers. At the peak a syndicate sealed box 
was bringing a premium of twenty per cent 











By averaging it would raise the cost of 
the rough 10 per cent. This has been com- 
pletely eliminated, therefore goods are 
down that 10 per cent. Often goods are 
bought in the open market. Brazilian 
rough, and outside the syndicate, South 
African rough. All of this was bought at 
fantastic prices—much more than _ the 
goods from London. 

“Also, I may add, some cutters were not 
bashful in their profit ratios. Today things 
are a bit different. Cutters can get all the 
rough they need direct from London—in- 
stead of a premium they can occasionally 
buy a sealed box in the market at a few 
per cent less than cost. Profits are very 
low—sometimes nil. Add up all these fac- 
tors and you have at least a 25 per cent 
drop in the price of diamonds from the 
peak. Today they are down to rock bot- 
tom. South African cut goods at today’s 
prices show a decided loss. Rough plus 
labor amounts to more than can be ob- 
tained for the finish product.” 

John A. Danaher, Hartford, Conn., for- 
mer U. S. Senator and now representing 
the Jewelry Industry Tax Committee in 
Washington, was the featured speaker of 
the Wednesday morning sssion in the 
Wedgwood Room of the Waldorf-Astoria. 

Stating that there are few phases of 
taxation which “do not involve the jeweler 
in one way or another,” Mr. Danaher pro- 
ceeded to give his hearers as broad a pic- 
ture as possible of the tax situation. 

“In the case of the federal retail ex- 
cise tax,” he said, “the extent of that 
burden may be realized from a reference 
to the Treasury Dept’s report of Inter- 
nal Revenue collections for the fiscal year 
which ended June 30, 1947. Jewelry cus- 
tomers were called upon to pay a retail- 
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ers’ excise tax in the year just closed in 
the total amount of $236,615,429.22. This 
vast amount—almost a quarter of a billion 
dollars—reflected an increase over retail 
excise jewelry taxes collected in the pre- 
vious year by the amount of $13,273,442.74, 
an increase of more than 5 per cent. Re- 
tail jewelry excises were approximately 
214 times the retailers’ excise tax collected 
from furs and from toilet preparations and 
nearly 3 times taxes collected on luggage. 
Put another way, jewelry taxes were al- 
most half of all federal retail excise tax 
collections. 

“These stupendous figures,” the speaker 
continued, “definitely justified the presen- 
tation by the Tax Committee of the Jew- 
elers’ Vigilance Committee before the 





House Committee on Ways and Means. I 
attended the hearing in June when Mr. 
Fred Dreifus of Memphis, Tenn., appeared 
in behalf of the jewelry industry, and I 
listened to his argument with great in- 
terest. The theme he developed with great 
force was bound up with the various forms 
of discrimination which result from the 
federal retail excise tax levy; discrimina- 
tion against the buyer (which means the 
great buying mass of our population), dis- 
crimination against the jewelry retailer 
who must compete with other retailers of 
tax-free items, and discrimination against 
the manufacturers of competing items in 
the jewelry field. 

“Specifically, such federal retail excise 
taxes discriminate against the buyer of 
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the products of the jewelry industry {o, 
the buyer of small means is bound to pay 
the same 20 per cent excise tax as is leyie 
upon a well-to-do buyer, consequently the 
impact of the tax is equal. Moreover, the 
average jewelry sale is not that of a high. 
priced item but on the contrary, the sell. 
ing price of the average jewelry unit in 
a retail jewelery store is about $30, |; 
follows that a 20 per cent tax on such 
items constitutes an unfair and discrim. 
inatory levy on the great buying mass of 
the population who paid that nearly ope. 
quarter of a billion in jewelry taxes lay 
fiscal year. Again, since the only federal 
retail excise taxes are on jewelry, furs 
toilet preparations and luggage, many com. 
peting items escape all federal excise 
taxes. Thus the discriminator operates jp 
favor of Oriental rugs, high quality fy. 
niture, paintings, crystal, expensive lip. 
gerie and millinary and many similar 
items. 

“In our highly competitive American 
economy,’ Mr. Danaher asserted, “it js 
definitely unfair to penalize the jewelry 
industry and to discriminate against the 
jewelry business. This statement applies 
not only to the retailers but to the manu. 





The Convention wasn’t, by any 
means, merely a matter of sessions 
in the Wedgwood Room alternating 
with visits to the Exhibition Areas. 
A number of firms played host to 
the visiting jewelers at cocktail par- 
ties, soirees, etc. Among them were 
the Parker Pen Co. with a Monday 
afternoon cocktail party at their 
offices, International Silver Co. with 
a cocktail party at their offices on 
Tuesday afternoon, the Harman 
Watch Co. with a cocktail showing 
of fashions and jewelry at the 
Waldorf on Tuesday afternoon, the 
Longines-Wittnauer Watch Co. with 
a concert by the Longines Sympho- 
nette at Carnegie Hall on Tuesday 
evening, and Eversharp, Inc., with a 
Wednesday afternoon and evening 
champagne party in the Waldorf’s 
Sert Room. 





facturers, and it has been my experience 
that the respectable and substantial citi- 
zens to be found in the jewelry business 
ask no more than that their government 
not deny them a fair and equal opportunity 
with all other retailers to compete for the 
consumer dollar. 

“Congress can repeal the 20 per cent 
excise tax on jewelry sales. I believe it 
should do so, that it should do so at the 
earliest possible moment, and thus restore 
to this important industry its proper com 
petitive position in our economy. The 
House of Representatives in 1945 passed 8 
bill which would have accomplished that 
very result, but the measure died in the 
Senate. 

“Congress can exempt from the retail 
excise tax some initial amount of the re 
tail selling price of any jewelry item. 
Congress previously found that this ta 
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bears most severely on small buyers, in- 
deed some of you will recall that in 1932 
at the manufacturers’ level there was an 
exemption of $3 but in 1934 this exemp- 
tion was increased at the manufacturers’ 
level to $25 a rate which prevailed until 
the jewelry levy was repealed in 1936. 
Many members of Congress felt that any 
‘tem of jewelry selling for $25 or less never 
should have been and should not now 
be taxed. They point out that applying 
this same dollar exemption on all jewelry 
sales, irrespective of amount, would treat 
all jewelry customers alike to that extent. 
The House of Representatives adopted an 
amendment to make this very provision 
by a vote taken on July 22 of this year. 
The bill H. R. 4259 is now on the calendar 
of the Finance Committee in the Senate, 
in position for consideration when that 
committee meets again in January. The at- 
titude of the Senate Finance Committee, 
while not reduced to vote, seems to be that 
there should be no relief of any kind as 
to the jewelry retail excise until an omni- 
bus tax bill shall be prepared and acted 
upon by the House of Representatives. 
That point of view clearly involves an ex- 
pectation that there will be an overhaul- 
ing of our entire tax structure at some fu- 
ture date. It was to gather information 
upon which such possible action might be 
based that the House Committee on Ways 
and Means conducted extensive hearings 
this past spring. It was under these cir- 
cumstances that your tax committee made 
its appearance and submitted its argu- 
ment.” 


INFLATION IS HERE 


“The inflation we are now experiencing,” 
said Dr. Paul H. Nystrom, professor of 
Marketing, Columbia University, New 
York, “has been caused almost entirely as 
a result of raising wages without a corre- 
sponding increase in production.” 

Pointing out the horrible consequences 
of inflation caused by “printing press 
money” in Germany in the 1920’s, Dr. 
Nystrom stated that our own _ inflation, 
though caused by a different set of cir- 
cumstances, can end up in the same sort 
of catastrophe. “This is a_ pessimistic 
view, he stated, “but I wish to be realis- 
tic. Let us hope that the trend may stop.” 


The only sort of action which can stop 
this inflation, Dr. Nystrom said, is: 

“l. Forbid future wage increases which 
do not entail increased production; 


“2. Avoid having further liberal leglisla- 
tion tending to shorten working time (for 
shortened hours mean diminished produc- 
tion), and 

“3. Existing legislation, authorizing 
shortened hours and working periods, must 
be changed since current working periods 
are insufficient to permit the production 
this country so urgently requires.” 

Agitation for more liberal wages and 
hours, Dr. Nystrom said, may well emanate 
from an enemy—either present or future. 
“After all,” he said, “raising wages and 
not increasing the level of production, or 
taking steps to reduce production, can pro- 
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How to bring those 
distant Suppliers closer to home 





It’s like having all your suppliers close at hand, when you specify 
Air Express delivery. Air Express gets you what’s wanted in mere 
hours . . . no matter where your suppliers are located. 

Planes carrying your Air Express shipments are bigger. and faster 
today. Even overnight coast-to-coast deliveries are routine. Same 
day delivery between many airport towns and cities. And Air Ex- 
press rates are low. Use this speedy, profitable service regularly 
to keep customers satisfied, and business running without a hitch. 


Opecity Air Express-its Good Business 


e Low rates—special pick-up and delivery in principal U.S. towns and 
cities at no extra cost. e Moves on all flights of all Scheduled Airlines, 

e Air-rail between 22,000 off-airline offices. 

e Direct air service to and from scores of foreign countries. 

Just phone your local Air Express Division, Railway Express Agency, 
for fast shipping action ... Write today for Schedule of Domestic and 
International Rates. Address Air Express, 230 Park Ave., New York 17. 
Or ask for it at any Airline or Railway Express Office. Air Express 
Division, Railway Express Agency, representing the Airlines of the U.S. 








Fastest delivery — at low rates 


Trailer parts (51 lbs.) needed in Los Angeles 
fast. Picked up at Portland, Ore., factory 5 
PM on 13th, delivered first thing next AM 
821 miles away—in time! Air Express 
charge $12.52! Other weights, any dis- 


tance equally inexpensive and fasé/ 
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mote inflation further and make this Na- 
tion highly vulnerable.” 

In addition to making these points, the 
speaker outlined the progress of wage 
increases throughout the war years, point- 
ing out that in a number of vital indus- 
tries (such as the clothing field) manu- 
facturers were unable to tack the cost of 
increased wages on either the Government 
or the consumer. “As a result,” he said, 
“there was a tragic drop in production in 
these industries, reflected in scarcities in 
the consumer market.” 

Due to unforseen circumstances, William 
J. Cheyney, executive director of the Re- 
tail Credit Institute of America, who was 
slated to lead the clinic on “Credit Selling” 
at Tuesday afternoon’s session in the 


Wedgwood Room, was unable to attend. 
Kenneth I. Van Cott, Northeastern ANRJA 
vice president, read Mr. Cheyney’s speech. 
Mr. Cheyney said that he saw a bright 
future for the Nation’s jewelers. 

“In a two hundred billion dollar econ- 
omy,’ he said, “it will not be difficult 
to sell as much jewelry as in a one hun- 
dred billion dollar economy; eighty bil- 
lions to be exact, when considering pre- 
war tops. It could be done without any 
jeweler bothering to change his prewar 
merchandising methods, for the very back- 
wash of a swirling two hundred billion 
dollar economy would almost accidently 
give the jewelry industry its prewar totals, 
and of course its prewar profits. 
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“But,” he warned, “these profits would 
be in dollars worth just about half as 
much as earlier, and prewar volume would 
mean for the jewelry industry approxi- 
mately a 50 per cent drop in relative pub. 
lic acceptance as compared with the 
achivement of fellow industries,” 

Urging attractive credit offices, Mr. 
Cheyney said: “The little room or office 
where credit applications are taken myst 
be as nicely furnished, as beautifully dec. 
orated as the jewelry store itself unless 
you want to lose countless customers jp 
the course of years. People who are good 
risks will not stand in crystal places to 
select their purchases, then go to a drab 
little hole in the wall, with its little 
square desk, two hard chairs and a be. 
spectacled, inquisitive, supercilious inter. 
viewer to arrange the terms of purchase. 
One of the silliest hangovers of ancient 


credit practice is this hole-in-the-wall 
replica of the prison cell for the credit 
interview.” 


THE AVERAGE CONTRACT 


Mr. Cheyney said that in talking with 
literally hundreds of people about the 
credit business, he found that the intricate, 
small-worded, legalistic detail of the aver- 
age contract does not arouse fear as much 
as it does antagonism at the effrontery of 
the seller. “I find,’ he said, “that count- 
less people sign your contracts today 
knowing full well that the District At- 
torney or Corporation Counsel will pro- 
tect them if you try to enforce some of 
the phraseology. They sign with consider- 
able assurance that the seller is more 
ignorant than they, knows no better than 
to use such language in the contract form. 
Of course there is the segment still awe- 
struck by these contracts, the same seg- 
ment very likely susceptible to the speech 
of a long-haired Communist on a Union 
Square soapbox. 

“IT cannot tell anyone whether or how 
far to go in for more credit business,” Mr. 
Cheyney said. “Each of us is more or 
less an expert in one line or another. 
Whatever expertness I may have lies in 
the field of understanding the sociological 
and broader economic aspects of credit 
service. I believe the credit business can- 
not prosper unless these aspects are well 
handled. I believe the prosperity of private 
enterprise, yes, of the cash jeweler is 
wrapped up in the success or failure of 
those who do the credit business in Amer- 
ica in the next twenty years.” 


WINDOW DISPLAYS 


Tom Lee, vice-president of W. L. Stens- 
caard and Associates, New York, who was 
to talk on the subject of Window Displays 
was unable to attend this session on 
Wednesday afternoon due to illness. In his 
absence, Arnold A. Schiffman, Chairman, 
took over the discussion, prefacing the 
forum discussion with a few remarks of 
his own. 

“Window to be successful,” he said, 
“must express the personality of the store. 
They occupy the most important place 
a retail institution on which the store 
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owner pays more rent for footage than 
for any other space in his establishment. 
As such, they should not be wasted,” he 
concluded. 

Coming in for considerable discussion 
was the question of the merits or the draw- 
backs of a jeweler showing a variety of all 
his merchandise in his windows as against 
the so-called “specialized” displays. One 
retailer told his experience with limited 
window display space in which it was im- 
possible to display silverware. His annual 
gross sales on this merchandise amounted 
to less than $500 and he was determined 
to find out why. He had spotters in front 
of his store to listen to the comments of 
passersby who looked at his windows. The 
majority of these window shoppers had no 
idea that his store sold silverware. 

A short time later this retailer was able 
to move to a larger store and he made 
sure silverware was always prominently 
displayed. His sales on flatware and hol- 
lowware jumped to $2500 that year with 
no additional promotion other than _ his 
windows. He voiced the opinion that mer- 
chandise must be displayed to sell. A 
variety window with merchandise carefully 
arranged as to types, is the best way to 
get the most value from your windows. 
This was the opinion of the majority of 
jewelry retailers at the meeting. 


JEWELRY FASHION SHOW 


An outstanding highlight of the week 
was the Fashion Show staged by the 
Jewelry Industry Council in the ballroom 
of the Hotel Plaza on the afternoon of 
Wednesday, August 13, with a repeat per- 
formance in the evening. 

Top fashion models paraded the run- 
way to accompanying comment by June 
Hamilton Rhodes, the Council’s fashion 
adviser, in which was pointed out the 
mutual dependence between clothing and 
jewelry fashions. 

Women’s clothes for fall and winter will 
be distinctly more feminine with rounded 
hips and shoulders and fuller and longer 
skirts. Color emphasis, however, will be 
primarily upon the duller monotones such 
as gray and brown which leaves the dra- 
matic tones and accents of color completely 
dependent upon the jewelry accessories. 
The need, it was predicted, will be for 
striking colorful jewelry in both diamonds 
and other gems. While it will continue to 
be bold it will also follow the general 
fashion trend by displaying greater in- 
tricacy and ornamentation in the design 
of the fashions. 


WATCHES WERE FEATURED 


Watches of many types were prominently 
featured—sports models, dainty jewelled 
creations and elaborate jewelled-set lapel 
watches as well as the conventional gold- 
cased in a wide variety of design. 

The show was prominently featured in 
the consumer press in line with the basic 
plan of the Jewelry Industry Council of 
Promoting the jeweler’s merchandise to 
the buying public. 
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“The Southwest Region is in excellent 
condition” reported Hoyt T. Purvis at the 
Thursday morning session at 10:00 a.m. 
“Texas, Oklahoma and Arkansas have all 
held their 1947 Conventions with unusually 
good attendance and interest . . . My im- 
pression is that all in this Region are 
very happy with the present set-up of 
State and National Association arrange- 
ments and feel that their membership in 
both of the associations is a good invest- 
ment.” 

Reporting for the Northeastern Region, 
ANRJA vice-president Harry L. Carter 
stated “An outstanding feature of the sev- 
eral state conventions I attended was the 
many fine expressions made by members 
and, in most cases, embodied in the form 
of resolutions, having to do with the ad- 





vantages and benefits received from close 
connections maintained with ANRJA, not 
only for advice and assistance but for ac- 
tivities in handling national problems in 
Washington and throughout the country.” 

Mr. Carter observed, also, that jewelers 
throughout his region expressed, without 
exception, the opinion that no jeweler 
should entertain the thought that he could 
operate without associating with other 
jewelers. “All feel,” he said, “that it is 
only through association with state and na- 
tional groups that their business can and 
will prosper.” 

“Cooperation in the Pacific Region is 
the keynote,” reported A. W. Molin, 
ANRJA vice-president for that area. “Port- 
land and Oregon have had an unusually 
good record on that score,” he said. 











the Bohemian garnets and imitation gems, unequalled in the world in their 
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Czechoslovakia, the infant republic fathered 
in 1918 by the genius of Masaryk, is richest in the skills 


and industry of its people. Most famous of its famous products are 


colors, are being received regularly at Stone 


Headquarters. Here you will always find exactly what you want and 


at the right price. A visit, a phone 


call or a wire will prove 


this to you. 





| | 





Copr. 1947 $. Nathan &Co., Inc. 


N 
VY 








610 Fifth Ave., New York 20, N. ¥. 


o13 








“Rather than step on another jeweler’s 
toes by unfair trade practices or mislead- 
ing advertising, he elects to go along with 
his fellow jewelers. In a spirit of friendly 
cooperation this naturally creates better 
public confidence in all of us.” 

“It seems as though we all have the same 
problems the country over,” Mr. Molin 
said. “At round table discussions it has 
been shown that the closer the jewelers 
can work together the easier it is to solve 
their problems.” 

For the committee on the Fair Trade 
bill, Chairman Benton C. Clark, Jr., Okla- 
homa City, stated that there had been 
comparatively little activity of his group 
during the past year but recommended 
that retailers should demand of the manu- 
facturers whose merchandise they buy that 





those producers place their lines under 
Fair Trade contract. He also recommended 
that whenever a retailer sees evidence of 
violation of Fair Trade agreements in their 
localities their existence should be report- 
ed to the manufacturers of the merchan- 
dise involved for appropriate action. 

For the Insurance Committee, George 
Fisher, Clinton, Iowa, reminded the meet- 
ing that jewelers’ losses from theft, bur- 
glary and hold-up had been high in 1946, 
and therefore, since the risk of loss to- 
day is greater, adequate coverage is more 
necessary than ever. He recommended that 
every retailer review carefully his present 
insurance, both as to quantity and type of 
coverage, in order to make sure that he is 
completely protected. Read your policies 
carefully, the speaker said, to make sure 





For the watchmaker who appreciates 
the finest in tools, a complete set 
of true precision Levin chucks are 
now available in full sizes 1 to 64, 
including half sizes from 1 to 10. 
Priced at $275.10, encased in a 
beautifully finished wood box with 
transparent lucite cover. Chuck box 
separately ‘ - »« «+ $5.00 






DIAMOND LAPPED FOR 
MODERN ACCURACY... 





All Levin high accuracy chucks from sizes 51 to 64 are relieved to a 
depth of %” with no shoulder to interfere with lapping the hole true. 


Compare true precision Levin chuck at left with ordinary chuck at right. 





Levin Chuck 








Ordinary Chuck 


Levin craftsmen diamond lap all holes to size. Slot thickness is 
graduated to correspond with hole diameter to allow for maximum 


gripping circumference. 


This permits work to be held rigidly and true without marring. 
Compare the enlarged view of a Levin true precision No. 1 chuck at 
left with the ordinary No. 1 chuck at right. 


Sold by 
Leading 
Jobbers 


Everywhere 


MANUFACTURERS 


OF WATCHMAKERS 
TOOLS SINCE 1920 
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782 E. Pico Boulevard 
Los Angeles 21, Calif. 








that you know exactly what protection you 
do or do not have. 


For the Silver Committee, Alvin Mag. 
non, Tampa, Fla., reporting for Chairman 
William G. Thurber, stated that the sup: 
ply situation in flatware is distinctly im: 
proving although not all retailers may as 
yet be able to get as large quantities of 
all patterns as they desire. He spoke of 
the decrease in the price of bar silver from 
the 91 cents level a few months ago to 
the present day quotation of about 61 cents 
and suggested that if the price goes a lit. 
tle lower and remains below 60 cents for 
a reasonable length of time, it might wel] 
lead to the restoration of the traditional 
scale of discounts, perhaps plus some Joy. 
ering of list prices. However, he con. 
tinued, there is one factor that may prove 
an obstacle to this in the fact that Mex. 
ico is using greatly increased quantities 
of silver for coinage which may lead to 
a shortage of foreign silver with a cop- 
sequent stiffening of the price level, 


HOUSE-TO-HOUSE SELLING 


The committee views with concern the 
increase of house-to-house selling of sil- 
verware and recommended as an antidote 
that the jeweler promote and merchandise 
it more vigorously making the fullest pos- 
sible use of his natural advantages of es- 
tablished prestige and reputation, wider 
selection of patterns, greater service, in- 
ventory of nationally advertised makes and 
patterns, etc. 

Phineas Peters, Chairman of the Trade 
Diversion Committee, also commented on 
house-to-house selling with the recommen- 
dation that retailers endeavor to bring 
pressure to bear upon manufacturers to 
discontinue the practice. He also con- 
demned the sale of silverware and other 
jewelers’ merchandise through PXs, ships’ 
stores, industrial catalog houses and again 
recommended that retailers try to use their 
influence with their manufacturer suppliers 
to stop the sale of goods to such outlets. 

For the Watch Committee, R. J. Slagle, 
Houston, Tex., reported that the nationally 
known brands of watches are today in bet- 
ter supply and that the nondescript ersatz 
lines which came into the market during 
the war are beginning to dwindle. 


NINETY-DAY WATCH GUARANTEE 


He recommended that manufacturers 
should attach to all watches a 90-day guar- 
antee tag as an aid to stop the present 
abuse of unlimited guarantees by over 
eager retailers. He also urged that retail- 
ers should not undertake to repair old, 
worn out and obsolete watches but instead 
when such watches are brought in for ser 
vice should endeavor to sell the owner 4 
new and modern timepiece in its place. 

A further recommendation was made 
that all branches of the industry—manu- 
facturers, importers, wholesalers and re 
tailers should conduct an_ intensive and 
simultaneous promotional campaign during 
the spring months to make the country 
more watch conscious and to stimulate the 
sale of new watches. The modern young 
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man or young woman, he said, doesn’t 
want an old, out-of-date timepiece that be- 
longed to father, mother or grandparent 
but instead wants a brand-new up-to-date 
watch of his or her own. Let's take ad- 
vantage of this natural opportunity, Mr. 
Slagle recommended. 

For the secretary’s report, Mr. Evans re- 
ferred his hearers to the detailed state- 
ment in the August issue of the ANRJA 
Bulletin, with the remark that the subject 
had been so thoroughly covered there that 
there was little further to add except to 
thank the officers of both the national and 
state organizations for their hearty sup- 
port and cooperation throughout the year. 

Treasurer Myron Evans reported that the 
finances were in good condition with the 
association now operating on a basis that 
provides for living within the income from 
dues of all essential activities and a 
healthy cash balance on hand. 

Resolutions adopted included condem- 
nation of the practice on the part of some 
manufacturers and wholesalers of quoting 


MAURICE 
ADELSHEIM 


New President 





net prices, with the recommendation that 
all quotations be made on a Keystone 
basis only. Also condemned were the pres: 
ent mode of operations of Army PXs and 
Navy ships’ stores on the ground that they 
extended special privileges and enjoyed 
special benefits which are not equally 
available to all. Also coming in for con- 
demnation were the consumer cooperatives 
on the tax immunity privilege which they 
enjoy in competition with private enter- 
prise. 

Another resolution adversely criticized 
the distribution of silverware through 
house-to-house canvassers and other irreg: 
ular channels and requested manufac- 
turers to discontinue the sale of merchan- 
dise to such irregular channels on the 
ground that since the retail jeweler forms 
the backbone of their business he should 
be given the whole-hearted support of the 
producer. 

Manufacturers were also requested to re- 
store the traditional scale of discounts in 
recognition of present-day higher operating 
costs in retail stores and watch manufac- 
turers and importers were asked to place 
upon all watches a guarantee tag with a 
90-day limit in line with the recommen- 
dation of the Watch Committee. 

The customary resolution of apprecia- 
tion and thanks were extended to the 
officers of the organization, the convention 
speakers and others who had part in the 
convention and to various other trade or- 
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ganizations and the jewelry trade press, 
to all of whom the support of the ANRJA 
was pledged. 

A special resolution of tribute to the late 
Charles J. Michaels, former president of 
ANRJA, was adopted with instructions 
that a copy be engrossed and presented to 
his family. 

Unanimously adopted were two recom- 
mendations to the by-laws of the organiza- 
tion, one of which provides that the num- 
ber and _ geographic arrangement of 
ANRJA’s regional districts be determined 
by the Executive Committee. This was 
proposed since it was felt that the present 
set-up frequently calls for too great an 
expenditure of time and effort on the part 
of some of the regional vice-presidents and 
was believed that by having more and 
smaller regions and thus dividing the re- 





sponsibilities this load on a few individuals 
could and should be lightened. 

The other amendment provides for a new 
schedule of annual dues with a stipulation 
as to the division of these receipts between 
the state and national organizations and 
with an alternative scale of dues which 
may be adopted by those states which may 
wish to solicit members and collect dues 
separately. 

Chosen as officers for the ensuing year 
were the following: President, Maurice 
Adelsheim, Minneapolis, Minn.; Vice-presi- 
dents, Northeastern Region, Kenneth I. 
Van Cott, Binghamton, N. Y.; Southeastern 
Region, Arnold A. Schiffman, Greensboro, 
N. Car.; North Central, Paul Morrison, 
Kalamazoo, Mich.; Northwestern, H. L. 
Carter, Kansas City, Mo.; Southwestern, 

(Please turn to page 391) 
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Featuring “Era Dynomatic”, 
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A working conference on silversmithing, 
the first of its kind to be held in America, 
; was opened on August 4 at the Rhode 
Island School of Design in Providence un- 
der the sponsorship of Handy and Har- 
man, refiners and dealers in precious 
metal. Because of the experimental nature 
and intensive work of the conference, the 
attendance was limited to, twelve partici- 
pants. They were teachers of silversmith- 
ing and jewelry making in universities, 
teachers colleges and art schools in dif- 
ferent sections of the United States. 
The conference, which extended through 





Working Conference on Silversmithing 


Held at Rhode Island School of Design 


August 29, was headed by William Ben- 
nett, well known British master craftsman 
in precious metals and teacher, who flew 
from England to conduct it. The Rhode 
Island School of Design, convinced of the 
value of such an experiment, extended full 
facilities to the conference. 

Margaret Craver, consulting silversmith 
and director of Handy and Harman’s Craft 
Service Department, organized the confer- 
ence in response to the great number of 
inquiries from teachers in the field asking 
where they might study during the sum- 
mer. 
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Of course you can...immediately...with the 


NEW HERMES “0z2alle 


The World’s Finest Engraving Machine 























Now the time has come when you 
too need additional sales and 
additional income through imme- 
diate engraving service. 


New Hermes Portable engraves on 
jewelry, silver, flatware, fountain 
pens, watches, compacts, efc....in 
a matter of seconds...equal to 
hand engraving. 

It eliminates merchandise returns 
and refunds. 


More than 2000 stores, among 
them the leading jewelers, are using 
the New Hermes Portable. Why? 


it is so simple to operate! 


Western Representotives 


ahi) -) 4 ae OO) 4.44. 


315 West Sth Street, Los Angeles |3, California 
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During the conference there was six to 
seven hours daily of actual work in raising 
and forging. The participants were re- 
quired to choose their own projects and 
create their own designs. The purpose of 
the conference was both to increase the 
technical knowledge of those attending 
and to stimulate experimentation in design 
and creative thinking. The industry’s tech. 
nological research in precious metals 
which has extended over 25 years, i 
made available to a group of craftsmen 
for the first time. 

Last year Miss Craver was the only 
American and the only woman invited to 
attend a similar conference conducted by 
the Worshipful Company of Goldsmiths jn 
London for British silver and goldsmiths. 
She has studied under leading contempo. 
rary craftsmen including Baron Erik Flem. 
ing, Silversmith to King Gustav of Sweden, 


Mr. Bennett, who headed the conference, 
resigned from the staff of Garrard and Co,, 
Court Jewelers and Silversmiths in Lop. 
don, in order to teach in the Sheffield Col. 
lege of Arts and Crafts. He designed the 
Ascot Gold Cup and the Royal Hunt Cup 
for 1936 and was awarded the Freedom 
of the Goldsmith’s Company and of the 
City of London for his part in the better. 
ment of design. Both his and Miss Cra- 
vers work has been shown in national 
exhibitions. During the war Mr. Bennett 
served with the Royal Air Force. 


Commenting on the conference, G. H. 
Niemeyer, president of Handy and Harman 
said, “We feel that an educational program 
will stimulate interest in precious metals 
among all kinds of people. Their interest 
increases the demand and this in itself 
helps the manufacturers. In a long range 
overall program such a project will help 
the industry and develop skilled hand 
craftsmen. 

“The American public has been grow- 
ing more and more appreciative of beauty 
in design both in jewelry and silverware. 
We feel that this conference will help 
stimulate increased interest in_ precious 
metals. Each teacher returning to a dif- 
ferent section of the country will carry 
back to his students and to his community 
greater inspiration and creative thinking.” 


Tilden-Thurber Corporation in _ Provi- 
dence devoted a window to hand wrought 
silver in connection with the working con- 
ference. In the window was a silver tea 
pot executed by a student of William Ben- 
nett together with some photographs of 
some of Mr. Bennett’s own work. 

The working conference was closed to 
all except enrolled craftsmen. The public, 
however, was invited to attend the weekly 
lectures. 


Jeweler Changes Firm Name 


It was recently announced that No 
erady’s jewelry and repair business, 1! 
Magruder Arcade, Orlando, Fla., pur 
chased in and operated since August, 194, 
by Jere Beery, will continue business 4 
the same location under the owner's name, 
Jere Beery. 
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Interstate and Foreign Commerce Committee 
To Investigate Swiss Watch Machinery Mfrs. 


Failure of Swiss watch machinery manu- 
facturers to live up to their commitments, 
some of which have been partially paid for, 
will be investigated by the Senate Inter- 
state and Foreign Commerce committee 
during the summer and fall and a full re- 
port made to the Congress when it recon- 
yenes next January. 

This assurance has been given by Sena- 
tor Brewster, R., Me., a committee member 
after Senator Lodge, R., Mass., had 
charged that the action of the Swiss manu- 
facturers was not only driving American 
watchmakers out of business but threat- 
ened national security itself. 

“This (placing of orders) was just be- 
fore the war,” Senator Lodge declared 
from the Senate floor. “Now, the Swiss 
watch machinery cartel, Machor, has 
stepped in and demanded that the ma- 
chinery not be delivered unless American 
manufacturers agree to limit production to 
the prewar level. Of course, such an 
agreement on the part of American manu- 
facturers would be wholly illegal under the 
Sherman antitrust laws.” 

The Massachusetts Senator went on to 
say that he had furnished the State De- 


Synthetic Oil Developed for Navy 
Has Many Outstanding Qualities 


A new synthetic oil developed for the 
U. S. Navy for use in jewel bearings of 
delicate instruments is described in a re- 
port now available from the Office of Tech- 
nical Services, Department of Commerce, 
Washington, D. C. 

This oil, which has been named N-54d. 
is non-spreading and is stated to have been 
developed to meet the specific require- 
ments in the jewel bearings of watches, 
chronometers, and aviation instruments. It 
is said to possess unusually good lubri- 
cating qualities, giving a very low coeffi- 
cient of friction between steel and jewel 
surfaces. 

Its most outstanding property, according 
to the report, is its viscosity at very low 
temperatures, and its evaporation rate is 
also extremely low. 

Complete data about the new lubricant 
will be found in the report which is avail- 
able in photostatic form (35 pages) from 
the Office of Technical Services. Price is 
$3.00. Orders must be accompanied by 
check or money order, payable to the 
Treasurer of the United States. 


Wholesale Sales Decrease 29%, 

Jewelry wholesalers sales were 29 per 
cent lower in June. 1947, than during 
the same month of 1946. according to data 
from 126 firms throughout the New Eng- 
land, Middle Atlantic, East North Central. 
West North Central, South Atlantic and 
Pacific coast states. Sales were 12 per 
cent lower in June than during the pre- 
ceding month of May. 
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partment with a list of the equipment in- 
volved and the request that the matter be 
taken up at the Geneva trade conference. 
But, he declared, the Department had not 
reported any action on the matter. 
“Already the Swiss have, in effect, re- 
pudiated their agreements as to’ export 
quotas of watches into this country,” 
Lodge said further. “This competition is, 
without any exaggeration at all, giving the 
coup de grace—the body blow—to Ameri- 
can jeweled watch manufacture. Add to 


that the Swiss refusal to deliver machinery 
which has been partially paid for and 
which they are under contractual obliga- 
tions to deliver, and we have a very serious 
situation indeed.” 

Pointing out that American watch- 
makers, to a large extent, suspended opera- 
tions during the war in order to devote 
their facilities to manufacture of precision 
instruments, the New England Senator 
warned that failure to get the needed ma- 
chinery was threatening national security. 

“If we permit the Swiss to close down 
our watch-making plants—and that is more 
than just a possibility—we shall lose all 
the expert technical know-how that went 
into these instruments,” he declared. 
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When your customer comes shopping for 
a bridal gift beautiful, practical, dignified, 
distinctly personal . . . and modestly priced 

. show her this exquisite Gibson Wed- 
ding Book. 

In pages of heavy vellum paper, it pro- 
vides for a deluxe record which includes 
the Engagement, Family Trees, Guests and 











Gifts, Wedding Day, Certificate, Honeymoon, Anniversaries, etc. Covers of white rayon or 
leatherette. 

Several pages are given to a numbered listing of gifts and numbers are matched on 
small, white gummed labels in sheets contained in envelope in back cover. Label attached to 
gift, identifies it until acknowledged. 

These superb books, each in gift box of silver board and transparent plastic, retail for $6 
and $7.50 depending upon the cover. Also available bound in silver stamped ivory leather 
cover, packed in white gift box, to retail at $12. 





Send the bride-to-be one of the less expensive 
Gibson Wedding Books as a gift. The fact that this is a > 
book she will cherish throughout her lifetime guaran- yA 
tees lasting good will — and it becomes a unique form é: 
of continuing advertising for you. 

These books are beautiful and original. They combine senti- 
ment with practical value. Durable bindings of white rayon and 
leatherette, stamped and decorated. Pages beautifully hand lettered 
and artistically decorated to make a record in which the bride will take | 
lifelong joy. In quantity they may be supplied imprinted with your name. wae 
There is no better way to win lasting good will, assure future business . . 


. and build 


prestige for your store. 
We make also a splendid line of Baby Memory Books — and Guest and Gift Books for the 


bride-to-be and the hostess .. . 


C. R. GIBSON & COMPANY 


excellent items for the jeweler. Write for Catalog JC-9. 


NORWALK, CONNECTICUT 


PUBLISHERS OF FINE MEMORY BOOKS FOR MORE THAN SIXTY YEARS 
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New Gem Testing Devices 


Now Available From GIA 


Following laboratory tests and several 
months trial use in establishments of 65 
retail jewelers, the Erb & Gray American- 
designed and made refractometer is now 
ready for immediate delivery and may be 
obtained from the Gemological Institute 
of America by anyone in the trade. 

Like the earlier instruments, this new 
refractometer measures the critical angle 
between the. dense glass of its hemisphere 
and the gem which is to be tested. The 
finding is translated automatically into a 
refractive index reading for the gem in 
question on a brightly illuminated scale 
within the instrument. 





The instrument will read refractive in- 
dices from 1.3 to 1.8, the index of the 


accompanying contact liquid. The refrac- 


tive index scale is marked off in 0.01 divi- 
sions, but indices may be read to .002 with 


a monochromatic light or through Polaroid. 
It is also possible to easily distinguish two 
readings for gems which have a birefring- 


ence as low as 0.006. In addition, the 
Erb & Gray refractometer has been de- 


signed to allow the insertion of any one 
of a number of color filters or a polarizer, 
depending on which gives the most satis- 


factory results to a person making the 


identification. 


Other include a_ revolving 


features 


hemisphere which facilitates readings of 


both refractive indices on doubly refrac- 
tive stones; an adjustable stand to assist 





New Compact peationy System 


Designed 
Specially for 
The Manufactur- 
ing Jeweler 
e 
COMPLETE 
PLATING PLANT 
= 
SAVES TIME 
AND LABOR 
e 
Merely hook in 
Gas, Water Drain 
and Plating 
Current... 
and you are 
ready to work. 








® A complete standard, compact 5 
tank electroplating unit. Overall 
dimensions 84” long, 30” wide, 70” 
high from the floor to the top of the 
rheostat holder. The plating tanks 
are set in working table 34” high. 

e Can be put against wall, over 
radiator, or in front of a window. 

@ Rinsing tank unit attached in rear 

with removable overflow outlet, for 

drain wide enough to take up to 

121/,” O.D. individual tanks. Rinse 

tank placed in back so that no 

sweating occurs. In this way 
worker does not lean up against 

a wet tank. Rinse tanks within 

easy, comfortable reach. 

® Gas burners attached with 

dividual cocks. 

Rheostat frame with rheostats 

within easy convenient working 

reach. 

@ Light on tanks at all times, no ob- 


in- 


structions. Ample space under 
rheostat frame for complete manip- 
ulation. 

me . 44 
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SPECIAL CHEMICALS CORP. 


30 IRVING PLACE, NEW YORK 3, N. Y. 











Pat. Pending 


Tr. Mk. Reg. 


® Stainless steel tanks with handles 
for easy removal, standard, I.D. 12” 
x 12” x 12”. 

Anode and cathode streamlined 





connections. Anode rods so de- 
signed as to bring anodes in the 
corners of the tanks to prevent 
burning of the work when circular 
racks are used. The design also 
gives maximum effectiveness in 
minimum area. 

Bus bar connection scientifically 
arranged and protected under the 
table. 

SPECPLATER design eliminates 
solution dripping on anode and 
cathode rods. 

SPECPLATER unit sold complete 
with rectifier or in component parts. 
Saves many weary footsteps dur- 
ing the day. 

Keeps your shop neat and clean. 
Eliminates unnecessary dripping. 
Offers compactness and extreme 
flexibility. 














in obtaining the best possible light source; 
and a movable eyepiece for clear visibility 
of the scale on which the readings ay ; 
sharp and distinct. 
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The Erb & Gray American-designed and 
made refractometer will read refractive 
indices from 1.3 to 1.8, the index of the 
accompanying contact liquid. The refrac. 
tive index scale is marked off in 0.01 divi. 
sions, but indices may be read to .002 with 
a monochromatic light or through Polaroid. 


Also announced as now ready for dis. 
tribution and available to the trade at 
large is the G.I.A. Pearloscope, a new in. 
strument for distinguishing natural from 
cultured pearls, which was shown for the 
first time at the NACJ and ANRJA Con. 
ventions. 

Designed by Robert M. Shipley Jr., and 
developed by Almer M. Newhall Jr., the 
instrument is a complete optical pearl-test- 
ing instrument which employs both the 
double mirror and the _ single mirror 
method of endosopic pearl testing, plus a 
provision for “candling” necklaces or single 
pearls. 

In determining the genuineness of the 
natural pearl, the double mirror method 
is exact, for a flash given by the pearl 
in this test is proof that the gem is natural. 
The cultured pearl shows no such flush, 
and when this is noted the single mirror 
method, which permits examination of the 
wall of the drill hole, is then used. In 
a natural pearl the observer can see the 
concentric rings layer after layer to the 
center of the pearl, accompanied by the 
gradual decrease in the light intensity. In 
the examination of the cultured pearl, the 
rings end abruptly as the mother-of-pearl 
core starts, and the light decreases sharply. 

When a necklace is candled, the needle 
is removed from the substage mount and 
the necklace drawn across the stage 80 
that each pearl will in turn fall in posi- 
tion over the intense light beam. Some op- 
erators consider this form of candling to 
be as accurate as the radiographic method 
of pearl testing. Candling, however, can- 
not be considered a reliable process for 4 
single pearl although it is of value as 4 
basis for a preliminary opinion as to the 
character of the necklace. Any question- 
able pearl in the strand can be removed 
and tested by the accurate double mirror 
method. 

Either or both of the above _instru- 
ments may be obtained from the Gemologi- 
cal Institute of America, 541 So. Alexan- 
dria, Los Angeles, Calif. 
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New England Mfg. Jewelers Are Optimistic, 


Feel Confident There is Good Business Ahead 


Manufacturing jewelers in Rhode Island 
and nearby Attleboro, Mass., are exhibit- 
ing an optimistic attitude, confident that 
the business slump suffered during the 
frst half of this year is definitely con- 
cluded and that there is good business 
ahead. 

The slump served to transform the 
thoughts of the industry generally away 
from the boom experienced during the last 
months of the war and in the first postwar 
months. Jewelry producers have learned 
that there is no use thinking of those days 
when anything in the jewelry line was 
meeting a ready sale. 

The transformation of the manufac- 
turer's thinking has been to periods of 
normal operation. He is comparing busi- 
ness today with business under normal 
conditions. He is thinking again of ways 
with which to successfully compete for a 
share of the jewelry market. He has again 
become creative, having realized during 
the slump that it was new merchandise 
that would attract the more cautious buying 
public. 

There has also been a change in attitude 
on the part of the buying public. Earlier 
this year there was a high wall of buyer 
resistance over which the manufacturer had 
to climb. To make the grade, the jewelry 
producer had to have new, attractive mer- 
chandise to pry the customer loose from 
his dollars. The customer also regarded 
prices as too high. He had heard about 
the excise tax on jewelry and decided to 
postpone his jewelry buying until the tax 
was removed and prices generally were 
lowered. The new jewelry items reaching 
the stores have helped him change his 
mind and buyer resistence is diminishing 
sharply even though it has not been pos- 
sible to lower jewelry prices very much. 
Three or four months ago layoffs in the 





Stinson's Jewelry Store Remodeled, 


Will be 100 Years Old in 1950 


Stinson’s jewelry store of Camden, Ark., 
has recently received some decided im- 
provements. The store was equipped with 
a new carrier air conditioner unit for the 
shopper’s as well as employees’ comfort. 
Seven fluorescent lighting systems were 
added and the walls were painted a cool 
blue. 

Stinson’s jewelry store can well be proud 
of a record of approximately 100 years of 
continuous operation with the ownership 
remaining in the same family and being 
handed down from father to son without 
a break. The business was founded in 
1850 in Camden, Ark., by George H. Stin- 
son, a native of Bath, Maine, and is now 
being conducted by his son and grandson, 
J. M. Stinson,’ Sr., and J. M. Stinson, Jr. 

J. M. Stinson, Jr., is a director of the 
Arkansas Retail Jewelers Association and 
a former president and secretary of that 
organization. He has served on many com- 
mittees and performed other duties for the 


American National Retail Jewelers Asso- 
Ciation. 
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Rhode Island and Attleboro jewelry fac- 
tories were daily occurrences. Business had 
seemingly vanished and until there was 
some indication it would return manufac- 
turers were forced to cut down their over- 
head. Many workers in the 300 or more 
factories in this area lost their jobs. 

That picture is changing also. One hears 
radio announcements of jewelry factories 
that are looking for workers. Newspaper 
advertisements list the various types of 
work available in the jewelry field. Things 
in general are looking up. 

In Rhode Island alone the employment 








level for July was up 3 per cent over the 
previous month with 13,392 employed in 
the factories of this area. The 3 per cent 
gain in employment for the jewelry and 
silversmithing industry is significant in the 
face of a 4.1 per cent drop in manufactur- 
ing employment generally in Rhode Island. 

Workers in the industry in Rhode Island 
were paid $542,090 in July, a figure that 
practically matched the previous month but 
was 10.6 per cent under July of last year 

Edward QO. Otis, Jr., secretary of the 
New England Manufacturing Jewelers’ & 
Silversmiths’ Association, sees the industry 
being lifted to new production levels, aided 
appreciably by the new lines that are mak- 
ing their appearance, bringing with them 
not only a wider style variety but also a 
lower price range. 
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Use your regular lathe chuck. With a Levin Chuck 


“Holding Pin Vise you.can hold any size from .0004” 


to Y%4”. To remove cannon pinions and roller tables 


—quickly ~ easily, just tighten on the cannon pinion 
—pull slightly and twist, and it’s off in a second! 


The time it saves—the jobs it does are worth its 


price many times over. 
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With great pleasure 
we announce the 
initial distribution 
of internationally 


famous 


eneva 
Watches 


Known to the 





discriminating who 
appreciate quality 
at a reasonable 


price. 


Geneva Watches 
made by the old 
master craftsman 
are again available 
to a larger circle 
of reputable 
jewelers— 


We invite your 


correspondence. 


Louis Sickles 


1015 Chestnut St. 
Philadelphia, Penna. 








-NACJ Convention Proves Outstanding Event 







One of the highlights of the NACJ Convention and Trade Show was the five lecture sessions 

in identification and classification of stones conducted by Dr. Frederick H. Pough. Although 

only a limited number of students could take the course because of the number of instru- 

ments and stones available, NACJ members were permitted to "eavesdrop" on the lectures. 

For the benefit of the “eavesdroppers,” a few of which are pictured above sitting in the 

background, Dr. Pough showed slides which permitted them to see what the students observed 
through their instruments. 
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and clocks, rolling stock, farm and 
factory equipment, and so I could go | 


' on and enumerate indefinitely. 


“If we get a depression it will be al- 
irresponsible | 


together due to loose and 
_ talk by persons who should know better. 


future. 1 believe that with intelligent 
| leadership we can work out a program that 
will continue the present level of pros- 
| perity indefinitely. 
| “Oh, we must have some readjustment, 
of course, but there is a vast difference 
between such readjustment and a depres- 
sion. 

“America is a land without present eco- 
nomic horizons. There is no limit to 
where we can go if we have the will and 
the industry. Today we stand on the thres- 
| hold of the greatest era of development in 
all the history of mankind.” 


WEDNESDAY SESSION 


Two speakers shared the spotlight at 
the third and final luncheon meeting of 
the Convention, held in the North Ball- 
room of the Stevens on Wednesday July 

_ 30. Hugh M. Bennett, outstanding tax 
authority, and Arthus G. Warner, noted 
New York economist and attorney, spoke 
on “Taxes Paid by Jewelers” and “Trade 


Diversion and the Fair Trade Acts” re- 
spectively. 

Mr. Bennett, who has had wide ex- 
perience with tax matters in Washing- 


ton, discarded his prepared speech with- 


| A depression will come only when our | 
heads, our faith in America, and in the | 
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Sells for 50 
You PAY LESS 
than half that! 


Silver Shine, that super silver 
polish, puts a smile on the 
housewife'’s face and a tinkle 
in your cash register. For Silver 
Shine cleans with so little ef- 
fort, leaves a hard, dry finish 
and no greasy residue to mar 
the luster. In other words it 
pleases—and a pleased customer (OSTS YOU ONLY 
always comes back for more. $3.90 PER DOZEN 
Try itl ORDER NO. 18E265 
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out delivering it and spoke “off the cuff” 
on those tax matters most likely to interest 
jewelers. 

“June collections of the retail excise tax 
on Jewelry,” he said, “indicate that the 
jewelry industry is far from ‘bleeding.’ And 
unless the industry is bleeding, it will be 
hard to convince the committees in Wash- 
ington that the industry needs relief.” 

On the hope for reduction or elimination 
of the 20 per cent tax, Mr. Bennett was 
none too optimistic, prophesying that any 
reduction at all would only go down to 
10 per cent. “That,” he said, “is the most 
we can expect—and not that until 1948.” 

Speaking of the Jewelry Industry Tax 
Committee, Mr. Bennett praised it as be- 
ing one of the few examples of unity in 
any industry. “And stay united,” he urged. 
“By all means stay unified in this Commit- 
tee. Tax relief will help the entire industry, 
not just one branch, and if you don’t have 
unity you will have nothing more or less 
than a scramble of conflicting views.” 





Eric Johnston president of the Motion Pic- 
ture Association of America, who traveled 
3,50 miles to address the NACJ conven- 
tion, was greeted at his arrival at Chicago 
Municipal Airport by William Wagner, 
NACJ executive secretary, and Clarence 
Olson, first vice president of the organiza- 
tion. 


Asserting that the movement in favor 
of excise taxes would become much 
stronger before it became weaker, Mr. Ben- 
nett pointed to Canada and Great Britain, 
both of which have higher excise taxes and 
many more of them. He cited figures 
to support these contentions, showing how 
much of each Government’s income was 
derived from excises. 

Mr. Bennett made the flat assertion that 
income tax reduction in 1948 would post- 
pone reduction of excise taxes until 1949, 
at least. 

While speaking of income and corporate 
taxes, Mr. Bennett pointed out that two 
recent court decisions gave hope for cer- 
tain refunds of sums paid the Government 
as excess profits taxes. The Kimbard’s 
Furniture Co. Case and the South Texas 
Lumber Co. Case are both instances where 
the taxpayer has instituted legal proceed- 
ings against the Treasury Department to 
get back certain portions of the excess 
profits taxes paid in accordance with the 
provisions of Section 736-A of the Internal 
Revenue Code. Mr. Bennett urged all those 
present to consult their legal advisors as to 
the possibility of obtaining relief under 
these provisions. 

Arthur G. Warner, noted New York 

(Please turn to page 400) 
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cradled in the 
EARTH... 


fashioned by 
MAN... 


imported by 
sen | 


Gems, of course! Dia- 

monds and colored 
stones in all shapes 
and sizes to answer 
the needs of every 
working jeweler. Max 
Stern & Co. Inc. im- 
ports them for you 
and keeps a large 
stock at your service! 





IMPORTERS 
17-23 John Street N.Y..7, WY. 
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London Letter 


Both the London and Antwerp diamond 
markets are maintaining their livelier ten- 
dency as the vacation season draws nearer. 
The influx of American diamond buyers, 
now at its peak, doubtless has some con- 
nection with the scarcity of usable stones. 
Diamond merchants here report a notice- 
able demand for loose stones with prices 
very firm and, in some instances, tending 
upward. 

“Goods of all types,” said a member of 
Backes & Strauss of Kimberley House, “are 
selling readily, particularly in medium 
class white melee and smalls. The demand 
here is not a lone incidence of brisker 
business—the Antwerp market also shows 
similar tendencies. 

“There are, at the present moment, 
many more American buyers in Europe 
than there have been for months past, with 
the result that once again there is a dis- 
tinct shortage of practically all well-made 
goods. Naturally, in view of this increased 
business prices are extremely firm, and in 
point of fact distinct price raises are 
noticeable. This is especially so in the 
case of medium and better quality eight 
facets, small brilliants and melee. 

“In other respects conditions in the mar- 
ket here are unchanged with the scarcity 
of modern, second-hand jewelry continuing 
very marked.” 

At a Christie’s auction the latter part 
of July $425 was paid for a silver tea 
and coffee service made in Philadelphia 
in 1825. The American silversmiths gstab- 
lished themselves in the early 18th century 
so that compared with “old” silverware 
this service is new. For a silver chocolate 
pot made by an English silversmith in 
1695 a buyer paid $1,120. 

At the next day’s jewel sale which 
realized $220,000 a necklace of 45 cushion 
shaped diamonds sold for $15,200 and a 
diamond and ruby bangle for $10,400 at 
current exchange rates. <A _ single-stone 
diamond ring realized $9,600, and a cir- 
cular diamond mounted as a ring went 
for $4,400. 

A Russian Imperial Easter egg changed 
hands at an auction of jewels at the 
Sotheby rooms recently for $6,600. The 
design was by Peter Carl Faberge who 
used to furnish the jewel surprises for 
the Czars in the days of Old St. Peters- 
burg. The “egg” takes the form of a 
Siberian jade orange tree in full bloom 
embellished with gems. The little tree 
stands up from its square onyx tub lat- 
ticed in gold. Concealed in the blossom 
is a singing bird musical box. This piece 
was designed in 1911 for Nicholas II. 
Fabergé died at Lausanne in 1929. 

A diamond cross of five oblong stones 
sold for $10,800; a diamond tiara of 
French empire design realized $6,400 and 
a bowl ornament featuring a large ruby 
in a diamond cluster went for $6,200. 

British retail jewelers report that the 
number of customers coming to them to 
have rings cut from swollen finger joints 






























is increasing steadily. ‘here has, they say, 
always been a certain amount of this kind 
of work, principally among people having 
a tendency to rheumatism, and mostly of g 
mature age. Now, however, it seems, many 
younger people seek the aid of the jeweler 
where rings are pressing into the flesh. 
Jewelers are unable to account for this, 
but some attribute it to the postwar aus. 
terity diet. 

It is interesting to get the views of 
American business men now visting jn. 
Britain on the economic set-up here. Most 
of them are amazed at the still visible 
signs of great physical damage, the result 
of wartime air raids, and the calmness 
with which the people face the coming 
grim months. 


—_— 


Schneer's Complete Remodeling 


Renovation and enlargement work, cost- 
ing approximately $60,000, was recently 
completed at Schneer’s jewelry store, 220 
Granby St., Norfolk, Va. 

The store has 20 floor and 14 wall cases, 
with eight floor cases in the center aisle 
in the form of a double horseshoe. Store 
fixtures are made of two tone walnut, all 
recessed under a curtain wall. The front is 
of a combination greenstone and limestone 
finish. 

Flooring is rubber tile and the interior, 
which is completely air conditioned, is 
lighted by modern indirect lighting fix- 
tures recessed in walls. The store is 34 
feet wide and 110 feet deep. 
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Earrings in various patterns in 14 KT 
Green and Red Gold 

St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match 

Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sizes; Ear- 
rings, Cuff Links and Studs to match 


Our comprehensive line of 
Gold, Platinum and Enaem- 
el Novelties, tncluding 
Vanity, Cigaraette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO.., Ine. 
Manafacturers 
64 West 48th Street 
New York 
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4 Paul Zirkel, 562 Fifth Ave., New York, 
has had his diamond setting shop com- 
pletely air conditioned. He reports it one 
of the best investments he has ever made. 
q Kenneth I. Van Cott of Binghamton, 
N. Y., vice president, northeastern region, 
of the American National Retail Jewelers 
Association and member of the Retail 
Merchants Bureau of the Binghamton 
Chamber of Commerce, said he favored 
getting rid of government control over in- 
stallment buying. 

4 The Somers-Ernst Co., Inc., and the O. 
J. Somers Co., Inc., wish to announce that 
Nat Kramer is now associated with them. 
He will cover the greater New York area 
and show their complete line of Soret gold 
and diamond jewelry and rings. 

q Based on the good results accomplished 
during the first half of the year, Miles E. 
Robertson, general manager of Oneida, 
Ltd., Oneida, N. Y., announced that a 
six months’ profit bonus has been declared 
by the company. 

q His many friends in the jewelry trade 
will be happy to know that Nathan Na- 
thanson has been promoted to Assistant 
U. S. Appraiser. His field covers watches, 
diamonds, stones, etc., as well as antiques. 
In November of this year, Nat will have 
rounded out his 30th year in the govern- 
ment service in this department. 

q Benjamin F. Finer, owner of a jewelry 
store in Carthage, N. Y., has opened a 
jewelry store at Lowville, N. Y., in a 
newly renovated building adjoining the 
Bateman Hotel. The store is managed by 
Miss Grace Mills. 


q Mrs. Sara Lynn Anderson, formerly de- 
partment manager of books at Macy’s, New 
York, was recently appointed manager of 
costume jewelry. Mrs. Anderson succeeds 
Miss Miriam Unger, who has resigned. 
Mrs. Anderson is a graduate of the Univer- 
sity of Kentucky in Lexington, Ky., and a 
native of Danville, Ky. 

q The photo studio of Wilson’s Leading 
Jewelers, Syracuse, N. Y., recently spon- 
sored a “Miss Charm of Syracuse” con- 
test in cooperation with RKO Keith’s 
Theater. 


q The Edward Morris Co. has officially 
opened its New York offices at 389 Fifth 
Ave., New York. These offices will service 
the Morris stores in Wilkes-Barre, Bethle- 
hem, Chester, Easton; Norristown, Harris- 
burg, Hazleton, all of which are in Penn- 
sylvania, and in Wilmington, Delaware; 
and the Joseph stores in Scranton and Car- 
bondale, Pennsylvania; and the four Rob- 
erts stores in Baltimore, Maryland; all of 
which constitute the Morris chain. 

The rapid growth of the Morris chain 
necessitated bringing the buying and man- 
agement offices to New York, which will 
be under the management of Elliot Kadi- 
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son. Mr. Kadison acts in the capacity of 
comptroller with buying, merchandising 
and sales promotional responsibilities. 
This move is designed to enable the 
Morris chain to take advantage of quan- 
tity purchases. It also makes it possible 
for the Morris Co. to have constant con- 
tact with the various markets and sup- 
pliers. 
q Miss C. Maud Seelye has resigned her 
position as saleswoman at the W. T. Achen- 
bach jewelry store with which she has 
been associated 44 years, and plans to es- 
tablish her own business in the Fall. She 
will handle lines with which she has long 
been familiar. Her sister, Mrs. Dorothy 
Seelye Toole, of Evanston, IIl., will come 
to Glens Falls, N. Y., to be associated 
with her in the enterprise. 
q Morris Garber has leased the fourth 
floor at 485 Main St., Buffalo, N. Y., for 
a jewelry salesroom. 





1948 Father's Day Campaign 
Wiil Open September 17th 


The official opening of the 1948 promo- 
tion campaign of the Father’s Day Coun- 
cil will be launched at a luncheon and 
meeting on Wednesday, September 17th, 
at the Pennsylvania Hotel, New York, 
according to an announcement made to- 
day by Alvin Austin, the Council’s Execu- 
tive Director. This coming Father’s Day, 
June 20th, 1948, will mark the 39th na- 
tional observance of the event, the first 
one having been celebrated on Sunday, 
June 19th, 1910. 

The meeting will be presided over by 
the new Campaign Chairman, Clare E. 
Nelson, Vice President of The Manhattan 
Shirt Co. 

Mr. Austin reported a high point of 
enthusiasm for the coming Father’s Day 
as a result of the fact that the 1947 event 
broke all records in point of business vol- 
ume done and the public’s participation 
in Father’s Day as an occasion both of rev- 
erence and gift-giving. The playing down 
of the commercial aspects of Father’s Day 
and the playing up of public service and 
sentimental phases have met with much 
sympathy on all sides. In particular, the 
stressing of building a strong America 
through wholesome child upbringing has 
sounded a popular keynote. 





Internal Revenue Collections Down 


Internal Revenue collections of the 20 
per cent retailer’s excise tax on jewelry 
for June, 1947, amounted to $15,066,284.14. 
This represented a decrease of $1,120,- 
152.02 under collections for June, 1946. 

June’s collections dropped below those 
for May, 1947, the preceding month, when 
collections reached $16,019,072.99, repre- 
senting a decrease of $952,788.85. 
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DIAMONDS 
All sizes — All shapes 


Single cut diamonds, from % to 
7 points, for emblems, wedding rings, 
side stones, etc. 

Swiss cut diamonds, from 3 to 15 
pointers for all kinds of jewelry. 

Full cut diamonds, in small stones 
from 3 to 15 pointers and in larger 
sizes, from 16 points to 2 carats eaeb 
for fine jewelry 

Finest polishing from Palestine 
and Belgium, straight sizes, classi- 
fled qualities. Please ask for eur 


576 Sth Ave. 
New York 19, N. Y. 
Longacre 5-3672 











rt 





ETERNA 


Makers of Fine Watches Since 1856 


U. S. Agency” 
ETERNA WATCH COMPANY 
OF AMERICA, INC. 


580 Fifth Ave., N.Y. _ Bryant 9-8660-8689 | 
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48 West 48th St., New York, N. Y. 
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269 So. 9th ST. 














OPALS 
ALL RING SIZES IN STOCK 
SPECIAL SIZES CUT ON ORDER 


ACE LAPIDARY CO. 
HENRY SCHULER 


92-32 Union Hall St., Jamaica 5, N. Y. 
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Braunfeld & Mehiman 
108 Fulton St., New York 7, N. Y. 























eContracts e Receipt Books, etc. 
Samples Sent FREE 


5. J. SURNAMER CO.—370-7th Ave., N.Y. 
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Send Fo:}] Jewelry Findings ¢ 2000 Items 
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Jay Kel—Men’s Expansion Bands 

Catalog 12 K. G.F. 


Pink—White or Yellow—per doz. $24.00 

10 K. Gold Spring Rings—per doz. $3.00 

Ring Guards, White or Yellow—per doz. $1.50 

Sterling Spring Rings, small size—per doz. $1.00 

Ear Wires, Sterling or Gold 

Watch Cases, 1(0'/2—934,—83,—Gents’—Yellow 10 K. 
R.G.P. Top, steel back—$2.50 & $2.75 each 
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The West Coast 


q Ben Bridge, owner of the jewelry store 
of the same name at 409 Pike St., Seattle, 
Wash., has had new honors bestowed upon 
him in his recent election to membership 
in the Seattle Chamber of Commerce. Mr. 
Bridge has long been active in the Seattle 
Retail Jewelers Club which he headed. 

q Smartly modern in every respect, the 
Bellevue Jewelers have been established 
in the Bellevue Shopping Center, created 
at Bellevue, Wash. In handsome, modern- 
istic setting, the Bellevue Jewelers are 
among a coterie of advanced retail mer- 
chandisers who have been carefully 
screened for their selection at this shop- 
ping center. 


q Gradually being converted entirely into 
a china, glass, and gift building, the Brack 
Shops, 527 W. 7th St., Los Angeles, Calif., 
began remodeling its 5,400-square foot 
third floor to accommodate the following 
newcomers to the building: Theodore 
Haviland Co.; Edna Rymal Coy and Ruth 
Sloan, representatives; Max Weil of 
California, and the Patio Workshop. 
Jointly moving from their quarters on 
the eighth floor, the Syracuse Ornament 
Co. and Harold Phillips, their representa- 
tive, will also become occupants on the 
third floor as soon as it is completed. 


q Martin Thomas, who was in the retail 
jewelry business in Huntington . Park, 
Calif., has purchased the Subway Terminal 
jewelry store on Hill St., Los Angeles, 


Calif. 


q Irving Marker, previously with Kay’s 
Jewelry Co., Burbank, Calif., has an- 
nounced the opening of his own retail 
jewelry store at 224 N. Market St., Ingle- 
wood, Calif. 
q Gilbert Johnson, previously connected 
with College Jewelers in Berkeley, Calif., 
recently opened his own retail jewelry 
store at 2155 Shattuck Ave., in Berkeley. 
q.N. P. Morey, 220 W. 5th St., Los An- 
geles, Calif., wholesale costume jewelers, 
recently announced the appointment of 
Ernest Frank as sales manager. Frank 
formerly represented Costume Accessories. 
“Values in costume jewelry are back 


toa pre-war level—quality once again is 
_ the guiding light for buyers.” Mr. Morey 


said. He feels that because of the price- 
conscious consumer, quality merchandise, 
equitably priced, will once more be on 
the market. 


q Meyer Wilk and Maurice Scholnick have 
purchased the jewelry store at 222 W. 
7th St., Los Angeles, Calif. The store has 
been compltely remodeled and will bear 
the name of Meyer Jewelry Co. 

Wilk was previously with Fidelity 

Diamond & Ring Co. in Chicago, while 
Scholnick was formerly connected with 
Myer Gerson Co., Detroit, Mich. 
q Bryant & Co. of Pomona, Calif., retail 
jewelry firm, has completed its new store 
in Uplands, Calif. The store will be man- 
aged by A. C. Watkins, formerly of Jack- 
son, Miss. 


q Peter Stolurow, former owner of Peters 


| Jewelry store, 317 W. 5th St., Los Angeles, 


Calif., has announced his return to the re. 
tail field with the opening of his new 
store at 4031 Vermont Ave., Los Angeles 
The store, which has been newly decorated 
with modern fixtures, will operate under 
the name of Vermont Jewelers. 

Mr. Stolurow will primarily feature 
diamonds, watches, and costume jewelry, 
carrying just a few appliances. 

q Dave Rubin recently purchased and com. 
pletely remodeled the jewelry store at 430 
S. Broadway, Los Angels, Calif. Mr. Rubin 
was for the past 15 years connected with 
Philip Wollman Co., wholesale jewelers 
in the city. 

q Kosches-Spitzel, 220 W. 5th St., Los Ap. 
geles, Calif., diamond importer and _ brok. 
ers, recently announced the appointment 
of Ralph Freeman as their Denver West 
representative. Mr. Freeman is well-known 
on the Coast, as he has for the past 12 
years represented several diamond and 
jewelry concerns in this territory. 





Louis Lefkoe Memorial Foundation 
Seeks Donations to Carry on Work 


The Louis Lefkoe Memorial Foundation 
has been started as a charitable foundation 
to advance medical research and progress. 
It is intended to perpetuate the name of 
the late Louise Lefkoe, prominent Philadel- 
phia jeweler, by continuing his charitable 
interests in medicine and medical prog- 
ress. His untimely death resulted from a 
disease about which medicine knows little 
concerning either its cause or its treat- 
ment. 

There were many contributors. The 
Foundation solicits further donations in 
honor of birthdays, anniversaries, or other 
special occasions, and in memory of friends 
and relatives. The donor will have each 
donation acknowledged to himself and to 
the individual or family concerned. All 
donations will be tax free, since the Foun- 
dation is charitable and educational. Con- 
tributions to the Louis Lefkoe Memorial 
Foundation may be sent to Dr. Harold 
Lefkoe, Medical Arts Building, 16th and 
Walnut Sts., Philadelphia, Pa. 
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He Got Thar Fustest! 


Ernest Heller, president of the Heller- 
Deltah Co., Inc., and vice-president of L. 
Heller & Son, Inc., 411 Fifth Ave., New 
York, arrived in Japan on August 12, three 
days before the deadline for beginning 
trade transactions, thus establishing a rec- 
ord of being the first post-war American 
to arrive in that country. 

Mr. Heller said all seats on Japan-bound 
planes were booked, so he took a plane 
hound for Shanghai intending to ask the 
Army’s permission to debark when he 
landed in Tokyo. He said if he was re- 
fused, he expected to continue to China 
and return August 15. 

Mr. Heller, a dealer in jewelry and 
pearls, was permitted to stay in Japan 
although an Army spokesman told him his 
presence ahead of August 15 was “rather 
embarassing.” Promising to make no busi- 
ness deals until August 15, Mr. Heller 
spent the next three days on the golf links. 

The purpose of Mr. Heller’s trip to 
Japan is to renew business contacts and 
to buy pearls. From Tokyo he will go to 
Shanghai, Bangkok, Calcutta, Rome Paris 
and London. He expects to return here by 
early November. 


ed 


COMING EVENTS 


September 


1-5—Bostn Gift Show, Hotel Statler, 
Boston, Mass. 
8-11—Mid-South Gift and Housewares 


Show, Ellis Auditorium, Memphis, Tenn. 


]2-15—Fourteenth Anniversary Conven- | 

















tion of the United Horological Association | 


of America, Hotel Charlotte, 


~~ 
16-20—Philadelphia Gift Show, Hotel 
Benjamin Frannlin, Philadelphia, Pa. 
27-October 2—Northwestern Gift, 
and Housewares Show, 
Minneapolis, Minn. 


Radisson Hotel, 


Charlotte, | 


Art 


28-29—Iowa Retail Jewelers Association, 
Annual Convention, Hotel Roosevelt, Cedar | 


Rapids, Iowa. 


October 


o-8—Denver Gift & Jewelry Show, Hotel 
Albany, Denver, Colo. 





| 


Owner of Tanganyika Diamond Mine 


States How He Will Market Output 


J. E. Williamson, owner of the Tangan- 


yika Diamond Mine which his been so | 
prominently publicized in the daily press, | 


has announced that hereafter his entire 
output of diamonds will be marketed 


through the Diamond Corporation and the | 


_ Diamond Trading Company. 


It had been felt in some quarters that | 


the Tanganyika products might hold some 
threat to the stability of the diamond mar- 
ket. Whether or not there was any foun- 
dation for such feeling, it has now been 
definitely removed by this new arrange- 
ment under which Mr. Williamson’s dia- 
mond output will be marketed through the 
conventional channels. 


FOK SEPTEMBER, 1947 








Increase Your Sales 


ARTLEY JEWELRY CO. 


93 Nassau St. 


with 
Stylish—Durable 
14Kt. SNAKE 
WATCH BANDS 


Beautifully Designed 
COVER and 
BRACELET WATCHES 


CHOKERS, 
Mesh Attachments, 
as well as attractive 
Fancy-Mesh Watches 


Prices sent upon request 


Manufacture’s of Fine Jewelry 
WoOrth 2-6408 

New York 7, N. Y. 

WHOLESALERS ONLY 
































Match Diamonds 


| match stones 

to any size and 

in any quantity. 
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Speedy On-Approval Service 
Wire Collect 


VVeinvers 


DIAMOND COMPANY, Inc. 
980 Fifth Ave., New York 19, N. Y. 
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OF COURSE. 


NEW HERMES INC, 
13-19 UNIVERSITY PLACE 
~ NEW YORK 3,N.Y. — 
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52 FLATWARE PIECES 


CAN YoU ENGRAVE THEM 


IN 20 MINUTES? 


















STERLING SILVER 
SALES BUILDERS 


No. 6000 
NEW—TEAPOT STYLE TEA BALL WITH TRAY 
2.50 Set 


No. 165B 


COMPOTE 
weighted base 
Dia. 6!/"' 
Hght. 7!,,"' 


5.75 Ea. 


No. 61 
CONSOLE STICK 
weighted Dia. 3'' 

Hot. 3" 


3.00 Pr. 


No. 310 
10°’ CANDLESTICK 
weighted 


7.00 Pr. 


No. 32 
ASH TRAY good 
weight. Dia. 3'/,"" 


No. 33 
CIGARETTE URN 
hollow base 
Hgt. 234" 


3.00 Ea. 


ne eb Fadl, 


JEWELRY AND SILVERWARE 
54 WEST 21st STREET NEW YORK 10,N. Y. 














Truman Grants Extension of Time 

To Renew Trade-Mark Registrations 
On August 6, 1947, President Truman 

extended the time for renewing trade-mark 


registrations with Switzerland to June 30, 
1948. The extension permits nationals of 


Switzerland to register trade-marks in the | 
United States Patent Office which have | 


been subject to renewal on or after Sep- 
tember 3, 1939. 

Due to conditions growing out of World 
War II, there was a disruption or suspen- 
sion of facilities essential to compliance 
with the conditions and formalities pre- 
scribed with respect to renewal of such 
registrations. Switzerland has accorded 
substantially equal treatment in this re- 
spect to trade-mark proprietors who are 
citizens of the United States. 


LET'S SEE 


Apparently unmindful of the old adage, 
“Curiosity killed a cat," is the crowd shown 
above milling around the windows of the 
Arthur A. Everts Co., Dallas, Texas. Rea- 
son for mob scene pictured above was the 
replica of Princess Elizabeth's diamond en- 
gagement ring which was displayed in the 
windows together with some official personal 
pictures of the British royal family. 


Jewelers Board of Trade Report 
Shows Rise in Business Failures 


A recent release from the Jewelers 
Board of Trade reveals the jewelry busi- 
ness is in a leveling off period, returning 
from its war-time boom era to peace time 
levels. Comparing financial embarrass- 
ments and liabilities for the first six months 
of 1947 to the same period of 1946, the 
report shows a total of 79 fF usiness failures 
with $3,708,500 liabilities for this year 
compared to 11] failures with liabilities 
of $600,800 for the corresponding period 
of 1946. 

A total of 34 retailers with liabilities 
of $960,500 failed in 1947 compared to 
six with liabilities of $125,300 in the pre- 
ceding year. In the first half of 1947 29 
wholesalers with debts of $2,343,300 went 
bankrupt compared to three in 1946 with 
liabilities of $173,000. The 1947 figure in- 
cludes nine wholesalers of costume jewelry 
with liabilities of $347,700. 

Fourteen manufacturers with debts of 
$386,200 failed in the first half of this year 
compared to one in 1946 with liabilities of 
$298,000. The 1947 figure includes ten 
manufacturers of costume jewelry with 
liabilities of $265,300. 











Antique - Reproduction 


DIAMOND CROSS 


14-Karat Yellow Gold, with Black 
Enamel Inlay. Size: 134 inches 
high; 134 inches wide. Contains 
eleven diamonds of good, brilliant 
quality, approx. 71/ points each 
—a total of about 821/, points, 


Our special price to the trade 


$135 
2%—30 Days 


14-K cross mountings furnished and vour 
own diamonds set. Complete $45.00. 


WALSAM DISTRIBUTORS 


114 Baronne St., New Orleans 12, La. 











ewelry Box es 
d 


an 
Displays 
Distinctive Designs 


by 
MAHAN 


* Paper 
* Plastic 
* Velvet 


* Leatherette 


Harry B. Mahan Co. 


Jewelry Box Division 
320 W. South St. 


Indianapolis 4, Indiana 
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Southern California 24 K. Club 
Asks Manufacturers to Lower Prices 


A resolution unanimously adopted by 
the board of directors of the Jewelers 24 
Karat Club of Southern California at a 
meeting on July 18 requested that manu- 
facturers of fair traded merchandise price 
their lines to allow the retailer a gross 
profit of at least the equivalent of Key- 
stone. 

The text of the resolution is as follows: 

“Whereas retail business conditions have 
generally returned to normal in matters of 
sales, salesmanship and good business pro- 
cedure, but 

“Whereas salaries, rents, advertising and 
other overhead expenses have not de- 
creased but are on the increase, and 

“Inasmuch as many manufacturers are 
found to be cutting their margin of profit 
lower and lower so that it is forcing retail 
jewelers to accept unbranded and unad- 
vertised lines whose quality may or may 
not be equal but whose mark-up is more 
favorable, and 

“Whereas we should prefer to handle ad- 
vertised lines if margin allowed, 

“Be it therefor resolved that manufac- 
turers who place retail prices on their mer- 
chandise, whether the items are controlled 
by the Federal Fair Trade Act or not, be 
requested to take into consideration the 
foregoing facts and so price their lines as 
to allow the retailer a gross profit of at 
least the equivalent of Keystone. 

“It is further resolved that copies of 
this Resolution be forwarded to all of the 
trade magazines and be presented to the 
National Association of Credit Jewelers, 
Board of Directors, at their annual con- 
vention, and to the American National Re- 
tail Jewelers Association in convention in 
New York City. 

“Respectfully submitted to the manufac- 
turers, wholesalers and importers of 
America.” 


ONLOOKERS 





Mrs, Richard Bernays, left, daughter-in-law 
of Lewis Bernays, British consul-general 
ere, is shown above giving a private pre- 
view of a replica of Princess Elizabeth's 
exquisite diamond engagement ring. The 
replica, made by Arthur A. Everts Co., 
Dallas, Texas, is held by Jeweler Bill Scott, 
tight, while Arthur A. Everts, Sr., looks on. 
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ORDER YOUR COPY TODAY 
FROM YOUR FAVORITE 
SUPPLY HOUSE...OR 

GEMOLOGICAL 

INSTITUTE OF 

AMERICA 


541 South Alexandria Avenue 
Los Angeles, California 




















REPAIRS and PLATING 
in GOLD and SILVER 


29 Years of Continuous 
Service to the Trade 





from 
Coast 
on to 
aia Coast 
( Before) 
( After) 
Highest 
Quality 
Workmanship 








HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 
Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Silversmiths 
17 West 45th St. New York 19, N. Y. 


Est. since 1918 
AT THE SAME ADDRESS 























HUGO'’s ‘Got Something’ 







Export 
inquiries 
invited. 





Gold Casting 
Silver Casting 


He plays the melody of 
Profits with keyed up pro- 
duction 


Efficient EQUIP- 
MENT, Quality SUP- 
PLIES, Good MOD- 
ELS, Improved 
TECHNIQUE. 


NEWLY prepared complete installation 
lists of equipment and supplies for: 


White Metal Casting 
Platinum Casting 


Oldest established Precision 
Investment Casting Equip- 
ment and Supply organiza- 
tion. 


ALEXANDER SAUNDERS & CO. 


Successor to J. Goebel & Co. Est. 1865 
PRECISION CASTING EQUIPMENT and SUPPLIES 


95 Bedford Street 


BEekman 3-6050 


New York City 14 
Cable Address HOWDAH | 
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Available under G. |. Bill 


Dept. J-9 541 S. Alexandria, 





GEMOLOGY —- DIAMONDS 


The only complete course in gemology, 
the science of all gemstones. 
all jewelers’ merchandise except watches. 


of Rights. 


GEMOLOGICAL INSTITUTE OF AMERICA, Inc. 


Los Angeles 5, 


Courses in 





Calif. 
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FINE STERLING 


HOLLOWWARE 


and 


PY AUTHENTIC ANTIQUE 
REPRODUCTIONS 


onal DIM a&X CO. 





72 K STREET 
BOSTON, MASS. 













In _sall, 


shire RJA will 


_In addition to the golf tournament, 


q R. E. Haley, jeweler at 43 Corey St., West 
Roxbury, Mass., and Mrs. Haley spent 
their vacation in Salt Lake City, Utah, at 
the home of Mrs. Haley’s parents. They 
left Bosten on July 19 and returned Au- 
gust 3. This was Mr. Haley’s first trip 
west and he reports that he had a won- 
derful time. 


q Many older firms, which have not ex- 
hibited during the war years, were back 
again this year at the Fall Gift Show at 
the Parker House, Sept. 1, through the 6th. 
180 firms exhibited, occupying 
space on five floors. Waltham Watch and 
Oneida Community were among those ex- 
hibiting again after a wartime absence. 
The Show also extended across the bridge 
from the Parker House into the Office 
Building maintained by the hotel, and in 
which many permanent exhibitors are lo- 
cated. 


q Members and friends of the New Hamp- 
gather for the annual 
fall outing at the Granliden in  Suna- 
pee, N. H., on Sept. 6, 7, and 8. 
there 


are various other sports events and bridge 


| prised 


games. with many valuable prizes going 
to winners. The Golf Committee com- 
Augustus U. Burque of Nashua, 


| George Stuart of Concord, William Selberg 


of Weare, William Pierpont of Providence, 


| R. I., Robert Abbott of Lowell, Mass., Mat- 
son Tinker of Portland, Me., and William 





Preston of Burlington, Vt. The General 
Committee includes Mrs. Addie Fiske 
Goodell, who recently retired as President 
of the Association. H. D. Page of Ports- 
mouth, the new President, Albert E. Alie 
of Dover. George Stuart, and “Gus” Bur- 
que. 


qq Among the New England exhibitors at 


| the annual show of the ANRJA at the 


| Waldorf-Astoria Aug. 
_ Albert’s Sons, 


| dence; 


' Co., Newburyport, 


ll to 14 were: I. 
Boston; B. A. Ballou 
& Co., Providence; C. J. Bates & Son, 
Chester, Conn.; Bojar Co., Inc., Provi- 
General Electric Co., Bridgeport, 
Conn.; The Gorham Co., Providence; 
Hampden Chain Co., Providence; Otis Co., 
Providence: Plainville Stock Co., Plain- 
ville, Mass., Sammartino Bros. Co., Provi- 
dence; Frank Smith Silver Co., Gardner, 
Mass.; Spear & Susskind Mfg. Co., Provi- 
dence; Speidel Corp., Providence; Tele- 
chron Co., Ashland, Mass., Towle Mfg. 
Mass., and Waltham 
Watch Co., Waltham. 


q Miss Elizabeth M. Brown, who has been 
in New York for the annual exhibit and 
show of the ANRJA, representing the 
American Gemological Institute, was back 
in Boston at Kennard & Company, full of 


Inc., 


_ plans for the fall and winter sessions of 
_ the New England Guild. 


A dinner meet- 
ing was under way for late this month, 


NEW RAGLAND 




















and announcements are to be made at that 
time regarding lectures and meeting dates 
for the coming season. 


q Vacations continued the chief topic of 
news during August. Miss Nancy Bender 
of the Nathaniel I. Goodman Co., 109% 
Jewelers Building, was off for New York 
State and Canada, with Mrs. “Nat” Good. 
man spending the summer at Onset. Jason 
L. Solomont of 903 Jewelers Building, 
spent his vacation in Maine. And, next 
door, in 904, Miss Effie Nagel, of the 
Henry R. Arnold firm, was off to the Cape 
and Provincetown. So on, through the 
whole building—Edward Heffron of Travis. 
Farber Co., going to Canada, and Charles 
Ross of the same firm, in Bethlehem, N, H. 
Oresto Delafino, same firm, went to the 
Great Lakes this year, and Mrs. Rose 
Marshall, the bookkeeper, went to New 
York City. Roy Spring, of Room 706, was 
off to New Brunswick. In the Mauran 
Watch Co., Roy Brooks was carrying on, 
Miss Mabel Sterling, his Secretary, was 
away, and Harry Webster was back, In 
the Louis A. Jacobson office, Howard 
Wright had gone to Vermont for this vaca- 
tion. Elliott Read of Kettell, Blake & 
Read, was vacationing on the Cape. Miss 
Lydia Sampson of the M. S. Page Co., was 
“in the country.” Henry Mendelsohn of 
Mendelsohn Brothers, was in Bethlehem, 
N. H., and Mrs. Lillian J. Hayes was away 
for a cruise to Nassau and Bermuda, with 
Mrs. Laura Cutts, her associate, carrying 
on in her absence. Mr. and Mrs. Arthur 
S. Kelley of Norling Bloom Co., were 
vacationing in Colebrook, N. H. and 
Quebec, getting in a bit of fishing en route. 
“Dave” Percival of D. C. Percival & Co, 
was back after race week at Marblehead. 
James Russell of E. H. Saxton Co., spent 
his vacation in Meredith, N. H., and Rita 
Carney of Swartchild & Co., spent hers in 
Maine. 

q The Mauran Watch Co., Jewelers Build: 
ing, through Roy Brooks, announces that 
Thomas H. Boyle, Sr., formerly with the 
American Standard Watch Case Co., sub- 
sidiary of the Bulova Watch Co., and al 
one time associated with Mr. Brooks, has 
now joined the sales force and will cover 
the New England trade. 


q Harland W. Pettingill, of Tilton, N. H, 
who experienced a small fire in his store 
not long ago, with considerable water dam: 


age, also underwent an operation at 4 
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“NATIONAL PLASTIC 
WATCH CRYSTALS 


Patent Applied fer 


UNCONDITIONALLY 
GUARANTEED 
FOR ONE YEAR! 

e AGAINST BREAKING 
e COMING OUT 
e LEAKING DUST 
e or DISCOLORING 
and NO CEMENT IS USED 


ANY SIZE OR SHAPE 


CLEAR OR COLORS 


PROMPT SERVICE 


SEND YOUR BEZEL FOR A 


FREE FITTING 


FITTED EXCLUSIVELY BY 
GYGER BROTHERS’ 


NATIONAL CRYSTAL CO. 


29 E. MADISON STREET 
DEPT. A CHICAGO 2, ILL. 




































| always 
SOMETHING NEW 


in old, dependable lines 


¢ WATCH BOXES 

° RING BOXES 

° GIFT BOXES 

© DISPLAYS of all types 


© JEWELERS’ FINDINGS, SUPPLIES 


* CLEANING MACHINES 
© JEWELER’S TOOLS 

¢ WATCH MATERIALS 

° WATCH ATTACHMENTS 


BRETTON BANDS: stock always on hand 
Leather Watch Straps 


* JEWELRY ITEMS 
WRITE FOR CATALOG 


TOLCHIN COMPANY 


Wholesale Jewelers 
5 N. Wabash Ave., Chicago 2, Illinois 








725 S. Spring St., Los Angeles 14, Calif. 
SETA ERE A ROME MRO ho NIE ETE 
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cooler on warm days this summer through 
the installation on the roof of what is 
known as an “April Showers” system, a 
sprinkler affair which soaks down the flat 
roof and lowers the temperature inside by 
several degrees. 

q John H. Grecoe of Andover, Mass., re- 
cently underwent a serious operation at 
the Andover Hospital, and is now con- 
valescing. 


q The Superb Case Co. of Boston, manu- 
facturers of compacts and cigarette cases, 
has announced appointment of the follow- 
ing representatives: Ardin Associates; 
Boston, to cover New England; “Sig.” 
Horowitz, Providence to cover New York 
State, Pennsylvania, and Ohio; “Bill” 
Richards of Providence to cover Phila- 
delphia, Baltimore, Washington and the 
southwest; Leo Zucker of New York City, 
to cover that city; Fred Whitney of Chi- 
cago, to handle the Middle West; Wilk- 
ing Export Co., New York City, to handle 
exports; and A. L. Trachman of Los An- 
geles, to cover the West Coast. 


q Conrad Alie, a brother of Albert E. 
Alie of Dover, recently elected President 
of the New Hampshire Retail Jewelers 
Association, has just opened a new store 
which he purchased at 13 Wakefield St., 
Rochester, N. H. 

q Mrs. Laura Gradeski, sister of Katherine 
A. Murphy, who last month took over the 
C. W. Sweetland & Son firm in the Jewel- 
ers Building, was marooned for several 
days on Breman Island, Maine, off the 
coast near Friendship, when both of the 
engines in the only two boats connecting 
the island with the mainland broke down. 
She had gone for a week-end only, and 
Miss Murphy, who had expected to attend 
the New York Gift Show at the Biltmore, 
was forced to cancel her arrangements 
and stay home to hold the fort. 


q John K. S. Mills, of 901 Jewelers Build- 
ing, underwent a serious operation at the 
Beth Israel Hospital, Boston, early in Au- 
gust, and is reported to be recovering 
rapidly, although his vacation plans an- 
nounced earlier were necessarily canceled. 


q “Billy” Murray, Jr., son of William 
Murray, 901 Jewelers Building, who shares 
space with John Mills, also underwent a 
slight bit of hospitalization when he met 
with an accident recently which left his 
left ear bandaged for several weeks. His 
parents were off on a fishing trip to New 
Brunswick. 

q Speaking of fishing, Richard T. Marshall 
of 902 Jewelers Building, was proudly 
showing his picture holding a 20-pound 
striped bass which he had caught off 
Marshfield, Mass., near Hummarock. The 
fish, he said, was “bigger than his three- 
year-old daughter.” That’s what the man 
said! 

q A. Gashin, watch repairer, who has 
shared space in Room 908 Jewelers Build- 
ing with S. L. Miller & Son, has taken 
over Room 501, recently vacated by J. H. 
Hershon, who retired, and has added a re- 
tail line of jewelry. The office has been 
completely redocorated, and new fluores- 
cent lighting has been installed. 
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ANRJA Convention ‘Biggest Ever' 
(From page 375) 


B. C. Clark, Oklahoma City, Okla.; Pa- 
cific, A. W. Molin, Portland, Oregon; Trea- 
surer, Hoyt T. Purvis, Jonesboro, Ark., 
Secretary, Charles T. Evans. 

The dinner on Thursday evening which 
concluded the week’s activities was a huge 
success. A new high water mark was set 
for attendance with both the first and 
second balconies as well as the main ball- 
room floor being completely filled. A ster- 
ling silver pitcher and tray were presented 
to retiring President Durward Howes at the 
close of the banquet which was followed 
by an excellent entertainment that was so 
keenly enjoyed by the diners that their 
repeated encores kept the show going till 
midnight. 


NWJAResumes Assay Work 


In a further step in its drive to insure 
that gold, gold filled, and silver merchan- 
dise is actually up to the qualities marked 
on such items, the National Wholesale Jew- 
elers’ Association has reinstituted the assay 
work which it carried on prior to the war. 

A committee of four, whose names will 
not be disclosed, has been appointed to 
function as an assay committee, and will 
select merchandise at random from ship- 
ments of various manufacturers from time 
to time, and will submit them to a na- 
tionally-known assay firm for analysis. A 
report of the findings will then be sub- 
mitted to the Jewelers Vigilance Commit- 
tee, who in turn will either take the mat- 
ter up with the manufacturer, or if such 
action appears warranted, will submit the 
case to the proper U. S. Government au- 
thorities. 

In addition to items selected by the 
committee all members of the National 
Wholesale Jewelers’ Association are invited 
to submit for assay any articles which 
they may suspect to be of considerable 
quality. Such articles are to be sent to 
the Office of the Secretary, 505 Arch 
Street, Philadelphia, Pa., who will forward 
them to the assay committee. 

There is no charge to members for 
either this individual service or for the 
general policing, the entire job being 
financed out of the funds of the Associa- 
tion whose Executive Committee has ap- 
propriated a special budget for carrying 
on this work. 








New Hampshire RJA Plans Outing 


The outing of New Hampshire jewelers 
at the Granliden at Sunapee on September 
6, 7, and 8, is an opportune time for the 
jewelers and their friends to take a few 
days’ rest and recreation before settling 
down to Fall and Winter business. 

Every effort is being made to make the 
outing a successful and pleasant meeting. 
There will be a golf tournament—bridge 
and sports—with prizes. All facilities of 
the hotel will be available for the pleasure 
and comfort of the jewelers and their 
friends. 
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q Samuel T. Tomlin, Jewelry Buyer at 
John Wanamaker of Philadelphia was the 
guest of honor at a dinner given to cele- 
brate his fiftieth anniversary with the com- 
pany Thursday, August 28. The dinner 
was held at Kugler’s Restaurant with over 
90 executives and other guests attending. 
Among those present were Mrs. Samuel 
Tomlin and their daughter Miss June Tom- 
lin and Mr. Wanamaker, descendent of the 
founder of the store who is its present 
executive head. Victor Hagerstrom mer- 
chandise manager, spoke of Mr. Tomlin’s 
commendable record with the store which 
he entered, 50 years ago, as a stock boy. 
A beautiful television set was presented 
to Samuel Tomlin as a present from the 
executives of the Wanamaker store. 

q The name of Miss Jean Kelly has been 
added to the staff of the John Wanamaker 
Jewelry Department, under Samuel Tomlin. 
Miss Kelly was formerly a_ free-lance 
model, and is now head bookkeeper for the 
department. 


q Spokesmen for the Sansom Street Busi- 
ness Men’s Association report that this 
organization is planning an _ important 
husiness meeting the latter part of Sep- 
tember, tentatively set for the 23rd or 25th, 
at which time the program will include 
at least two prominent speakers and enter- 
tainment in addition to the business on 
hand. In the past month this organization 
has promoted a “Keep The Street Clean” 
Program which has brought very effective 
results. 

Through their efforts, six trash contain- 
ers have been installed on row 
with signs encouraging pedestrians to use 
them and “Keep The Streets Clean.” The 
city has also been persuaded to clean and 
sweep the street each morning. Results: 
The Sansom Street Business Men work on 
a clean and shiny street now, a much 
more effective and suitable atmosphere for 
selling such luxuries as jewelry. 

A petition has been signed by all 
neighborhood jewelers, which the Sansom 
Street Business Men’s Association orig- 
inated, to limit parking to one-half hour 
on Sansom Street between seventh and 
eighth streets. This, they hope, will per- 
mit customers of the jewelers to find park- 
ing space without difficulty for as long 
as needed to conduct business. 


q Kurtz Jewelers, of and 
who handle both cash and credit 
report a decided trend toward credit buy- 
ing which is echoed by many other mer- 
chants in this area. 


q Frank & Seder of Philadelphia and 
Upper Darby have installed a new “Vet- 
erans’ Buying Plan” to make certain that 
a good percentage of Philadelphia’s ter- 
minal leave bond money will be exchanged 
for their merchandise including jewelry. 
The veteran is invited to bring his bond 


‘jewelers’ 
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into the Credit department where his jdep. 
ity and financial responsibility is checked. 
He is then given the opportunity to buy 
coupons or “Frank & Seder Money” up to 
the amount of the bond or beyond. These 
coupons are good anywhere in the store. 
The customer is billed in September fo, 
the number of coupons bought regardless 
of whether they are spent or not, at that 
time. Since this system operates similar 
to a regular charge account, but for one 
month only, there is no carrying charge, 
One of the strong points in the advertise. 
ing was the promise: “We do not hold 
your Bond—you take it home with you.” 
Free terminal leave forms and free notary 
service were additional inducements. 
q Even Grant’s 5 and 10-cent stores Chain 
have recently opened Charge Account Sys- 
tem which permits customers to buy the 
most inexpensive costume jewelry thirty 
days in advance of payment. 
q Albert E. Price recently returned from 
a buying trip to England, France, Switzer- 
land, Czechoslovakia, Sweden and _ other 
parts of Europe and South America. 
q The Albert E. Price three-story building 
at 710 Sansom St., has been completely 
remodelled to make one of the most out- 
standing show rooms and wholesale houses 
in the country. 
q Josef S. Milner, president of House of 
°* well-known jeweler, 728 Sansom 
, Philadelphia, sailed on the S. S. Queen 
Shuahouh for a month’s visit to Europe. 
He will return early this month on the 
S. S. Queen Mary. 
q Albert Govberg, prominent wholesale 
jeweler of Sansom Street, recently moved 
into his new home in Merion. 
q Benjamin Bloch will return to Phila- 
delphia about October first after spending 
the summer managing |} ‘= business in East 
Gloucester, Mass. 
q.A large number of Philadelphia jewel- 
ers attended the Jewelry Show in New 
York, including: Lewis Neff; Martin Tay- 
lor: Edward Tinkleman; Mickey Orloff; 
Samuel Gleaner of Time jewelers; Her- 
man C. Sonnheim; Ellis Kurtz; Allan Gur 
wood; and others. 
4 Mickey Orloff, prominent wholesaler of 
706 Sansom St., has introduced a new item, 
the “Bangle Beau,” a gold-filled bangle: 
bracelet with a rhinestone watch attached, 
containing a 17-jewel movement. Full de- 
tails will be found in the Orloff Co. ad- 
vertisement in this issue of JeweLers’ CIR 
CULAR-KEYSTONE. 
q Bass & Mantz have moved from the sec- 
ond to the first floor of the building at 128 
South Eighth St. 
q Benjamin Gandel has moved from 128 
South Eighth St. to 713 Sansom St. 
q The list of vacationers at this time 
would fill a dozen columns this size; % 
we must confine comments in this field 
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to the fact that this column misses Edwin 
S. Malmed, General Counsel for the Retail 
Jewelers’ Association of Philadelphia and 
Eastern Pennsylvania, who usually sup- 
plies us with news of this organization and 
its members, as well as information on the 
legal and political matters effecting jewel- 
ers. 


q Huberman’s of 29 S. llth St. have com- 
pleted redecorating and installing air con- 
ditioning equipment. Customers are en- 
couraged to enter the new, glass door by 
a tricky display in the newly decorated 
windows. A toy dump truck has been 
smashed and lies next to the window at 
the lowest display level. From it parts of 
watches and broken jewelry are strewn 
about the “ground” apparently broken in 
the “accident.” A miniature rustic signs 
at a cockey angle advertises “Watch Re- 
pairing.” Spokesmen for the store re- 
ported that it had brought many inquiries 
and some new business in repairing and 
sales of new merchandise by customers 
whose old watches were too far gone to 
repair. 

q Duvals of 1521 Chestnut St., are now 
sporting a new steel case with five shallow, 
glass, shelves for displaying merchandise 
parallel to the show window but slightly 
longer and slightly lower, extending in 
front of the store wall. This long, narrow, 
glass enclosed show case, extending as it 
does beyond the store front, bids for public 
attention. At present it is being used to 
show compacts. On the opposite side of 
the front door a glass enclosed, steel sign 
panel allows advertising space for special 
promotions such as that on Watch Repair- 
ing at present. It will be remembered that 
this is in accordance with the owners plans 
as announced in this column a couple 
months ago. The idea came from an in- 
genious attempt to cover up the damage 
of a storm in ripping off two sheets of 
black, building glass formerly occupying 
this space, the sole purpose of which was 
decorative. 


q Ye Old Trading Post, Inc., of 1728 
Chestnut St., selling antique jewelry and 
other antiques, will reopen September 2 
after being closed for the entire summer. 


q Bonwit Teller of 17th & Chestnut Sts., 
Philadelphia, is now completing alterations 
necessitated by the opening of a “Junior 
Wing” on the second floor which will in- 
clude jewelry suitable for the high school 
and college girls as well as wearing ap- 
parel. 


q William Packman, Publicity Chairman 
of the recently reorganized Sansom Street 
Business Men’s Association reports for 
this organization that two of its aims are 
to attract and encourage wholesale buyers 
from in and out of Philadelphia to place 
orders for merchandise here; and to work 
toward the removal or substantial reduc- 
tion of the 20 per cent excise tax on 
jewelry at present. 


q Sterling’s of Darby, Pa., have obtained 
possession of the store adjacent to theirs 
for which they had contracted six months 
ago, but found that three thousand dollars 
(Please turn to page 399) 
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q Leon Engel will make a four week 
Southern trip to promote the “Princess 
Bonded Diamond Ring.” He has been 
working on this bonded diamond ring idea 
for the past two and a half years and it 
has just been approved by the State In- 
surance Commissioner of Maryland. Each 
Princess Diamond Ring that is sold is reg- 
istered and is accompanied by a Replace- 
ment Agreement that guarantees protection 
for one year against loss, theft, fire, acci- 
dental breakage, etc. J. Engel & Com- 
pany’s “Princess” head has been glamor- 
ized and is now a modern young lady with 
regal countenance instead of the one of 
grandad’s era that was used previously. “A 
Princess Diamond for Your Queen of 
Hearts” is the clever slogan used in their 
advertising program, which consists of 
furnishing display material, material for 
radio programs and newspaper mats to 
retailers. 

q Castlebert’s branch store, at 2006 Ed- 
monson Ave., Baltimore, was purchased on 
July 21 by Emil Teitell, who was em- 
ployed in their main store for five years 
and in this particular branch store for 
three years. Mr. Teitell also purchased 
the complete stock and will continue to 
carry the same line of merchandise as 
previously carried by Castelberg’s. 

q Frank A. Gibson, Ridgely, Md., has 
leased a store temporarily where he will 
sell a nationally advertised line of jewelry 
and repair watches. He will move one-half 
block down the street from his present lo- 
cation in three months. Mr. Gibson is a 
graduate of the American Academy of 
Horology and previously worked in Florida. 
q Jay Engel has just returned from a very 
successful Southern selling trip, the first 
he has made since pre-war days. 

q Notice has been given that the partner- 
ship between J. L. McCall, W. W. Ferrell 
and H. W. Carson, carrying on a retail 
jewelry business at Oak Hill, Va., and at 
Mount Hope, W. Va., as McCall Jewelry 
Co., was dissolved by mutual consent on 
July 1, 1947, and that the business in the 


future will be carried on by McCall 
Jewelry Co. of Oak Hill and McCall 
Jewelry Co. of Mount Hope, both cor- 
porations. 


q Floyd R. Frazee is enlarging his store 
in Parkersburg, W. Va., to twice its pres- 
ent depth. He is installing a new set of 
store fixtures and adding several new de- 
partments, including Electrical Appliance 
Department and Camera Department. The 
improvements will probably be completed 
about the middle of September and a for- 
mal opening held at the end of September. 
q Carl J. Doederlein & Co., Baltimore, 
which has been operated for the past 
seven years by Carl J. Doederlein, Nelson 
R. Coleman, Jr., and Thomas M. Williams, 
Jr., as individuals, has recently been in- 
corporated again under the name of Carl 
J. Doederlein Co. with Mr. Doederlein as 









President, Mr. Coleman as Vice President, 
d Mr. Willi S . 
and Mr. Williams as Secretary-Treasurer 
4 The Baltimore Bowling League held 
their outing on August 10 at Wildwood 
Beach. There was a beauty contest, pie 
eating contest, potato bag race, amatey; 
contest and afternoon and twilight bal] 
games. Everybody participated in a bee 
drinking contest. Bowlers from Morstein’s, 
Kaplan’s, Modern, Royal, Koener’s, Stief’, 
were present. The winter bowling seasgop 
will start Tuesday, August 26, at the 
Charles Bowling Alley. Jules Morstein says 
that there are still openings for several 
teams and wishes anyone interested jp 
bowling in the League to contact him. 
q The Thrift Jewel Shop., Inc., had a very 
successful opening of their new store at 
421 Church St., Norfolk, Va., on July 1], 
Adolph Kingoff is President of this cor. 
poration, S. I. Zfass is Treasurer, and Ar. 
thur F. Swartz is Executive Vice President 
and Secretary. 
q Melart Jewelers, 405 Rhode Island Ave, 
N. E., Washington, D. C., formerly a 
partnership consisting of Melvin Foer and 
Arthur Sheinbaum, incorporated in the 
State of Delaware on July 1, 1947. Mr. 
Sheinbaum is President of the new cor. 
poration, Mr. Foer is Vice President, Mrs. 
Sheinbaum is Secretary, and Mrs. Foer is 
Treasurer. The officers comprise the Board 
of Directors. 
q Stroupe’s Jewelry Store, 27 S. Steel St, 
Sanford, North Carolina, has been pur 
chased by Holmes M. Wagoner, Sr., and 
Holmes M. Wagoner, Jr., a partnership 
formed on July 1, 1947. The elder Mr. 
Wagoner has operated a jewelry store at 5 
S. Steel St. since 1930. As previously, he, 
together with his son, will sell a popular 
priced line of jewelry and do watch re 
pairing. 
q Albert N. Wilner is now associated with 
the U. S. Jewelry Co., Inc., of Baltimore, 
Md., and will cover the territories of Penn- 
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sylvania, New Jersey, Delaware and Mary- 
land calling on the retail jewelers in the 
above territories. 

q Anthony Muscelli is putting a new front 
in his store at 301 W. 4th St., Wilming- 
ton, Del. New fixtures will be installed 


: Giftland, of Baltimore, had a very nice 
display of jewelry at the Glen Burnie 
Carnival held during the first part of Au- 
gust at Glen Burnie, Md. 

4 The Sutton Jewelry Co., now located 
at 132 East Flagler St., Miami, Fla., has 
acquired a lease on a building at 72 West 
Flagler St. Opening of the new establish- 
ment is set for October 1. 

q Alfred Scheier recently assumed new 
duties as manager of Friedman’s Jewelry 
Co., 1436 Main St., Columbia, S. C. 

q Halpert’s Jewelers, 140 N. E. Second 
Ave., Miami, Fla., has enlarged, remodeled 
and air-conditioned its display room. 

4 B. B. Harmon, jewelers, of Columbia, 
S. C., have moved from 633 Harden St., 
to more spacious quarters at 2024 Devine 
St. 

q Ray Barrett, prominent jeweler of Jack- 
son, Miss., is now located at 113 West 
Capitol St. 

4 The Helms Jewelry Store will open soon 
at York, S. C. Lewis Moss will be in 
charge as manager. 

q Roscoe and Henry Steele have opened a 
jewelry and gift shop in the McCullar 
Building at Selmer, Tenn. 

q Eli Rubin Co. filed articles of incorpora- 
tion at Dover, Del., to engage in the 
jewelry business, listing capital at 1,000 
shares, no par. 

qW. E. “Bill” Endicott who recently 
opened the Forrest City School of Watch- 
making and Engraving at Forrest City, 
Ark., has had a steady increase in en- 
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rollment each week. Some students have 
been attracted to Forrest City from as far 
as Arizona and Montana, and on July 14 
Mr. Endicott received an inquiry from 
three veterans in Clearmont, N. H. One 
of the biggest handicaps to the big en- 
rollment is finding living quarters for the 
would-be students in Forrest City. 


q The newest store to be added to the 
modern business section of Crossett, Ark., 
is the Bob Elliott & Son jewelry and gift 
shop, which opened in that city on July 
17. Mr. Elliott has operated a similar busi- 
ness in El Dorado since 1919 and one at 
Magnolia since 1940. Keathley Scisson, 
who has been associated with Mr. Elliott 
at El Dorado, will move to Crossett and 
take over the management of the new store. 
Several thousand guests were invited to 
inspect the store on opening day. 

q At a meeting in Portland, Ore., July 
30, M. L. Millspaugh, president of Samuel 
Kirk & Son of Baltimore, said that jewelry 
buyers are more and more seeking quality 
merchandise at a fair price, in contrast to 
the war years, when buyers were not 
necessarily seeking the cheapest item but 
were not as discriminating in their tastes. 
Mr. Millspaugh said his company is strug- 
gling under a bank of unfilled orders, one 
reason being that war brides, married 
when silver was not available, are now at- 
tempting to build up their sterling sets. 


q The Haley Jewelry Store, Ashburn, Ga., 
has moved into a new and modernly 
equipped building which is divided into 
two parts. The jewelry, china, silver and 
gift and art items, with the repair depart- 
ment is now on one side, and the optical 
department operated by J. W. Haley, is on 
the other side. Heretofore the jewelry and 
optical departments were operated to- 
gether. 

q Glenn Moore, who has been located in 
the store of the Green Jewelry Co., Corpus 
Christi, Texas, has opened the Glenn 
Moore Watch Repair Co., across the street 
at 306 Chaparral St. 

q Shain’s Jewelry Co., El Paso, Texas, 
which was formerly the American Jewelry 
Co., has moved into its new and enlarged 
store at the corner of Mills and Stanton 
Sts. 

q J. Carl Reynolds has resigned as assist- 
ant manager of the C. R. Anthony Co. to 
become associated with the Tick Tock 
Tucker Jewelry Co. in McAlester, Okla. 


q Retail jewelry store sales in Texas 
showed a decline of 15 per cent in June 
from May figures, according to the Bureau 
of Business Research of the University of 
Texas. 

q P. Krauss, Inc., one of the oldest jewelry 
establishments in Louisiana, celebrated its 
50th anniversary on Friday, July 11. It 
was founded by the late Paul Krauss in 
1897, and is now owned and managed by 
his three sons, Paul Jules and Louis 
Krauss. 


q John A. Tremayne recently purchased 
Carter’s Jewelers, 424 North Seventh St., 
Dade City, Fla. Mr. Tremayne was once 
general manager for Forester Jewelers, Ore- 
gon, and before the war was a manager of 
a Gensler-Lee store in California. 
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AN OUTSTANDING “GRAN” emblem 
ring, carrying the same mark of 
distinctive design and workmanship 
evidenced throughout our line. 

In this ring we offer another 
Special Order Ring without “Special 
Order Expense”, adaptable to any 
combination of emblems to suit the 
individual need. 

When you offer yourtrade “GRAN” 
Combination Emblem Rings, you 
give them fine quality, individually 
designed merchandise at no greater 
cost. We invite your inquiry. 


GRAN ana CO. 


Creators and Manufacturers 
of Fine Emblem Jewelry 


546 So. Meridian St. + Indianapolis 4, Ind. 
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Gold - Silver - Chromium 
Largest and Oldest in the South 


SIMMONS PLATING WORKS 


213-223 Pryor St.. S$. W Atlanta 3, Ga. 





Model No. 222-A 
@ 17 Jewels 
@ 14K Gold Case 
@ 6 Genuine Rubies 
@ Rhinestone Dial 
@ Gold Filled Bracelet 
1 @ Dome Glass 


$29.95 
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Silverware 


REPAIRED & PLATED LIKE NEW 
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EST. 1917 
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AMERICAN 
DIAMOND SYNDICATE 


37 So. Wabash Ave.. 
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4 DAYS SERVICE 


Complete Line Watch Cases and Dials 
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q Friends of Allen Pinero througout the 
jewelry trade, and particularly in the 
middle west and south, will be grieved 
learn of the death of his only son Cadet 


Pierre (Bucky) Pinero, age 17, on August 
| 2. “Bucky” was life guard at Pentoga 


Park, Stambaugh, Mich. and sustained a 


_ broken neck in a shallow water dive the 


| Tuesday previous. 





He was to return in 
September to Kemper Military Academy, 


| Boonville, Mo., for his junior year. Allen 
| Pinero, popular and well-known manufac- 
_ turers representative maintains an office in 


Chicago but he and Mrs. Pinero have 
made their home near Crystal Falls in the 
Iron River section of Michigan’s western 
peninsula for the past several years. 

q John E. Baumrucker, Jones & Baum- 
rucker, announced recently that they have 
sold their business at 4004 W. 26th St.. 
Chicago, to Flo Nenzil who will operate 
as Nenzil Jewelers. Mr. Nenzil was man- 
ager of this store for more than 27 years. 
There is no change in the Jones & Baum- 
rucker business at 31 N. State St. 

q.H. Paul Juergens, completed his 50th 
year with the well-known Juergens & An- 
dersen Co. in Chicago on August 17, hav- 
ing served more than half of the 93 con- 
tinuous years that the Juergens family has 
been prominent in the jewelry business of 
Europe and America. 

q Walter H. McKenna & Co., Inc., of 
Providence, R. I., recently announced the 
establishment of a Chicago office in room 
1301 of the Columbus Memorial Building, 


31 N. State St., and appointed B. O. Hess 
manager. Mr. Hess will serve as their 
sales representative in the Middle West 
territory. 

q Raymond C. Grosscup, age 49, . asso- 
ciated with C. D. Peacock Co., in their 


diamond department for the past 30 years, 
died on August 2 after a brief illness. 

q Jack F. Macke, age 66, one of the best 
known material men in the Middle West, 
died shortly after arriving home from 
business on July 22. Mr. Macke who be- 
gan his career in Cincinnati has been asso- 
ciated with the C. & E. Marshall Co., for 
the past 27 years and was manager of 
their “loop” sales office in Chicago for 
the past several years. 





Veterans Train Under G. I. Bill 
To Become Jewelers, Watchmakers 


A total of 6043 ex-servicemen and 
women are taking on-the-job training un- 
der the G. I. Bill to become jewelers, 
watchmakers, and gold and silversmiths, 
the Veterans Administration recently an- 


' nounced. 


The figure was arrived at from a sam- 
pling of the records of some 619,000 vet- 


_erans enrolled in job training courses on 


May l. 
Under the Servicemen’s Readjustment 
Act (G. I. Bill), veterans are eligible for 
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on-the-job training if they served jn the 
armed forces for 90 days or more, part of 
which was on or after September 16, 1940, 
and they were released under conditions 
other than dishonorable. 

The period of job training to which , 
veteran is entitled depends upon the length 
of active military duty. He receives one 
year, plus one month for each month of 
military service. The maximum for on-the. 
job training courses other than recognized 
apprenticeships is two years. 

While in training, he may receive a syb. 
sistence allowance from the VA of up to 
$90 a month if he has dependents or $65 
a month if he has none. However, if he 
is earning $200 a month (with depen. 
dents) or $175 (without them), exclusive 
of his subsistence allowance, he is not en. 
titled to the subsistence payments, under 
the law. 


Rhode Island Jewelers and Mfrs. 


State Their Views on Excise Tax 





Manufacturers and retailers of jewelry 
in Rhode Island are greatly encouraged by 
the progress that has been made toward 
alleviating the burden that has been rest: 
ing on them as the result of the 20 per 
cent excise tax. 

They see in the action by the House of 
Representatives indications that before too 
long items of jewelry under the $25 price 
mark will be free of the impost. The Sen- 
ate must approve the measure before it 
becomes effective and that action must 
await the reconvening of that body. The 
bill is alive, however, and will be await- 
ing Senate action when the Senators get 
back to Washington. 

Retailers report that the excise tax has 
killed many a jewelry sale, the customer 
turning to some other gift item upon realiz- 
ing that the jewelry item would cost one- 
fifth more because of the tax. 

Manufacturers have long considered the 
tax unfair and discriminatory. They claim 
that if jewelry is to be taxed other gill 
items that compete with jewelry for the 
customer’s dollar should also be taxed. 
They charge that the impost has cost them 
a great deal of business and has trans 
ferred it to makers of other gift merchan 
dise against which the jewelry industry has 
always competed. 

Retailer and manufacturer alike are 
hopeful that early in the new year Senate 
approval of the excise tax measure will he 
forthcoming and that a step will thereby 
be taken to undo a wrong that has been 
done the jewelry industry as a whole. 
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Master 


The life-long profitable trade of thousands 
as taught by the 
Sweazey System 


“Famed the World Over as the School of Quality” 


CHICAGO SCHOOL OF WATCHMAKING & 
Founded in 1908 by Thomas B. Sweazey ; 


1608 N. Milwaukee Ave., Dept. 297 Chicago 47, | 
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U.S. May Export $27 Million Jewelry in'47 
Department of Commerce Estimates Reveal 


UNITED STATES PRODUCTION AND TRADE IN SELECTED 
PRODUCTS, 1939, ’46 and ’47 1 
(In millions of dollars) 














Production Exports imports 

Commodity 19471 | 1939 | 19471 1946 | 1939 | 9471 1946 1939 

Jewelry and silverware.......... 362 |195.6 30 | 27.4 3.8 9 6.7 2.3 

Watches, clocks, parts, etc... | 257 | 94.8 15; 7.8) 2.7 70 | 60.1 9.5 

Table and kitchen glassware . . 155 | 82.0 28 | 24.1 6.9 S$; 3.3] 2.3 
Pottery (earthenware and 

ae 70 | 38.7 4; 4.7); 0.1 11 7.0 | 4.6 
Musical instruments and 

ck ka ana % oe oe 300 | 78.2 11 9.8; 1.9 13} 7.2) 3.9 





1 Estimates for 1947. 
Source: Department of Commerce. 


Despite the imposition of restrictions on 
the importation of so-called luxury items 
throughout the world, exports of United 
States jewelry will probably reach 27 
n ion this year, according to the latest 
estimates of the Department of Commerce. 
Exports of silverware are expected to total 
about $3 million. 

Exports of clocks, watches and parts are 
estimated at about $15 million this year, 
as compared with $7.8 million during 1946. 

Glassware exports will probably increase 
about $4 million over last year’s total of 
24.1 million. 

Brazil is still the leading market for 
both men’s and women’s jewelry of United 
States fabrication, with Canada a close 
second, according to Donald S. Parris of 
the General Products Division of Com- 
merce’s Office of International Trade. The 
Philippines lead in imports of jewelry 
findings and _ parts. 


SILVERWARE EXPORTS INCREASING 


Exports of silverware are increasing, 
says Commerce. Cuba was our principal 
market in 1946. Exports to some of the 
Latin American countries increased dur- 
ing the early part of 1947. Silverware is 
not affected by the suspension order tem- 
porarily in effect in Mexico and since this 
country ranked second in our export mar- 
ket for silverware in 1946, the trend 
should be upward all during 1947. 

Exports of U. S. alarm clocks should 
exceed $4 million during the current year, 
according to Commerce. Germany and 
Japan, competitors during the prewar 
years, are not now exporting these items 
in quantity. 

Canada has been an important outlet 
for electric alarms as well as clock parts 
In recent years. Canada imports large 
quantities of clock parts which are stamped 
out in the U. S. for assembly into clocks 











=| STOP SILVER TARNISH 


One simple application of Pro-Tex- 
Sil will protect beautiful silver from 
tarnish for many weeks. 


FREE TEST SAMPLE 
WELMAID MANUFACTURING Corp. 
1737 N. Campbell, Dept. 29, Chicago 47 
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in Canadian plants, many of which are 
branch factories of U. S. manufacturers. 


Mexico is the principal U. S. market 
for one-day alarm clocks. This country 
also imports large quantities of parts which 
are assembled into clocks in Mexico. 


Although Great Britain is working on | 
a five-year plan for the establishment of a 
clock and watch industry sufficient to take 
care of the need for these items through- 
out the British Empire, its production has 
not reached a level sufficient to satisfy 
requirements. Meanwhile, sizeable exports | 
of U. S. one-day alarms, and imports of | 
Swiss watches are augmenting the British 
production. 

India and the Union of South Africa 


are also fertile markets for U. S. clocks. 





Exchange controls in many of the Latin 
American countries have a vital bearing on 
the export of U. S. watches and clocks to 
those countries. 

Mexico has taken action to suspend tem- 
porarily the importation of certain com- 
modities, among which were watches. How- 
ever, the decree made no mention of watch 
parts and it is reasonable to assume that 
these items will continue to be imported 
into Mexico in sizeable quantities. 


COMPETITION FROM THE SWISS 


Stronger competition from the Swiss in 
the Latin American market is anticipated 
due to the inroads made by American 
manufacturers of jeweled and non-jeweled 
watch movements. 

In regard to jeweled watches, the Philip- 
pines continue to be the leading U. S. 
market. Japan is now producing watches 
at the rate of about 20,000 units a month 
but is is not anticipated that their exports 
will be of sufficient quantity to affect the 
foreign markets for U. S. watches. 

Among the far eastern countries, the 
market for U. S. jeweled watches has been 
increasing, especially in China and Hong 
Kong. 

A good number of U. S. time recorders 
are being exported to Canada and Mexico. 
However, during the month of April, 15 

(Please turn to page 400) 








REPAIRING 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
Prices from 50¢ 


Finest Watch Crystal Fitting 
Jewelry Repairing and Ring Sizing 


ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN 


Rm. 604 5 S. Wabash Ave. 
CHICAGO 3, ILL. 











“THE PATHWAY TO SUCCESS” 





WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ili. 














{), THE “Divine” *cROSS 


by VOGEL 


The most unusual 
cross ever made. 
Beautifully hand 
wrought frame of 
14k yellow gold, set 
with synthetic rubies 





Actual size 

1%” x or white sapphires. 
seth chien $10.00 net. Sent for 
identical inspection to rated 
T.M. Reg. jewelers. 


LOUIS VOGEL, 39 S. STATE ST., CHICAGO 3 
Stylists and Makers of Fine Wedding Rings Since 1907 
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Our work costs no more 
than ordinary work 


BECKER-HECKMAN a. 
29 East Madison Street, Chicago 3, Illinois 
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Harry Greenwold Co. 


The House of Quality and Service 
18 WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds ° 


CELLINICRAFT Jewelry 


HAMILTON WATCHES (Zones 7 and 8) 


Lines of quality and style that give you pro- 
tected profit. You can recommend these lines 
to your customers with confidence. 











PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 
NEW ORLEANS 














We SPECIALIZE... 


in special order wool. Slim us your 
specifications. W,. ld subunit a design 
without obligation. 





SCHUMER BROTHERS CO. 


Wha n ufa clurin gG ewe = 


5 EAST THIRD STREET + CINCINNATI, OHIO 


DIAMOND-CUTTING 


EXPERT WORK 


SYMP) 4,8 414 3 


LITWIN & SONS 
114 West 6th Street. Cincinnst. Ohio 












KLEIN BROTHERS 
COMPANY 


WHOLESALE JEWELERS 


ENQUIRER BLDG. CINCINNATI, O. 
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| q The diamond cutting firm of M. & R. 


Jockers, 602 Vine St., Cincinnati, Ohio, 
made application for a charter to incor- 
porate the business. Incorporators are Sid- 


' ney C. Brandt, W. C. Stroch and Madalyn 


Wagner. Capital is listed at 100 shares 
of no-par value stock. 

q All Gerwe Brown salesmen are back on 
the road again for the Fall business. 

q Hubert Esperger spent his vacation in 
Florida with Mrs. Esperger. 

q Carroll Seghers of Carroll’s jewelry 
Store, Fifth and Main Sts., recently re- 
turned from his Little Rock, Ark., store. 
q Seen at the Chicago Gift Show, held 
August 4 to 15 at the Palmer House were: 
Ben Youkolis, Ben’s Store, Norwood, Ohio; 
Mr. and Mrs. Oberect, BettyKay Store, 
Hyde Park; Tom Nolan, Norwood, Ohio; 
Elmer T. Herzog, Covington, Ky., Carl 
Wagner, E. T. Wagner Sons; Mr. and Mrs. 
Adolph Simon, Cheviot, Ohio, and Herbert 
Kromholtz, Silverton, Ohio. 


q A team of jewel thieves stole a $9000 
five carat diamond ring from the show win- 
dow of the Grassmuck jewelry store, 34 
East 4 St. Apparently operating under 
a pre-arranged plan which demanded split 
second timing, the thieves filed into the 
store and kept three sales clerks busy 
showing them bits of merchandise. Then, 
at a signal, all marched out without de- 
tection under the watchful eyes of the 
store’s personnel. 

q Louis Dolf, jeweler, Camp Washington, 
spent his vacation in Maine. 

q George Frimming, of J. C. Hackett Co., 
Erlanger, Ky., and his wife are away va- 
cationing. 

q Joseph Sharp with Lange Jewelers is 
away on vacation. 

q Ed Meyer and family (with J. C. 
Hackett, Cheviot, Ohio), are vacationing in 
Florida. 

q Phil Effler took time out to vacation with 
his family. The store is located in St. 
Bernard. 

q Richard Brand and family (Hughes Cor- 
ner Jeweler) is spending vacation time in 
Michigan and Wisconsin. 

q Edward Weibell, youngest son of Adolph 
Weibell, was married August 9. 

q Recent visitors to Cincinnati were: 
James Lester, International Silver Co.; 
John Le Stage, Jr., Le Stage Mfg. Co.; 
Fred Lounsbury, Community Silver Co.; 
Paul Seibel, Hamilton Watch Co., and An- 
drew Huff, Sunbeam Corp., Chicago. 





Jewelers of Washington, D. C. 
Propose Permanent Association 


On Monday night, July 14, a record 
turnout of retail jewelers of metropolitan 
Washington, D. C., met and proposed the 
formation of an association to further the 
interests of the local retail jewelry in- 
dustry. 

According to Theodore S. Grape, presi- 
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dent of Grape & Co., who was named ty 
the Temporary Chairmanship of the pro- 
jected association, “Washington is the only 
major city in the United States withoy 
a jewelers’ association. The retail jewelers 
of greater Washington were in unanimity 
in their support of the plan for such an 
organization.” 

Mr. Grape’s first action as Temporary 
Chairman was to name 31 members to six 
different committees: Nominating, By. 
Laws, Membership, Finance, Attendance 
and a Committee on Name. 

Mr. Grape stated that the initial meet. 
ing was attended with enthusiasm by ap. 
proximately 100 jewelers. 





June Retail Sales Down 14% 


Sales of independent jewelry stores were 
14 per cent lower in June, 1947 than dur. 
ing the same month of 1946, according to 
data compiled by the Bureau of the Cen. 
sus, Department of Commerce. June sales 
were one per cent under sales for May, 
the preceding month. 

June, 1947, jewelry store sales, in com- 
parison with the same month of 1946, are 
shown for five cities as follows: Chicago 
decreased 14 per cent; Los Angeles 14 
per cent; St. Louis 23 per cent; Portland 
26 per cent, and Seattle 22 per cent. 

Sales for the first six months of 1947, 
in comparison with the first six months 
of 1946, showed a decrease of 12 per cent. 





Assets of Tyahla-Benz Jewel Co. 
Acquired by Phoenix Minerals 


Phoenix Minerals, Inc., a new cor- 
poration organized to produce synthetie 
sapphires and kindred items, has acquired 
the assets of the Tyahla-Benz Jewel Co., 
631 Main Ave., Passaic. 

Majority stock control in the new com- 
pany is held by Charles Edison, former 
Governor of New Jersey. 

The former owners of Tyahla-Benz will 
continue with the new organization as em- 
ployees and stockholders. They are Peter 
W. Tyahla, Paul H. Tyahla and Edward 
Benz, all of Passaic. 

Operations on an expanded scale will be 
continued at the Passaic headquarters of 
the firm. 
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THE D. JACOBS SONS CO. 


Wholesale Jewelers 
811-13 RACE STREET 
CINCINNATI 2, OHIO 
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RACINE- 
UNIVERSAL MOTOR 
FOR JEWELERS’ LATHES 


For long, trouble-free, wholly dependable lathe 
power service, specify this newest model RACINE- 
Universal Fractional Horsepower Reversible Mo- 
tor. Designed with a dynamically balanced ar- 
mature, it develops 1/12 H.P. Housing has a 
sturdy, attractive crackle finish, and the base 
pedestal is substantially wide. Equipped with 
Allen-Bradley Foot Rheostat that provides speeds 
from zero, gradually increasing to maximum. 
Turns up 13,000 R.P.M. without load — 6000 
R.P.M. with full load. 


Canadian Representative Chas. A. Branston, Ltd. 
2508 Yonge St., Toronto, Ontario, Canada 
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RACINE UNIVERSAL MOTOR CO. 


1637 Goold St., Dept. J-9, Racine, Wisconsin 

















A NEW SERVICE 
FROM AN OLD FIRM 


® Peerless Platers wants to serve 
you from its modern shop. 


© We are now ready to accept your gold and 
silver replating and rebuilding. 
© We are fully equipped to rebuild and re- 


— hollowware, candelabra and silver ser- 


. be offer you maximum quality at minimum 
© We are the oldest silversmiths and platers in 
the west. 


© We employ only the finest, most skilled 
craftsmen. 


© Write or phone today for a price list. 
FREE PICK-UP AND DELIVERY SERVICE 
WITHIN LOS ANGELES METROPOLITAN 
AREA. 


PEERLESS PLATERS 


associated with JEWELER'S SERVICE 
specialists In repairing expansion bands ead 
bracelets. 


743 Ceres Avenue, Los Angeles 2! 
Phone Vandyke 5417 
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PHILADELPHIA 
(From page 393) 


worth of repairs instead of the expected 
five hundred dollars worth were required. 
Alterations including new plumbing and 
fixtures are almost completed at this writ- 
ing and the Manager, Mr. William L. 
Brown, expects to open this additional 
1700 feet of floor space for public use by 
September 1. 


q Barr’s four jewelry stores in this vicinity 
are making an appeal for business from 
younger people with advertisements bear- 
ing such headlines as “Barr’s invites young 
men and women to open an account.” The 
copy underneath goes on to explain how 
easy it is for such young customers to get 
one. 


q George W. MacAvoy, eighty-year-old re- 
tired jeweler has been missing for several 
days from his home 2337 N. Bouvier St., 
Philadelphia. Police are searching for him. 


q Jayne Tuttle, in her column “Gazine 
Thru Many Windows” in the newspaper 
“The Jenkintown Times Chronicle,” asks: 
*Why don’t jewelry shops ever have sum- 
mer clearances ... “This week!’ Two 
Diamonds for the Price of One! . . . must 
remember to ask one of my favorite jewel- 
ers about that.” Thus far, as far as we 
know, no one has taken advantage of this 
invitation—even as an angle for clever 
copy. 

q Clever ads which have “pulled” both 
in direct sales and as institutional copy 
identifying the store in the minds of the 
reader include: Howard’s Jewelers; 907 
Market St., invitation to the public to 
“see Philadelphia’s Largest Diamond 
Window Display”; and S. J. Lyon’s “.. . 
the name that signifies a gift is paid for.” 


q Broad Street, Philadelphia, once again 
has full bus service which permits riders 
to view jewelry windows where once they 
were forced to ride underground on the 
subways. 


q Maurice Mintz has moved from 128 
South Eighth St. to 117 South Eighth St.. 
where he bought a building and com- 
pletely remodelled it. 


eo -- - -e e 


Watchmakers Form Association 


Joe Byron was elected chairman of the 
Shreveport-Bossier Watchmakers Associa- 
tion at a recent organization meeting. 


Other officers elected for a six month 
period were: E. R. Clarke, vice-chairman; 
F. A. Givens, Jr., secretary, and J. W. Mc- 
Coy, treasurer. 


The association, which only qualified 
watchmakers may join, was formed to 
maintain the standards of the craft, to 
educate the people to take their watches 
to qualified men. 


Intending to affiliate with the state and 
national organization, the group has as its 
immediate project to work toward a state 
licensing law for watchmakers. 


Principal speaker at the organization 
meeting was W. L. Huckabay of Monroe, 
president of the Louisiana Horological As- 
sociation. 
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By using my Monthly Price Ticket and 
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30 DAY FREE TRIAL. 
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Where to Buy 
China and Glas 


-- —-_ -—- - - - — 








EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCK & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 














TEDMAN IMPORTING CO. 


225 Fifth Ave., Room 829 Tele.: CA 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Breakfast Sets, Teaware, Smoking Articles, 
Toby Jugs and Lustreware 

















>. importers of 

o7 ENGLISH CHINA 
and 

EARTHENWARE 
Stock and Import 


FONDEVILLE & CO., 
149 Fifth Ave. 


¥, 





INC. 


New York 10, N. Y. 
AL. 4-0104 

















ROYAL DOULTON 


Englisk Bone China and Barthenware 


DOULTON and CO., Ine. 


Successors To 
WM. 8. PITCAIRN CORPORATION 
212 Fifth Ave. 


New York, N. Y. 











PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 38-5460 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 


Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 














JUSTIN THARAUD & SON 


INC, 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Staffordshire Ware 








Secretary Edward O. Otis, Jr. 
Recovers from Recent Illness 


Secretary Edward O. Otis, Jr., of the 
New England Manufacturing Jewelers’ & 
Silversmiths’ Association has made a re- 
markable recovery from the heart attack 
with which he was stricken May 14. 

He is in his office a part of each day 
and is gradually taking over the reins of 
the association that he was forced to drop 
so abruptly a little over three months ago. 
He reports that he is “feeling fine” and 
that he is anxious to get back in the har- 
ness again. Ed’s many friends knew that 
he would be back on the job just as soon 
as he was able. 

He took an active part in the 42nd an- 
nual convention and trade show of the 
American National Retail Jewelers’ Asso- 
ciation in New York during the second 
week in August where he was greeted by 
a host of friends who had learned of his 
serious illness and were glad to see him 
so much improved in health. 


NACJ Convention 
(From page 381) 


economist and lawyer who was, for several 
years on the staff of OPA, later, in private 
practice, winning decisions against OPA, 
was the second Wednesday speaker, treat- 
ing on the subject “Trade Diversion.” 

Noting that many people have no true 
conception of the nature or effects of Trade 
Diversion, Mr. Warner gave a brief sum- 
mary of the way in which it works through 
the usual channels, forcing a customer to 
take rude and discourteous treatment as 
well as inferior merchandise. “However,” 
he said, “the primary reasons why Trade 
Diversion is bad are extremely simple: it 
works against our economy as it exists 
today and, also, it creates a bad impression 
in the mind of the consumer.” 

Many states have Fair Trade Practices 
Acts, Mr. Warner said, and such laws 
should be enacted in every other state 
without delay. 

There is some question, also, he added, 
whether the Government’s operation of 
Post Exchanges and Ship’s Service Stores 
in domestic areas where they are not needed 
is not, actually, a violation of fair trade 
practices. He stated that he is currently 
devoting study to this problem which, in 
many cases, seriously hurts the jeweler. 


CONVENTION BANQUETS 
The banquet highlighting the NACJ 


Convention, held on Wednesday evening, 
was perhaps, unique in the annals of trade 
organization affairs. An unfortunate heat 
wave which arrived in Chicago early in 
the week, aided and abetted by a failure 
in the Stevens’ air conditioning system, 
caused the Grand Ballroom’s temperature 
to reach Turkish Bath proportions. Conse- 
quently, shortly after the banquet photo- 
graph was taken NACJ officers and direc- 
tors seated at the head table decided to 
remove their jackets. Upon this signal, 
grateful male banquet guests on the ball- 
room floor did likewise with only a very 
few die-hards insisting upon formality. 











Following the banquet which was high. 
lighted by the serving of illuminated 
jeweled bombe, a splendid program of 
entertainment was presented. The master 
of ceremonies was Jim Ameche, nationally. 
known radio actor and brother of the film 
star generally credited with the invention 
of the telephone. Featured performer op 
the program was Danny Thomas, rising 
stage screen and radio comic. Other agers 
included the Merriel Abbott dancers. 
Leonard Barr and Helen Estes, dancing 
team; Jerry Murad’s “Harmonicats”. 
Gower and Bell, dancing stars; the “A oro. 
maniacs,” an acrobatic comedy threesome, 
and the Dinning Sisters, radio singing 
stars. 


—_—_— —_—____—— 


Jewelry Export Estimates For '47 
(From page 397) 


per cent of the exports of this product 
were shipped to Belgium. 

Exports of glassware are estimated at 
$28 million for this year, as compared with 
$24.1 during 1946. 

Canada was the principal market for 
glassware, both handmade and machine. 
made, in 1946. Other leading export mar- 
kets were Mexico, Cuba, Brazil, the Union 
of South Africa and the Philippines. Ex. 
port trade in 1947 will be affected by the 
return of European factories to production. 
However, normal production in most of 
Europe will be difficult to achieve due to 
the lack of fuel. 


—_—— 


WHAT'S NEW ...? 


If you’ve moved your store to a new 
location, opened a branch store, re- 
modeled and installed new fixtures—or 
celebrated your golden anniversary—we'd 
like to hear about it. 


JEWELERS’ CiRCULAR-KEYSTONE wants 
news from you and about you—it’s your 
magazine! So if you have some news 
about yourself and your business, send 
it to: JeEweLers’ Crrcutar-KeysrTone, 100 
E. 42nd St., New York 17, N. Y. 








FINLAND CERAMICS and GLASS CORPORATION 





Crystal China-Fatence 
225 FIFTH AVENUE 


ENRIGHT-LeCARBOULEC, INC. 


CRYSTAL from Sweden 
STEMWARE, BOWLS, VASES, PERFUME 
BOTTLES and SMOKING ACCESSORIES. 


160 Fifth Avenue New York 10, N. Y. 
Telephone: CHelsea 2-8702 and CHelsea 2-2568 


SWEDISH CRYSTAL 


Kosta Alsterfors 
Maleras Bohlmarks 
DANISH CERAMICS (Bing and Grondahl) 


D. Stanley Corcoran, Inc. 


7 West 30th Street New York 10, N. Y. 
PEnnsylvania 6-0577 


Art Pottery 
NEW YORK 
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retired jeweler of 
North Attleboro, Mass., died on June 25. 

U. AprtAN BretInc, Sr., 59, watchmaker 
and jeweler of Canton, Ohio, died there 
July 30 of a heart attack. A native of 
Switzerland, he went to Canton to work 
at the old Dueber-Hampden watch factory. 
When that plant closed, he opened his own 
watch repair shop and jewelry store. Sur- 
viving are his widow, a daughter and two 


James P. BLAck, 


sons. 

Pork H. Frowers, 71, Memphis, Tenn., 
watchmaker for about 40 years who had 
worked for many of Memphis’ fine jewel- 
ers and who, in recent years, operated his 
pwn shop, died July 24. He leaves his 
widow, his daughter, and his son. 

STANLEY GEDNEY, Sr., 82, of 33 Clinton 
Ave., Maplewood, N. J., who had con- 
ducted a novelty jewelry manufacturing 
firm at 2 Maiden Lane, New York, before 
he retired last year, died July 28. Mr. 
Gedney also conducted a jewelry firm in 
the Brick Church section of East Orange, 
N. J., until seven years ago. He leaves a 
widow, a daughter, and a son. 

RayMonp C. Grosscup, a diamond sales- 
man with the C. D. Peacock Co., jewelers, 
Chicago, for 30 years, died August 3 at 
the age of 49. He leaves a widow, his 
father, and a brother. 

F. H. “Bert” Harrison, 55, 27 Rutgers 
St., Maplewood, N. J., died suddenly July 
27. Mr. Harrison was sales manager of 
Worden, Munnis Co., Inc., 791 Tremont 
St., Boston, Mass.; also, an associate of 
Wm. J. Harber Co., 31 West 47th St., New 
York. He was a member of the Brother- 
hood of Traveling Jewelers. Surviving are 
his mother and father, a brother and a 
sister, 

Water A. HoLuincer, 43, head of A. 
Hollinger, retail jewelers at 1216 Third 
Ave., New York, died August 4, after a 
brief illness. The business was established 
by his father, Armin Hollinger, in 1887. 
Mr. Hollinger leaves a widow, a son, and 
a daughter. 

Ett Hyman, 56, president of Hyman & 
Zaslav, Inc., wholesale jewelers, of 15 
Maiden Lane, New York, died July 22. 
Mr. Hyman was a member of the Jewelers 
Benevolent Society. His widow, a sister 
and two brothers survive. 

Cuartes A. KEENE, well-known interna- 
tional jeweler who maintained offices in 
Boston for several years, died at Cape Cod 
Hospital, Hyannis, on July 26, at the age 
of 81. Native of Winsor, Maine, he started 
his own jewelry business in Boston when 
a young man and later became one of the 
country’s leading importers of diamonds. 
He also manufactured watch cases and 
other jewelry. At the height of his career, 
with headquarters in New York, he con- 
ducted branch offices in London, Paris, 
Antwerp, and Amsterdam. At one time, 
he was custodian of the Russian crown 
jewels, displaying them in his New York 
store, 

Mrs. KATHERINE KENEFICK, for many 
years with the Smith- Deseene Co., died 
late in July. 
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EDWARD KIRCHBERG, 


of The House of Kirchberg, jewelers, 
25 E. Washington St., 
in 1943, died July 15 after an illness of 
three weeks. Mr. Kirchberg took over the 
business in 1879 from his father. He is 
survived by eight sons and two daughters. 

Ira F. LitcHFIeELp, retail jeweler in Dor- 
chester, Mass., for 25 years, died on 
July 23. 

GeorcE F. McKenna, 


State Rd., Holyoke, Mass., associated for 


many years with White & Wyckoff Manu- | 
Holyoke, Mass., was killed | 


facturing Co., 
instantly on July 11 when the car in which 
he was driving collided with a bus. Mr. 
McKenna was returning from a business 
trip to Providence with Alfred J. Newell, 
also an employee of the White & Wyckoff 
firm, who was also killed instantly. Mr. 
McKenna is survived by his widow, two 
sons and a daughter. 


AtFreD J. NEWELL, 39, an employee of 
the White & Wycoff Manufacturing Co., 
Holyoke, Mass., was killed instantly on 
July 11 when the car in which he was 
riding collided with a bus. Mr. Newell and 
George F. McKenna, both of the White & 
Wycoff firm, were returning from a busi- 
ness trip to Providence, R. I., when the 
car skidded against the front end of a bus 
killing them both instantly. Mr. Newell is 
survived by his widow, a son and uaughter. 


Cart C. Peterwitz, for over 35 years 
associated with White & Wycoff Manu- 
facturing Co., Holyoke, Mass., died on 
June 22 of a heart attack. 


THEODORE Burns PHILLIPs, 78, who had 
been engaged in the jewelry business at 
Bellaire, Ohio, for many years under the 
name of Phillips Jewelry store, died July 
13. He at one time was an instructor at 
the Bradlex Polytechnic Institute at 
Peoria, Ill., and served two terms as Bel- 
mont County Commissioner. He is sur- 
vived by two sons. 


FRANK M. ScHorIELp, 73, president of 
the Schofield Co., silversmiths, 331 N. 
Charles St., Baltimore, Md., died June 27. 
Mr. Schofield helped to form the firm of 
Herr, Schofield and Co., absorbing into the 
old silversmith firm of Klank Co. Later 
the firm was changed from Herr, Schofield 
and Co. to Schofield Co. Surviving in ad- 
dition to his widow are his three sisters. 

JoHN Simpson, Sr. of Cambridge, 
Mass., died on August 9. 


Witson STECKEL, jeweler, 32 South 
Main St., Bangor, Pa., died on July 12. 
The retail jewelry business he established 
will henceforth be carried on as Steckel’s 
Jewelry by Mr. Steckel’s daughter and son- 
in-law, Helen Steckel Jackson and Ray- 
mond Jackson. 


ALBERT VINTON STEGEMAN, 71, director | 


of the Wadsworth Watch Case Co., Day- 
ton, Ky., died in Dayton on August 6. 


Ervin V. Sweet, retired head of C. O. 
Sweet & Son Co., Attleboro, died on July 4 





74, one of Chicago’s | | 
pioneer jewelry merchants and president | 
at | 
until his retirement | 


43, of 56 Bay | 





ne ee ee nee” nase ree cee mere neem een Oe ee ee” 


f Where to Buy 
China and Glass 














Giftwares of Distinction 
KENSINGTON METAL — GLASS 








KENSINGTON, INC. 


GIFTS for MEN 


A comprehensive selection of 


Accessories with Sporting Motifs. 
LYNN BOGUE HUNT 
Sterling Game Bird Sets—Folder Available 


SUN GLO STUDIOS 7, "EH. AVENUE 


NEW YORK 106, N. Y. 


LEVY BROS. CHINA (C0., inc. 


EST. 1868 NEW YORK 


Gifts ... Dinnerware ... Service Plates 
ALL-OVER DESIGNS IN 22K GOLD 


Office and Showroom Showroem 
79 Fifth Avenue 225 Fifth Avenue 


NEW KENSINGTON, PA. 
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ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 
DE LUXE TABLEWARE 
for the 


FINE CHINA TRADE 
MADE IN AMERICA-MADE OF AMERICA 
212 Fifth Ave., New York, N. Y. 








THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exclusive 


THEODORE HAVILAND CO., INC. 
20.W. 2rd ST. 1860 MERONANDIOg MART 
NEW YORK CITY 
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by HENRY B. FRIED 


Executive Secretary 
The Horological Society of N. Y. 





RASPING the jewel for insertion into the roller table 
hole is often a most delicate and trying experience 
for beginners, especially if the jewel is a tight fit in the 
shaped hole in the roller. (Fig. 9.) 

A simple method of inserting the jewel into the roller 





Fig. 9. Flat-tipped tweezer 
is used in the delicate oper- 
ation of inserting new jewel 
in the shaped hole in table. 





hole is suggested here. Place the roller jewel flat upon 
the bench plate. Wet the inside tip of a flat-tipped 
tweezer such as a Dumont No. 2. With the wet tip, touch 
the flat, polished end of the jewel. It will adhere to the 
tweezer as shown in Fig. 10. The jewel may then be 
eased into its hole in the roller table. If the jewel is a 
snug fit, it may be squeezed into place by placing the 
opposite blade of the tweezer under the roller’s edge 
and by carefully pressing the tweezer blades together, 
the jewel will be pressed iato its hole. The jewel is 
inserted from the safety roller side down towards the 
balance wheel. As in the fitting of the pallet jewel, the 
roller jewel is held in place by shredded or flaked shellac. 

For the jewel to fit tight, the shellac when melted must 
flow into the smallest crevices of the hole. The shellac 
will be drawn into these crevices only if the roller table 
is heated first. Heat must be applied indirectly so that 
the balance is not burnt or overheated. 

To do this the roller table is held in a tool or clamp. 
The clamp must be made of a metal that will conduct 
heat from a wing of this tool projecting out of the clamp. 
This wing is held over the flame of an alcohol lamp. 
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Replacing a Roller Jewel 


Second of a series of two articles which are devoted to the 
detection, removal and replacement of a broken roller jewel. 


Fitting and inserting the jewel in roller table is told here. 


(Drawings by the author.) 















Shown in Fig. 11 are a few commercial tools used for 
this purpose. Tool “A” will be used for the demonstra- 
tion here. Fig. 11C shows the tool used to hold the small 
roller jewel. 

This tool has two small jaws which straddle the roller 
and clamp it by means of an internal spring. Each 
clamp has a “V” groove along its inner length to aid 
in keeping the roller disc in place. 

To use this tool, the jaws are opened by pressing the 
bottom button. The disc or lower part of the roller table 
is then inserted between these jaws so that the balance 
arms are at right angles to the jaws of the tool and the 
roller table is in an accessible position. Releasing the 











Fig. 10. Wetting the inside of 
the tip of tweezer will make 
jewel adhere as shown and thus 
facilitate easing it into hole. 


pressure upon the button will permit the jaws to clos 
upon the roller disc. Fig. 12 shows tool in action an 
method by which wing is heated to melt shellac adjacetl 
to jewel. 

To hold the jewel in place, a small piece of shredded 
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TOO MUCH 
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to handle 


THROUGH OUR “GET THEM INSIDE’? CAMPAIGN 


Letters from WatchMaster users tell 
of the excellent results from this plan 
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Our plan is to get customers inside 
jewelry stores by offering to test their 
watches electronically in 30 seconds 
without charge. It is bringing results 
when used with our promotional as- 
sistance. And when they get inside 
they are immediate prospects for 
watch repairs, as well as for the pur- 
- & chase of everything that you sell. 
IF YOU ARE A WATCHMASTER USER, 
Write for our “Get them inside” campaign 


IF YOU ARE NOT A USER 
Write for our “2-way Profit Plan” book. 








se . 

nd \ Y - Faye af Neo Dp 

' 4 2] . 

ot fe American Time Products. Ine. 
: 580 FIFTH AVENUE VE WO SE. NM. 

ed Distributors of Western-Electric Watch-rate Recorders 


FOR. SEPTEMBER, 1947 









or flaked shellac is placed over the tip of the roller jewel 
as it emerges from the bottom of the roller. This amount 


must be small, about 114 times the diameter of the roller 
jewel. (Fig. 13.) 







































Fig. II. Tools used in holding roller table while 
heating shellac to fasten jewel. Tool C is used 
to hold smaller roller jewels; tool A is used here. 


The wing of the tool is heated until the shellac melts 
into the crevices between the walls of the jewel hole and 
the jewel. The shellac must not melt into a ball. This 
indicates a need for more heat or else the surfaces are 
not clean. Furthermore the shellac must melt over and 
into the jewel. Should the shellac melt and run into 
another spot such as the balance staff hub, it should be 
cleaned off and another piece of shellac placed over the 
jewel for another try. 







Fig. 12. Tool A in action, show- 
ing method of heating the wing 
to melt shellac next to jewel. 


















After this has been done satisfactorily, the balance jg 
removed from the tool and inspected. A well-fitted roller 
jewel should be of sufficient height to engage the Pallet 
fork. If left too short, it may not engage the fork slot 
especially if the balance has more than, the required oil 
shake. Here the balance in dropping upon the cock cap 
jewel may fall out of engagement with the fork slot as 
shown in Fig, 8. 

A well-fitted roller jewel should not incline in any 


Fig. 13. Small piece of shredded 
shellac, about -I'/ times diameter 
of roller jewel is used for job. 


direction. Figs. 14B and C. It must remain upright as 
shown in Fig. 14A. Should the roller jewel incline or 
sink into the roller during heating, it may be easily ad- 
justed. A tweezer is heated over an alcohol lamp and 
applied to the cemented jewel. The heat from the tweezer 
transfers itself to the jewel which in turn softens the shel. 
lac holding it. The jewel may then be adjusted to its 
correct height and position. 









[S 






Fig. 14. Well-fitted jewel should not incline in 
any direction but should be upright as in Fig. A. 


Occasionally a jewel of a certain size must be fitted 
into the roller disc, the hole of which is much larger than 
the jewel. The jewel, because it is much smaller than the 
hole, will not rest long enough to have the shellac melt 
around it. In such a case, the hole in the roller should 
first be filled with melted shellac. The roller jewel is 
then held in the heating tweezer over the alcohol lamp 
flame. The heated jewel will melt the shellac in the hole 
and upon cooling will remain rigid and firm, held by 
the cooled shellac around it. 

If the hole in the roller disc (table) is too small for 
the proper size jewel, it may be made large enough to 
accommodate the jewel. This is done by making a fine 
taper pin of iron or steel, filing one side off to fit into 
the roller hole. Some fine oilstone powder, mixed with 
oil is then applied to the “D” shaped taper and inserted 
into the hole. Moving this taper in and out with the 
oilstone charged to it will soon enlarge the hole to the 
desired size and shape. (Fig. 15.) 

(Please turn to page 408) 
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As the fall selling season approaches, dealers every- 
where are carefully watching inventories. Buying trends 
in recent months have noticeably swung in favor of 
standard merchandise. Branded goods are preferred... 
in fact, in many localities they are demanded. Customers 
are becoming more brand-conscious, and merchandise 


unknown to them is less acceptable. 


In watching stocks, many dealers are following the 
practice of building up inventories of well-known, 
branded merchandise. Goods that during periods of 
shortages sold on sight are no longer easy to sell. 
Brand names have become the important things, and 
dealers are buying accordingly. 


That is why the continuous national advertising 
campaign of Seth Thomas* clocks benefits all dealers. 
More than 23,000,000 men and women regularly see 
Seth Thomas ads in popular magazines, including Ladies’ 
Home Journal, Cosmopolitan, House & Garden, House 
Beautiful, Better Homes & Gardens, The American Home 
and others. 


This is advertising that constantly reminds these 
people of “the finest name in clocks.” Year after year 
it carries the story of masterfully made . . . traditionally 
famed Seth Thomas clocks to home lovers, gift buyers, 
business and professional people throughout the land. 


And it continues to create a strong preference for the 








*Seth Thomas is Reg, U_ 8, Fat, Of. 
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dependable, fine-quality electric and spring-wound clocks 
that bear the Seth Thomas name. 

Now—it is none too early to examine your own 
inventory ... plan to build it up with these fine-quality 
Seth Thomas clocks for the selling season ahead. For 
this reason we again urge you to keep in close touch 
with your wholesaler. As smartly styled new Seth Thomas 
models are shipped, your wholesaler will do everything 
he can to see that you are supplied. Remember—today 
there is a preference for “the finest name in clocks.” 
Stand ready to meet the demand. 


Seth Thomas Clocks, Thomaston, Connecticut. 
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THE LEGACY... arichly built Seth Thomas clock retaining the dignity 
and charm of an early 18th century English design. Selected ma- 
hogany case. Beautiful Westminster chimes. Retails at $97.50, tax extra. 
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ENDULUM SUSPENSION—Having for repairs an 

old German clock with wooden bars instead of plates 
for the movement, am wondering whether it might im- 
prove timekeeping if I would replace the loop of cord 
serving as pendulum suspension, with a piece of light 
mainspring? Spring suspensions are more up-to-date, 
and must therefore be better for their purpose. (Question 


No. 5967) S. G. 


Answer—We think it would be better to retain the 
old cord suspension. With a spring suspension, more 
power from the train, through the escapement, would 
be required to move the pendulum, which would amount 
to introducing a change in the “balance” of the design 
of the clock, in an engineering sense. Generally, the res- 
toration of an old timepiece should comprise correction 
of wear or breakage, without changing features of the 
original design. The attempt had better not be made, 
to convert one of these old crudely built clocks into an 
accurate timepiece; to do this would call for changes in 
too many places, not only in one or a few. 


LUING HANDS—Some time ago, in Q. & A. de- 
=" partment, it was suggested that a fine blue color can 
be given clock hands by using Dykem bluing, without 
using heat. But I have a very fussy customer, an antique 
collector, who wants hands colored same as they were 
long ago. What is best way to do this? (Question No. 
9968) G. B. A. 


Answer—Clean the old hands bright with any abra- 
sive you are accustomed to using. Wash in whatever you 
have, to remove all greasy matter. Bury the hands in 
clean white sand, in a metal box not much larger than 
will hold sand enough to cover the work well. Place a 
small piece of clean steel on top of the sand, in sight. 
Heat the sand-box over any kind of smokeless heat-source. 
As soon as the steel piece on top reaches the desired color, 
brush some sand off one of the hands, enough to see it. 
and judge by its color whether to remove the work from 
the sand, or to let it remain for a little longer, to acquire 
the rich dark blue desired. 
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WORKSHOP 





OUESTIONS 
AND 
ANSWERS 


CC AMEOS—W ould like a little information about cam. 
eos. Are they made of some plastic substance, what 
is it, and how is it moulded or shaped up? (Question 


No. 5969) T. V. 


Answer—In the first place, the word “cameo” desig. 
nates an art-form; it does not refer specifically to the 
material of which a cameo is made. A cameo is a picture 
or portrait or design of some sort, standing out on a 
background, in relief. Usually the picture and the back- 
sround are different in color. As to materials, the cameos 
of commerce are mostly either “stone” cameos, cut from 
agate with layers of different colors; or “shell” cameos, 
cut from sea shells with layers of colors. The picture is 
cut usually in a white layer, down to the next layer, of a 
contrasting color. Besides these cameos cut from natural 
substances, some are moulded in glass, porcelain, etc., 
either frankly as such, or made to imitate stone or shell 


cameos. 


IAMOND CHIPS—Just what is the meaning of dia- 
mond chips? It seems to mean any very small dia- 
monds, like are used here and there in platinum ring 
mountings along with a large diamond. Is this correct? 


(Question No. 5970) R. S. 


Answer—tThe term “chips” is frequently misused to 
mean very small diamonds, such as are used in numbers 
as features of filigree work in platinum diamond mount- 
ings. But the correct word for these is melee. Chips are, 
strictly speaking, fragments split off of diamond “rough” 
by cleaving, in the course of preparing the larger pieces 
for cutting. 


ON-CUTTING DRILLS—What can be done when 
drilling for a pivot, and the drill stops cutting? 
(Question No. 5971) W. M. 


Answer—This is due either to a dull drill or one of 
too-soft temper, or to the drill having produced a “burn- 
ish” or hard surface at the bottom of the hole. In the 
first case, resharpen, or use a new drill. If this doesn't 
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If she bakes, preserves, or washes 


she needs this 30-minute timer! 


Here’s the new General Electric 
“warning service’ that will sell like the 
hot cakes it times! 

So useful, so downright necessary is 
this combination clock-and-30-minute- 
timer that women will wonder how 
they ever got along without it! Uses? 
Look: 

When she bakes muffins . .. when she 
preserves jellies or jams . . . when she 
makes a frosting for a cake . . . when 
she cans by pressure cooker . . . times 
the cycles of her washing machine— 
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this invaluable clock-timer stands by 


and buzzes: “IT’S DONE!” 


The “Little Chef” times any house- 
hold task—up to 30 minutes. It ban- 
ishes ‘‘clock- 
watching” . . . lets a woman put her 
mind on other chores while “some- 


‘“‘pot-watching” and 


thing’s cooking!” 

Oh yes! This kitchen cutie comes in 
gleaming white, adds sparkle to any 
kitchen. Order it, stock it, display it 
... this General Electric clock will sell 
its head off for you! Appliance and 


The Clocks Most People Want Most! 


GENERAL @ ELECTRIC 














Merchandise Department, General 
Electric Company, Bridgeport 2, Conn. 
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resume drilling, then the trouble is due to burnishing, 
and the hard surface must be cut through by sharpening 
the drill at a different angle of the cutting-edges, which 
will remove the hard surface by attacking it on edge, 
instead of over its entire area at the same time. 


ETECTING GARNET—I understand that the cheaper 
grades of Swiss watches have jewels made of garnet 
instead of synthetic ruby or sapphire. Is there any prac- 
tical way of detecting garnet aS material? (Question 


No. 5972) R. T. 


Answer—Yes; garnet material in watch jewels can 
easily be identified. (1) After some “practice” in simply 
looking at jewels made of garnet, and comparing their 
appearance with that of synthetic ruby jewels, a glance 
at a jewel, through a double loupe, will show that the 
garnet jewels have a difference in workmanship; surfaces 
that should be quite flat have a more or less curved 
cross-section; corners that should be clean-cut and sharp 
are sloppily rounded-off, just like these are on cheap 
imitation staffs, screws, etc. (2) The color of garnet 
mostly used for watch jewels is not a bright red, like 
synthetic ruby is; it is a brownish-red shade; usually 
the color known as “maroon” could be used to describe 
it. (3) A little pressure with a hard steel point, like a 
graver, will scratch garnet, but would have no effect on 
synthetic ruby. A reason for using garnet for cheap 
jewels is that its softness allows it to be shaped and fin- 
ished easily and with less expense for labor. 


EPAIRING DOUBLET—We have a ring for repair, 
with the stone a doublet, which has come apart into 
two pieces. What can be used to cement the separated 


pieces together? What for cleaning the surfaces before 
cementing? (Question No. 5973) W. L. S. 


Answer—Clean the pieces of all traces of old cement 
by immersing them in alcohol or chloroform. Canada 
balsam is largely used as cement for fastening the pieces 
of a doublet together. 


UZZING CHIMES—What is most likely to cause 
tubular chimes in a® grandfather clock to give out 
occasionally (not always) a buzzing tone? (Question 


No. 5974) O. R. H. 


Answer—This can be caused (1) by one or more of 
the hammers standing a little too close to the tube, as 
adjusted by the cords; the cords should be shortened 
slightly; (2) by having the clock case standing slightly 
out-of-upright, causing bottom of a tube to occasionally 
touch the case as tube “swings” during striking; (3) by 
having one or more tubes hanging not upright and evenly 
spaced apart, so that they sometimes touch each other 
while vibrating and swinging. 





REPLACING A PALLET JEWEL 
(From page 404) 


After the jewel is fitted and shellaced, it should be 
tested to see whether it is secure. This is done by hold- 
ing the balance in one hand and grasping the jewel in 
the points of the tweezer with the other hand. Moving 
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the tweezer will soon reveal if there is resistance offered 
by the jewel or if it is loose. If it is loose, the shellac 














Fig. 15. Taper pin with fine oilstone powder is used 
to enlarge hole to accommodate slightly oversize jewel 


may be heated again in order to secure the jewel rigid 
to the roller table disc. All excess shellac is chipped off, 
the balance cleaned and it is ready for placing into the 
movement. 


SUMMARY 


1. A roller jewel should fit the fork slot with a mini. 
mum of play. 

2. Roller jewels should be replaced when chipped, 
broken or missing. 

3. Roller jewels come in three shapes; oval, triangular 
and “D” shape. 

4. Long jewels may be ground to size with a diamond 
charged lap or skillfully cleaved. 

5. The roller jewel may be held by whetting the inside 
flat tip of a tweezer or grasped with a fine tweezer. 

6. A minimum of shellac should be used. Too much 
shellac will run and destroy the appearance of the job 
as well as the poise of the balance. 

7. Too long a roller jewel will interfere with the pallet 
fork guard finger. 

8. Too short a roller jewel may fail to engage the 
fork slot. | 

9. Jewels must be fitted upright, not slanted sideways, 
forward or backward. 


QUESTIONS 


1. Why should a chipped jewel be replaced? 

2. Why should a roller jewel too thin for the fork be 
replaced? 

3. How is a chipped or broken jewel removed? 

4. What are the correct proportions of a roller jewel? 

9. How is a new jewel inserted in the hole? 

6. How much shellac should be used to fasten the 
jewel? 

7. How is the shellac melted? 

8. Why should a roller jewel be not too long; too 
short? 

9. How may an inclined jewel be uprighted? 


10. How is a jewel fitted to an over-size roller jewel 
hole? 


REFERENCE MATERIAL 


Practical Benchwork for Horologists............ Levin. 
Practical Watch Repairing.................. De Carle.: 
Modern Watch Repair and Adjusting. . . . Bowman-Borer. 
Elgin Technical Data Sheet..... . Elgin Nat'l. Watch Co. 
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SENTINEL 


You ean’t beat the combination of 





good merchandise, moderate price, 
national advertising (LIFE and SAT. 
EVE. POST), and liberal margin for 
the dealer. Ingraham’s Sentinel line 
is building good business for smart 
retailers all over the nation. Get your 


share. CAMEO: WW-123. The 
ultra-smart new Sentinel 

Wrist Watch. 10 kt. 

THE E. INGRAHAM COMPANY hen gee 

Bristol, Connecticut Established 1831 less steel back. Raised 
In Canada— numeral dial. Pigskin 


strap. Clear view con- 
vex crystal. Retails at 
$7.95. 


The Ingraham Canadian Clock Co., Ltd., Toronto 


SULTAN: 30H-MO-11. The Sentinel One 
Day Alarm Clock with single winding 
key for time and alarm. Watch-type 
escapement with electronically poised 
balance wheel. Smart black metal 
case, nickel trim. Retails at $3.25. 


SENTINEL 


LYRIC: SA-14. The Sentinel miniature 
self-starting Electric Alarm Clock with 
the 1-2-3 alarm. Silver plated metal 
case, easily read numerals. Only 41/4" 
high. Retails at $4.95. 






















MURAL: SK- 135. The Sentinel modern design self-starting 
electric Kitchen Clock. Easy to see, easy to keep clean; 


S2" white dial, convex glass, convenient bottom set. 
Retails at $4.50. 
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CLOCKS AND WATCHES 








ARLINGTON: SD-136. The new Sentinel wood-case 
electric self-starting Desk or Table Clock. Beauti- 
fully grained walnut case. 6” high. Motor com- 
pletely sealed in oil. Retails at $12.50. 


AUTOCRAT: PW-12. Prices exclusive of taxes. 
The new Sentinel 
Pocket Watch. A 
chromium plated 
beauty with outside 
black enamel nu- 
meral dial. Has 
modern, red, dial 
type second indica- 
tor. Retails at $2.50. 


\\ 


“Guard Sun Thecus Sime” 











Manufacturers’ News 
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LONGINES-WITTNAUER STAFF DISCUSSES SALES PLANS 





Executives and sales personnel from the United States and Canada gathered at the 

Ambassador Hotel, New York, from July 8th to IIth, for the Company's annual Summer 

Sales Meeting. The photograph above shows the group assembled for one of the daily 
luncheon discussion meetings. 





International's “Anniversary Week" 
Introduces Remembrance Pe‘*ern 


The eight-day period from September 1 
to September 8 has been designated by 
the International Silver Co. as “Anniver- 
sary Week” to mark officially the 1lUuvin 
anniversary of the founding ot the Ameri- 
can silver plate industry by the three 
Rogers brothers in 1847. 

The new 1847 Rogers patiern “Remem- 
brance” will be placed on display in re- 
tail stores for the first time on September 
2 in both flatware and matching hollow- 
ware items. 

Many stores are planning to promote 
the event by special historical exhibits of 
early American silver plate, displays trac- 
ing the trend of table settings and pat- 
terns during the past 100 years, and the 
correct modern table settings for family 
and formal dinners, luncheon, buffet sup- 
per, etc. 

Also announced by International Silver 
Co. is a new sterling pattern in the Scan- 
dinavian modern style which has been 
named “Northern Lights.” First showing 
of this new sterling pattern will be made 
in October following the presentation of 
the Remembrance pattern in the 1847 line. 


New Line of Watchmakers' Chucks 


Louis Levin & Son, Inc., announces that 
chucks for WW style lathes are now avail- 
able for immediate delivery in all sizes 
from 1 to 64, including half sizes from 
1 to 10. They are of uniformly fine quality 
made from the high grade tool steel with 
diamond lapped holes. Another feature is 
that the width of the slots is properly 
proportioned according to the diameter of 
the hole, leaving the maximum amount 
of circumference for gripping the work. 
A number one chuck, for example, has 
slots only .003 of an inch wide in con- 
trast to slots of .020 of an inch in the 
large chucks. In the larger sizes from 
number 11 to 64 the holes are relieved in- 
ternally to enable the insertion of work 
to a depth of three quarters of an inch. 
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New Line of Diamond Rings 
With Polished Girdles 


A new line of diamond rings mounted 
with stones with polished girdles has just 
been placed on the market by Schless- 
Harwood Co., Inc., 2 West 46th St., New 
York. Named “Prism-Lite,’” the new line 
covers a wide range in the popular price 
bracket retailing from $50 up, and accord- 
ing to the manufacturer, the prices, item 
for item, are no higher than those for rings 
set with diamonds of equal size and qual- 
ity whose girdles have not been polished. 

A national advertising campaign com- 
bined with a comprehensive assortment of 
sales promotional ads for the retailer will 
back up the new line. Selling helps in- 
clude newspaper mats, guarantee bonds, 
window displays, consumer brochures and 
radio scripts. 

The rings are to be distributed only 
through recognized wholesalers who are 
invited to write for the brochure which 
the company has prepared outlining the 
“Prism-Lite” plan. 


Ronson Holds Sales Conference 


The entire Ronson sales force was as- 
sembled at the home office in Newark 
early last week for a week long session on 
company plans and policies. 

Salesmen were briefed on the company’s 
new advertising schedules, merchandising 
plans, packaging ideas and dealer aids, and 
possible future plans were also discussed. 

Ronson’s advertising for the second half 
of 1947, Alfred R. Nathan, advertising di- 
rector, announced, would be on the largest 
scale in the company’s 51 year history. 
Greater use of color in magazine layouts 
and larger space units are to be utilized 
and the radio network program, “Twenty 
Questions,” will be continued. 

The entire staff was entertained at a 
social “get-together” on the New Jersey 
farm of Alexander Harris, president of the 
company, after which they were guests ot 
the sponsor ata “Twenty Questions” 
broadcast. 





eS 


| Gemex Opens Addition to Plant 


Gemex Company employees were guests 
of honor at a Preview Party held Friday 
night, August 1, in the new 13,000 square. 
foot-addition to the plant at 1200 Com. 
merce Street, Union, New Jersey. On the 
following Monday this addition, which jp. 
creases the capacity of the plant about 
one-third, went into service as a tool shop 
and added room for production lines. 

The party, attended by about 300 men 
and women, began at 6:00 p.m., and ip. 
cluded refreshments, music, dancing, and 
games. Hosts were officers and executives 
of the company, headed by Eugen Prestj. 
nari, president; William Lichtenfels, vice 
president and treasurer; H. C. Lichtenfels, 
secretary; and A. J. Fogarty, assistant sec. 
retary-treasurer. 

The Gemex plant is completely modern 
throughout, a one-story structure set in 
beautifully landscaped grounds. The orig. 
inal building is about five years old. At 
the time it was planned, provision was made 
for the new addition on the south side of 
the building. However, it has been nec- 
essary to build the additional space ear- 
lier than was expected. 


New Watch Cases by Elite 


Have Unusual Design Features 





Two attractive new watch case styles 
embodying unusual design features have 
been introduced by the Elite Watch Case 
Corp., 150 Varick St., New York. 

The outstanding feature of these cases 
is that although they are no larger than 
ordinary 1014 ligne cases their unusual de- 
sign enables them to be used with 10% 
or 11% ligne or with 6/0 size movements. 

Both cases are available with either 
rhinestone or plain dial and _ both are 
made of 10 karat yellow rolled gold plate 
with stainless steel back and top flat crys- 
tal. Shown at the left is Style No. 1135 
which has a two-toned effect due to the 
fact that while the body of the case is 
yellow rolled gold plate the lugs are white. 
The one on the right is Model No. 1135/85 
which is yellow rolled gold plate through- 
out. 

Manufacturers, wholesalers and import: 
ers may obtain samples and prices of either 
or both by writing to the manufacturer. 


New Sales Mgr. for Kingston Watch 


Samuel Schecter, President of the Kings- 
ton Watch Corporation, announced the ap- 
pointment of William Schlesinger as Gen- 
eral Sales Manager. 

Mr. Schlesinger has been associated 
with the watch business continuously for 
the past 25 years and is well known by 





jewelers throughout the country. 
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It's bigger — better — than the tremen- 
dously popular earlier model. There’s 
bound to be a big consumer’ demand. 
Telechron will promote Musalarm with 
dramatic advertising in leading na- 
tional magazines. And we're pushing 
production ahead on this striking new 
set so you can be supplied. 





The new Musalarm is a radio-and- 
clock... with handsome lines and sales- 
making features. The radio comes on 
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automatically at a pre-set time to 
waken the owner to music .. . bring 
him the right time and his favorite radio 
programs day and night. 

It’s a 5-tube superheterodyne radio, 
with wide range and excellent selec- 
tivity. It boasts such big-set features 
as a built-in loop aerial and the famous 
Alnico-5 speaker. 


And the clock is an accurate, long- 
life Telechron electric alarm that never 








NEW ... MUSALARM .. . smarter looking, higher powered — it’s a radio, it’s a clock, it’s a musical alarm. Retails at $3 8 39 


Tax Included 
Slightly higher in the Far West 


A new Musalarm to wake up sales 


has to be wound, oiled or regulated. 
Telechron Inc., Ashland, Mass. 


Prices and specifications subject to change without notice. 


REG SPA FF 


ELECTRIC CLOCKS 


THE FIRST AND FAVORITE ELECTRIC CLOCK 
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Regional Sales Meetings Hear ''Keepsake's" Fall Promotion Plans 

























Members of the "Keepsake" sales force who attended the meeting for the eastern region 
were: First row, left to right: J. W. Fitzpatrick, A. W. Doolittle, R. O. Beadel, W. L. 
Calkins, R. A. Pond, president of A. H. Pond Co., John B. Flack, president of the Flack 
Advertising Agency, W. P. Conklin, and N. O. Cushing. Second row, left to right: J. 
Wortelboer, T. M. Page, H. P. Warner, R. Jenks, D. L. Chaddick, R. Gould, Roy Gould, 














The advertising and sales promotion pro- 
gram for “Keepsake” diamond rings for 
the fall of 1947 was launched, officially, at 
two meetings of the company’s sales force 
held the week of July 21, one in Syracuse 
for the eastern territories and one in Chi- 
cago for the western district. Both meet- 
ings were conducted by Robert A. Pond, 
company president. 

Deliveries of “Keepsake” rings reached 
an all time high during the first six months 
of 1947, Mr. Pond stated, and orders on 
hand call for maximum production through 
the summer and fall season. In his ad- 
dresses to the assembled sales representa- 
tives, Mr. Pond took a highly optimistic 
view of the future, not only for “Keepsake,” 
but for business in general. 

Highlights of the conference included a 

















































M. Bayles, D. J. Willoughby, and R. R. Rives. 


preview of “Keepsake’s” new merchandis- 
ing and sales helps for dealers and the 
fall campaign of national magazine and 
newspaper advertising which was presented 
by John B. Flack, president and William 
P. Conklin, account executive of the 
Flack Advertising Agency. 

The fall schedule is to be considerably 
expended, with regular insertions in 15 
leading national magazines, and 150 met- 
ropolitan newspapers. Two new publica- 
tions have been added to the schedule. 
To aid retailers in co-ordinating national 
advertising and promotion with point-of- 
sale contact, they will be furnished with 
radio transcriptions, movie trailers, news- 
paper mats, window and counter dis- 
plays and signs, full color folders, posters, 
and bus cards. 





In attendance at the meeting of "Keepsake's" western sales representatives were: First 
row, left to right: W. P. Conklin, A. W. Doolittle, J. B. Flack, R. A. Pond, R. B. Pond, 
R. O. Beadel. Second row, left to right: C. E. Burright, C. B. Williams, Ray Williams, 
M. Bayles, W. Parsons, W. F. McCulloh, A. R. Greene, J. E. Donohue, J. F. Douglass, 
C. L. Petty, Harry Braunsdorf. Third row, left to right: C. E. Gill, W. L. Calkins, W. E. 




















Carter, Roy Gould, F. B. Mileham, Arden Longcroft. 








better service to the west coast retail trade. 


Nathan Opens West Coast Office é 
With Sal As Resident M The office will be in charge of Louis 
ith salomons As Kesiden anager Salomons who has been in the trade for 


S. Nathan & Co.. Inc., announces the | more than 18 years. Always active in 
opening of a new branch office in the Met- trade affairs, Mr. Salomons is Secretary 
ropolitan Building, 315 West 5th St., Los of the Jewelers Square Club, a member 
Angeles, where a comprehensive stock of of the Maiden Lane Outing Club and of 
stones will be carried in order to give the American Stone Importers Assn. 
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Gruen Eases Regulations 
On Co-operative Advertising 


A liberalization of Gruen’s cooperatiy 
a e 
advertising plan has been announced. For- 
merly, Gruen would share the cost of 
newspaper space only when at least 75 per 
cent of the space was devoted to Gruen 
with no other watches featured. Under 
the new regulations, the following changes 
have been made: 

1, Gruen will now share the cost of the 
space devoted to their own line regardless 
of what else appears in the ad. 

2. Gruen will now share on a 50/50 
basis the space cost for Gruen ads in bys 
and car cards, posters, or billboards, pro. 
vided such advertising features Gruen 
watches exclusively. 

3. The former requirement that a certain 
minimum quantity of Gruens must be pur. 
chased to share in the plan has now been 
eliminated. 

The above regulations are retroactive to 
January 1, 1947, with all qualifying ad. 
vertising done since that date being 
eligible. 

Gruen will also supply without charge 
a wide range of newspaper mats, car and 
bus cards and billboards, but the company 
will not share in any individual artwork 
or other production cost, the company’s 
participation being limited to cost of space 
only. 


Bayer, Pretzfelder & Mills 
to Celebrate Centennial 


Imperial watches, whose American im- 
port representative is Bayer, Pretzfelder & 
Mills, 15 Maiden Lane, New York, will 
celebrate in 1948 the completion of a full 
century of manufacture and production of 
this famous line which was started in 
1848. To mark the event BP&M is launch- 
ing a vigorous trade advertising campaign 
on the entire line which consists of Im- 
perial, Glycine and Nicolet watches to- 
gether with Harvard timers. 

The advertisements, which will appear 
regularly in the principal jewelry publi- 
cations, will carry frequent lists of the 
wholesalers through which the lines are 
distributed, since all of them are sold ex- 
clusively through wholesale houses. A new 
catalog covering the entire line is also in 
course of preparation and will be available 
shortly. 

Bayer, Pretzfelder & Mills claims to be 
the oldest company in the United States 
importing directly to the wholesaler and 
is still doing business with firms that were 
on its books over 75 years ago. 


New Silver Polish 


A new silver polish named “Fine Eng: 
lish” has been placed on the market for 
distribution through the retail jeweler. 
Manufactured by the Emkay Chemical Co., 
319 Second St., Elizabeth, N. J., the polish 
is stated to be the result of several years 
of scientific research and to be absolutely 
harmless to the finest silver, while at the 
same time a highly effective cleaning and 
polishing agent. 

The new product, the company states, 
contains no caustic alkali or other possl 
bly injurious element and _ produces its 
cleaning action by the combination of two 
factors—a mechanieal action by fine dia- 
tomaceous earth, and a chemical action 
by a mild tarnish removing agent. 

It is nationally advertised. 
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' Metals of Guaranteed Purity 


GOLD * SILVER * PLATINUM * PALLADIUM 
IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 


\| 


Strictly Refine 


facturer® 


We solicit yout mY weeyas.. 


Filings—Scrap Gold and 
Platinum—Metals 


" ee Your Old Gold Shipments 
WILL RECEIVE 


Sreeial fitten tion 
Kastenhuber & Lehrfeld, Inc. 


21 West 46th Street Tel. BRyant 9-1060 New York 19, N. Y. 
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FIT--TITE MOULDED GLASS 


Watch (hystals 


CYLINDRICALS ¢ FANCY FLAT TOPS 
GABLE TOPS * ROUND BALLS * ROUND FLAT TOPS 


..- precision crafted, highly polished moulded glass 
watch crystals for all popular makes of men's and 
ladies’ watches... those originally fitted with and 
those capable of being modernized with moulded 
glass crystals. Completely finished and ready for 
dustproof fit without further grinding. An opportu- 
nity to profit from the vast, new market in moulded 


. fl} glass with the finest quality moulded glass crystals 
“1) - you —or your customers —can buy. 
) Cabinet Assortments or refills. 
I WA () \ Your material jobber will supply you. 


WATCH CRYSTAL CORP. 







Write for the new FULTON 
Moulded Glass Watch Crystal 
Catalog No. } 





121 FULTON STREET, NEW YORK 7, N.Y * ESTABLISHED 193) 
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New "Slide View" Display 
For Bretton Watch Bands 





A versatile window and counter watch 
band display fixture is currently being of- 
fered by Bruner-Ritter, Inc., manufactur- 
ers of Bretton bands, named the Bretton 
“Slide-View.” It is a striking, jewel-box- 
type, pilfer-proof display case that serves 
equally well on a jeweler’s showcase or 
in his window. 

It has an attractive all-wood frame with 
glass-top sliding panels, is 15 inches long, 
71% inches deep and 2% inches high and 
includes an assortment of bands_ with 
a retail value of $215.75 at better than 
Keystone margin. The fixture also con- 


tains a compartment for storing extra 
bands. 
Shiman of Newark Absorbs Craft Co. 


Leonard Shiman, president of the 
Shiman Manufacturing Co., Inc., 113 Mon- 
roe St., Newark, N. J., manufacturers of 
gold rings and jewelry, announces that all 
assets of the Craft Company, Inc., Indian- 
apolis, Indiana, which were recently pur- 
chased by Shiman, including tools, dies 
and merchandise have been removed to 
the Shiman plant. 

The Craft Company, which was an out- 
standing manufacturer of emblematic rings 
for over 80 years, was eriginally estab- 
lished in 1865 as Craft & Koehler. In 1904, 
it became A. P. Craft & Co., Inc., and in 
1923 assumed its present name. At one 
time it took over the firm of Riker Bros. 
of Newark, established in 1840. 

Shiman of Newark will carry on the 
Craft Co. traditions, integrating within 
this line its own line of emblem rings. 

Salesmen who will represent the new 
Craft Co. are: Louis Federman, Ab: 
Frieze, Nathan Hayman, Max Mandel- 
baum, Bernard Shimmel and _ Leonard 
Shiman. 


Diamond Guild to Promote 
Local Jewelers 


Formation of the American Diamond 
Guild to promote and assist in increasing 
influence and prestige of the local jeweler 
in his own community was announced this 
month. 

Phil G. Ruvelson, head of the Phil G. 
Ruvelson Company of St. Paul, will serve 
as the Guild’s first director. 

The American Diamond Guild will select 
outstanding jewelers in various com- 
munities as cooperating members, Ruvel- 
son said. Basis of selection will be ex- 
perience, knowledge and community repu- 
tation as judged by the governing body 
of the Guild. 

Jewelers selected will be provided with 
window display material, newspaper pub- 
licity, identifying insignia and certificates 
of membership, plus cooperative newspaper 
advertising mats by the Guild. 
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New Vulcain Wrist Alarm Watch 
To Be Vigorously Promoted 


The new-alarm wrist watch named the 
“Cricket,” which is being introduced this 
month by the Vulcain Watch Co., is said 
by the company to be the only alarm 
watch ever to be made available for wide 
distribution in the American market. 

The initial shipment is now being dis- 
tributed to Vulcain agencies in the prin- 
cipal cities and is being coordinated as to 
help jewelers to get the full benefit of the 
extensive national advertising and publicity 
program that has been planned for the 
introduction of this new watch. 

Five years of continuous research and 
experimentation were spent in developing 
the “Cricket,” according to Bernard S. 
Lippman, * «lcain president, because of the 
difficulty otf working out an alarm mecha- 
nism that would ring loudly enough to be 
practical and still be small enough to fit 
into a thin, styled wrist watch case. 

The hands and movements for both 
alarm and time are operated from the 
same crown with a push button to stop 
the alarm or permit it to ring as required. 

The watch is to be introduced to the 
public in mid-October with large space in- 
sertions in several of the leading “pres- 
tige” magazines. Store displays, circulars, 
mats and folders will be made available to 
retailers, and an extensive publicity pro- 
gram will be carried on. 


New Type of Sales Aid 
For Airguide Field Glasses 


Dealers in field glasses have frequently 
encountered a problem in the fact that 
the product which is of a semi-technical 
nature must in many cases be sold by rela- 
tively inexperienced salespersons. Also, it 
is difficult to demonstrate the performance 
of a field glass within the space of a small 
store. 

To help overcome these difficulties, the 
manufacturer of “Airguide” field glasses 
has prepared a new type of counter sales 


folder for retailers which _ illustrates 
sraphically the magnification of each 


model and gives factual information re- 
carding its construction and optical quali- 
lies, 

The uses to which each model is best 
suited are listed to help the customer 
select the best glass for his particular pur- 
pose. By the use of this folder, even in- 
experienced § salespersons, the company 
says, are able to make a far more effective 
presentation than has ever before been 
possible. 

The folder has been mailed to all regu- 
lar “Airguide” dealers. Other dealers who 
might be interested in securing a copy, 
may do so by requesting it from the manu- 
facturers. 


Four New Salesmen for Natl. Silver 


National Silver Co. has added four new 
men to the sales staff of its New York 
branch. Two of them—Ruby Schecter and 
Arthur Freedman—will serve accounts in 
the New England area. The third, Edwin 
R. Perkins, will cover Long Island and 
Staten Island: and the fourth, Edward F. 
Wilson, has been added to the staff of 
the Chain Store Division. 

All four men were previously engaged 
in a sales capacity in the housewares and 
silverware fields. 














Ollendorff Announces Fall Plans 


A meeting of the salesmen of the ip. 
porters of Gotham Watches was held on 
Thursday, July 17, at the Biltmore Hotel, 
New York, prior to the men’s starting on 
their late summer and fall trips. Herbert 
Ollendorff, President; Adolph Ross, Vice. 
President; Alexander W. Macy, Adver. 
tising Manager; and Mr. Herman Morris, 
President of Ollendorff’s advertising agency 
addressed the group. 

An accelerated national advertising cam. 
paign was announced with a schedule of 
full pages and half pages commencing jn 
September and continuing throughout the 
remainde: of the year. 

New Fall displays for the retailer were 
also introduced, as well as an extensive 
mat service for jewelers’ newspaper ads, 
A new guarantee booklet is also to be 
added to the package, and several new 
numbers have been added to the line. 


New Ribbons for Birthday 
Gift Wrappings 
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A new and unique style of ribbon for 
birthday gift wrapping has been devised 
by Taffel Bros., Inc., ribbon and gift- 
wrapping specialists. 

Named “Happy Birthday” after the 
familiar song, the ribbon is of rayon satin 
14%” wide in either royal blue with the 
notes and wording of the song in white 
and yellow, or in white with green and 
pink. 

Any jeweler who provides special wrap- 
ring for gift packages should find this 
new birthday ribbon highly ‘useful. Samples 
and prices may be obtained by addressing 
the manufacturers, Taffel Bros., Inc., 95 
Madison Ave., New York 16 N. Y. 


Harman Stages A Fashion Show 


A fashion show and cocktail party was 
staged in the Sert Room of the Waldorf 
Astoria Hotel during the jewelry show, by 
the Harman Watch Co. with Powers and 
Conover models parading in the newest 
fashions and exhibiting the latest styles 
in watches—and the latest styles of wear- 
ing them. Watches appeared not only al 
wrists and lapels but on cuffs, belts, scarfs, 
and collars, and pinned chatelaine-fashion 
across the shoulder or at the hip-line. 

Jean Blackburn, stylist of B. Altman & 
Co., New York, introduced the models and 
described each of the new fashions, and 
the guests were greeted by Abbot A. Har- 
man, president of the company. 
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BONDED 


WATCH 
REPAIR 
SERVICE 






rye You can save money and save time 
by letting us do your 
WATCH REPAIRING 
unconditionally guaranteed 
You'll like our moderate prices ... quick 


service ... and our NEW BONDED watch 


repair feature. 


MAIL US YOUR 
» |WATCH REPAIRS 


Save time ... save money .. . eliminate 
the watch repair headache. 








Serving the industry since 1922 
WATCH REPAIRS ONLY 


NATIONAL 
WATCH REPAIR SERVICE 
150 NASSAU ST., NEW YORK 7, N. Y. 





























"THE OLD RELIABLE” 
WESGO PLATING OUTFITS 


You can't go "Wrong" on the time-tested Wesgos. Twenty 
years of constant improvement have made our present models 
the finest platers designed especially for jewelers use. 


Now more than ever before the Wesgo is an efficient, inex- 
pensive, noiseless, trouble-free and portable instrument for all 
electroplating, stripping and coloring processes. 


Available in 5 and 15 ampere capacity. 


For more complete details and descriptive literature, see your 
dealer or write. 


WESTERN GOLD & PLATINUM WORKS 


589 Bryant Street @ San Francisco 7, Calif. 
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GLORIFY YOUR STORE APPEAL 


To catch and hold the interest of 
worthwhile, trade-influencing cus- 
tomers a store must offer the unusual. 
With the music of Westminster 
Chimes; with the charm of distin- 
guished design; with the beauty of 
extraordinary craftsmanship ; with the 
accuracy of Telechron time telling; 
Revere Clocks give glowing distinc- 
tion to the offerings of any store. 
Seeking to beautify their homes, 
searching for out of the ordinary gifts 
those with taste and means are quick 
to appreciate the appeal of these 
masterly clock creations. Send for 
catalog showing the models you can 
offer as welcome suggestions. 


THE REVERE CLOCK COMPANY 
CINCINNATI 6, OHIO 
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FLOOR CLOCK is the hand- 
some MONMOUTH. Mahogany 
Case. 78 in. high. Moon Dial. 
Westminster Chimes. Retails 
for $515 plus tax. 


MANTEL CLOCK is the & 313. 

Beautifully styled, modestly 

priced. Westminster Chimes. 
Retails for $42 plus tax. 





NEW YORK OFFICE AND 
- « . SHOWROOM: | 
37 West 47th Street 
CHICAGO SHOWROOM: 
: $422 Merchandise Mart 


SAN FRANCISCO SHOWROOM: 
705 Merchandise Mart 
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L & R Introduces Combination 
Crystal Grinder and Polisher 
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The L & R Mfg. Co. is introducing a 
new Crystal Grinder featuring a low speed 
grinding wheel in connection with a high 
speed felt buffing wheel—both operating 
from a single motor. 

This arrangement, the manufacturer 
states, provides maximum working efh- 
ciency since the two operations are com- 
bined in one compact unit that measures 
only 11 inches by 7% inches by 8% 
inches high. The gear reduction motor de- 
livers 4% horsepower and is equipped with 
a governor which keeps the speeds of both 
wheels constant. The entire unit is housed 
in cast aluminum. 

List price, complete with pan, is $69.50 
f.o.b. Arlington. Further details may be 
had by addressing the L & R Mfg. Co., 
577 Elm St., Arlington, N. J. 








Two New Displays 
for J-B Watch Bands 


Two new selling aids in the form of 
handsome display units for J-B watch 
bands have been made available to retail 
jewelry stores, by the manufacturer, 
Jocoby-Bender, Inc., New York. 

One is made of highly polished Swedish 
maple and is constructed on an incline to 
afford the maximum of display value, 
allowing for 8 ladies’ and gentlemen’s 
watch bands to be shown on a smooth 
velvet pad. All 8 items are protected 
against dust and other foreign elements 
by a clear glass cover. In the rear of the 
display is a hidden compartment for stor- 
ing a reserve stock. 

The other display, which is of leather, 
consists of a tray and three inserts, with 
each insert holding 11 watch bands on a 
background of rich grosgrain. The inserts 
are detachable and the jeweler may show 
as many as 33 assorted styles. 

Both display units are available through 
J-B wholesalers. 


Oe 


Schick Shaver Promotes Cooke 
To Centrol District Manager 


Ralph W. Cooke, sales supervisor of the 
Chicago territory for Schick Electric Shav- 
ers, has been promoted to the post of Cen- 
tral District Manager for the company. 

Mr. Cooke has been closely connected 
with the electrical appliance field in the 
mid-West for the past fifteen years, having 
served as Detroit territory sales supervisor 
for the company before his Chicago post; 
and before that, was connected with the 
Westinghouse Eleetric Supply Company in 
Milwaukee, Wisconsin. 

In his new post as Central District Man- 
ager, Mr. Cooke will supervise a territory 
which includes Chicago, Detroit, Cleveland, 
Cincinnati, St. Leuis, and Minneapolis. 
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Victoria Pearl Co. 
Appoints Reibstein 


Victoria Pearl Co., Ltd., announces thie 
appointment of Louis Reibstein as sales 
manager. Mr. Reibstein brings with him 
an intimate knowledge of the industry; 
with a family in the retail jewelry busi- 
ness, he has a solid background and knowl- 
edge of the problems of the retailer, and 
has himself had extensive jewelry experi- 
ence. Prior to present position, he was 
sales manager of Joseph Alessio, and be- 
fore serving in U. S. Signal Intelligence 
Corps, had worked with the industry for 
many years. 

The new Victoria line comprises a wider 
price range than ever before. New prices, 
new packaging, national advertising and a 
sales policy aimed at increasing the re- 
tailer’s volume in simulated pearls, are all 
making themselves felt. A new 20 page 
catalog showing the line has just been 
issued. 


Enlarged Adv. Campaign for 
Gruen Watches 


107 new models will be included in 
Gruen’s new fall line for which an ad- 
vertising campaign has been planned for 
this fall. It will include 92 full pages 
of magazine space—most of them in color, 
and a nation-wide spot radio campaign. 

In addition to the magazine campaign, 
Sunday rotogravure space will be taken 
in 35 cities throughout the country, and 
dealer-help material will be furnished in 
the form of newspaper mats, recorded 
radio jingles, car cards, billboard posters, 
five-color jewelry folders, match books, 
direct mail material, clocks and signs. 





Bristol Ring Executive 
Visits European Diamond Market 


Bristol Seamless Ring Co., 71 Nassau 
St., N.Y.C., announces that Adolf Wolf, 
a member of the firm, left on July 11, 
for an extended tour of the European 
diamond markets, where he _ will visit 
various diamond cutting and _ polishing 
plants. 

Mr. Wolf for many years resided in 
Antwerp, where his permanent diamond 
buying offices were formerly established, 
but on May 10, 1940, the bombs began to 
fall on that city. He closed his offices 
there and returned to New York. He was 
one of the last diamond merchants to 
leave, just one jump ahead of the Ger- 
man invasion of Belgium. 

This is Mr. Wolf’s first visit to Europe 
since 1940. 


Video Time Signals by Elgin 


Video time signals, combining the use 
of movies and live announcements, are now 
being used by the Elgin National Watch 
Co. on five major television stations 
throughout the country announces Gordon 
Howard, advertising director of the com- 
pany. The stations now being used in- 
clude WBKB, Chicago, WCBS and WNBT, 
New York; WPTZ, Philadelphia, and 
KTLA, Los Angeles. 

The spot announcements are timed to 
run 20 seconds, Mr.. Howard said, with the 
first 15 seconds being devoted to a sales 
message for the Lord and Lady Elgin line, 
utilizing a sound movie. The remaining 
five seconds of the film shows an Elgin 
“Timed to the Stars” montage with the 
sound track cut off to enable the local an- 
nouncer to give the time announcement. 








Two New Salesmen for Swank 





FRED ROSENSTOCK 


JOHN LARKIN, JR. 


Albert J. Miller, manager of the Balti- 
more branch office of Swank, Inc., manu. 
facturers of jewelry and accessories for 
men, announces the appointment of two 
new salesmen operating out of Baltimore, 
John Larkin, Jr., and Fred Rosenstock. 

Mr. Larkin, who has been with Swank 
for the past year, will cover parts of West 
Virginia and Virginia, and Mr. Rosenstock 
will handle B@timore, Washington, D. C. 
and the state of Maryland. 

Swank’s new enlarged Southeastern 
branch offices in Baltimore are now Jo- 
cated in the Dover & Mechanics Bank 
Building, 100 N. Eutaw Street. 





Harold Loevy Joins 
Zenith Cleaning Fluid 


I 


HAROLD J. LOEVY 





Harold J. Loevy, for the past five years 
connected with the L & R Mfg. Co., has 
joined the Zenith Cleaning Fluid Co. as 
an executive member of the firm. The 
name of the company is to be changed 
to Zenith Mfg. & Chemical Corp., but 
no other changes are contemplated and 
all present personnel will remain with the 
company. Several new items, the company 
states, will soon be ready for the market. 





Four New Salesmen for Rolfs 


Fae A. Riddell, sales manager of Rolfs, 
West Bend, Wisconsin, has announced the 
addition of four salesmen to the Rolfs’ 
sales staff. They are: Robert D. Pax- 
ton, John J. Shaffner, John E. Smith, 
and Chester W. Wescott. 

Mr. Paxton will represent the company 
in the South Central states, Mr. Shaffner 
in Texas and Oklahoma, Mr. Smith in 
Kentucky and Southern Indiana, and Mr. 
Wescott in New York City. 





Bulova Adds Salesmen 


Bernard Gold has been added to the 
sales force of the Bulova Watch Co. to 
work in the vicinity of Chicago. Terry 
Born has also joined the organization, and 
will work in the vicinity of Birmingham, 


Ala. 
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BUT WE'RE BETTER OFF 


IN SOME RESPECTS at least, South Africa apparentiy 
isn’t very different from the United States. At any rate, 
a news report just received from that country says: 

“South African jewelers are increasingly concerned at 
the encroachments being made upon their business by 
competing non-jewelry establishments.” Sounds just like 
a jewelers’ convention in the U. S. A., doesn’t it? 

But there the similarity ends, for the report goes on 
to say that while most of the people in the trade feel 
that a vigorous co-operative campaign of publicity and 
promotion by jewelers is the best way to deal with the 
situation, no such program has yet been worked out or 
agreed upon. 

We in the United States are much more fortunate. 
Here we have the Jewelry Industry Council already or- 
ganized and functioning along those lines. Feature 
articles, news stories and pictures that popularize and 
promote jewelry, watches, silverware, and the jewelers 
who sell them, are appearing regularly in the newspapers 
and magazines through the efforts of the JIC. Unfavor- 
able publicity is being counteracted or headed off; sea- 
sonal and other promotional aids are being supplied. 
without cost, to retailer members; a program of educa- 
tional work in high school and college classes is being 
developed; a new wedding anniversary list more favor- 
able to jewelers has been worked out and will soon be 
actively promoted, and other activities to help the retail 
jeweler are in course of preparation. 

It all adds up to a tremendously potent force to help 
the retail jeweler. Are you doing your share to keep it 
going? If you are not already a member, write today 
to the Jewelry Industry Council, 366 Fifth Ave., New 
York, and join in this great work that is being carried 
on for your benefit. 


THE OLD WAYS WON'T DO 


WE COULD NOT HELP but be impressed by the way in 
which the successful credit jewelers who participated in 
the Credit Clinic of the recent ANRJA convention agreed 
that credit contract forms must be short. clear, and 
simple. 

The day of the long-winded document couched in legal 
phraseology and crammed with microscopic type is defi- 


nitely ended, according to these experts, who certainly ~ 


should know. Let it be merely a simple statement of 
what has been purchased, the total price, and the agreed 
terms of payment, they say. Nothing more is necessary 
unless the customer’s a dead-beat—and if he is, a long 
legal contract won’t help you much anyway. 

Moreover, they emphasized, the credit application 
interview should not resemble a third-degree treatment 
nor ask a lot of overly personal questions that are 
offensive to the customer and give you no information 
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of any real value anyway. You can learn a lot more ip 
a pleasant, comfortable conversation with only a few 
essential direct queries than by shoving a long ques- 
tionnaire at the prospective buyer, and treating him as 
a suspect or as if you were doing him a favor by letting 
him buy from you. 

And mind you, the men who were talking were experi- 
enced and successful credit operators. 

Credit selling today must be in tune with the likes 
and dislikes of present-day consumers, and the man who 
keeps on using the methods that might have gotten by 
thirty years ago will find himself left as far behind in 
the race as if he were driving a 1917 model car. 


KEEP "EM MOVING 


GoT TOO BIG an inventory of some kinds of goods—or 
a lot of odds and ends that you'd like to clear out and 
replace with newer, faster-moving merchandise? 

Then perhaps you'd find a helpful tip in something 
that proved very successful for a retailer in a certain New 
England city, who found himself in exactly that position. 
True, he was in another field than jewelry—furniture, to 
be exact—but the same idea should work just as well for 
a jewelry store. 

Finding himself left with a number of items on which 
he had overestimated the demand, he took a sizable ad 
in the local paper—5 columns by 14 inches—and headed 
it in big bold letters, “We Were Stuck.” 

“Here are the biggest values we have ever offered in 
our 42 years,” he continued. “Why? We bought too 
many. Frankly we were stuck. So we're unloading. 
Check this list. Qualities range from so-so to superb— 
but every one is a bargain at these prices.” 

Then followed a list of the items specially priced for 
clearance—all described in a ruefully humorous vein. 
Here are a few typical examples: 

“Did we get fooled? Wow! We thought we'd sell a 
raft of these mahogany record cabinets—but we didn't. 
So we have 24 left, and you can have ’em for $9.75 apiece 
instead of $14.95.” 

“The boss went high-falutin? and ordered too darn 
many leatherette headboard beds. Made to sell for $42.50, 
but we'll take $22.50.” 

“Months ago we bought a load of occasional chairs. 
The factory told us they’d go like hot cakes for $15.95. 
Maybe if they were hot cakes we’d have done better. 
Anyway, they’re yours now for only $7.88.” 

People came in droves—and bought—and the over- 
stock and “dustcatchers” were quickly cleared out. Maybe 
yours could be, too. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





















Quality and 
Craftsmanship 


The inspired design-talents 
of Marce, are artfully 
translated into superlative 
jewelry creations by WBO 
artisans . . . The trade has 
learned to expect the 
ultimate in beauty and 


workmanship when a piece is 











33 WEST 60th STREET 





identified by the WBO symbol. 





WILLIAM B. OGUSH. INC. 


CREATORS OF FINE JEWELRY AND WATCHES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 
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the Watchword 
for quality, value and distinguished styling... 
the Name 


that builds your good name. 


Hamilton... America’s Fine Watch. 


HAMILTON WATCH COMPANY ¢ LANCASTER, PA., U.S.A. 
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* ENGRAVERS 
OLD ENGLISH INITIALS | 


a ase . : Z ‘ 


We offer true Old English Initials, in three popular sizes, 4, % and '%2 inch. They are beautifully 
finished with raised and lapped edges, recessed and hammered background and _ fully 
pierced. Supplied complete with slotted 1”2m/m width hollow tube and screw nut, or with 

plain back, without tube and nut. Available in 1OK Yellow Gold. White Gold Initials 

made to order, dlso in Sterling Silver in quantity | only. 
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The Leading Ring Finding Manufacturers 
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Asked for his considered opinion of jewelry 
palladium after his many years of experience 
with it, Mr. S. Scharf, manufacturing jeweler 
and refiner, 71 Nassau St., New York, 


declared: 


“Having used palladium exclusively for the 
past fifteen years, | can recommend it very 
% highly to all manufacturers. Proof of its fine 
quality is that no complaints are ever received 
from the jewelers and setters who work on it, 
from the dealers who feature it, and from the 
consumer who wears jewelry made with pal- 
ss ladium. In addition, diamonds set in palladium 
are shown to advantage, as this metal retains 


its white color and does not tarnish’. 


Lika EC Lede 


113 Astor St., Newark 5, N. J. 
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In designing our settings, the basic plan has 

















always been to supply the creator of fine 


ne will 74 : jewelry with real help in carrying out the 
wee design he has in mind. The examples shown 
on this page will serve to give some idea of 
a the variety we offer. These, with our other 
series present such a wide choice of shapes 
and side openings as greatly to facilitate the 
work of the designer. Some of these settings, 
while appearing delicate, are really heavy and 
Wy _— j | ur | q strong; others increase the apparent size of 
& eas diamonds, making a 4 carat stone appear to 


eer ill ad Gl : be 34 carat, for instance. All are made in 
a pe 4 


jewelry palladium and platinum—10% 
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You’vE learned over the years—perhaps 
the hard way—that it’s easier to sell merchandise 
bearing names the public knows and trusts. 

And that such “name” merchandise usually stays sold, 
contributing in no small measure to the prestige 

of your store. Today, watch bands have names— 
well-known and respected names. And right up at the top 
of the heap is BRETTON—a watch band name the 

public associates with fine quality, high styling 

and design, good value. That’s why so many leading, 


watches feature BRETTON bands—more so than any 





other kind. And that’s why you should feature them. 


CONSULT YOUR WHOLESALER 


BRUNER-RITTER, Inc., 630 Fifth Avenue, New York 20, N. Y. 










Nationally Advertised 
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FIRST AMONG FINE WATCH BANDS 





. Factories: Bridgeport and Montreal 








Ite cay when you know the anewers! 


“In fact, you have to know the answers if you want to sell That’s why the most successful salesmen are stressing prod- 
appliances today! Customers are growing choosy, asking uct features. When demonstrating the popular Manning. — 
questions, seeking specific information before they buy...” Bowman Smokeless Table Broiler, for example... 


a 
a 


an 


/ Show what it does: “Table-broils Y Point out: “Grill has two heats: Mention, too: “Easy-to-clean cook- 


steaks, fish, chops, practically 800 watts, for broiling; 300 watts. ing plate has drip well to catch 


without smoke, odors. The hinge ? for simmering, keeping food warm. juices. Grill is chrome plated with 
holds cover open when desired?’ Use it upside down as a hot plate” handsome wood handles: 


anning Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut. In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 
Makers of M-B quality Toasters, Percolators, Broilers, Irons, Automatic Grills, and Waffle Bakers. 


THE LINE THAT'S ALWAYS IN DEMAND 
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“THIS BOOK SURELY 

PUT ME STRAIGHT 

ON THE CAUSES OF 
MAINSPRING BREAKAGE” 


oN 








Here for the first time is a complete and 
authoritative discussion on the subject of 
mainspring breakage 


‘Ping Goes the Spring” is the “book of the month” so 
far as the jewelry trade is concerned. 

For here is startling new information on the con- 
troversial subject of mainspring breakage by George 
Ensign, head of Elgin’s Research Department. 

What are the reasons for carbon steel mainspring 


Only an ELGIN WATCH has the @ DuraPower Mainspring 





“RUST, ESPECIALLY. 
MY REPAIRMAN WAS 
AMAZED AT THAT" 











DID YOU READ IT? 


troubles? Why do these mainsprings that you have just 
put into watches snap? Why is it that many jewelers and 
even watch repairmen do not realize that rust is the com- 
monest cause of mainspring breakage? 

Answers to these and other mainspring questions are 
especially important now that Elgin has introduced the 
miracle DuraPower Mainspring*. For Elgin’s great ad- 
vertising campaign on DuraPower is making the watch 
buying public very much aware of mainsprings. 

A copy of “Ping Goes the Spring” was sent to you. If 
you didn’t receive it or if you wish additional copies 
please write us. 

*Patent Pending 


Q Eliminates 99% of watch troubles due to steel mainspring failures 


Q It will not rust 


Q It retains its resiliency indefinitely which means lasting accuracy 


THE ELGIN NATIONAL WATCH COMPANY cin, tn, aise ticote, we., and Avror,th 
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In the hands of UR’s skilled craftsmen, AMERICAN BEAUTY 
matched sets are executed with all the exquisite care, all 

the delicacy of design that one expects to find only in the 
finest platinum settings. In 14K yellow or white gold, 


each of these faultlessly fashioned bridal pairs is completely 
worthy of the AMERICAN BEAUTY 






name...and your own. 


RINGLEADERS 


> 
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SINCE 1865 








UNTERMEYER, ROBBINS and COMPANY « 136 West 52nd Street, New York 19, N. Y. 
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JAGUUES KREISLER PROMOTION SERVICES 


Biggest watch attachment manufacturer wins acclaim for helping 
retailers build customer traffic 


Jewelry retailers everywhere are enthusiastic about — Kreisler works in intimate contact with the retail jewelry 
tremendous variety and pulling power of Kreisler dis- business. RESULT: thousands of jewelry retailers are 
plays, selling devices, advertising mats, mailing folders, looking to one source for four traffic-building lines: 
repair service helps, other promotion services. Jewelers watch bands, men’s and ladies’ jewelry, leather straps. 


agree Kreisler gives them not only more promotion ideas | Comment: LOOK TO KREISLER FOR VALUE BE: 
than anyone else in the field, but better ideas, because YOND PRICE! 
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RETAILERS LIKE Kreisler Repair Tags and Envelopes 
because they mean savings . . . help watch band sales by 
suggestive selling, when a customer is watch-conscious. 





STRONG-SELLING AD MATS prepared by retail experts 
help jewelry retailers plan promotions, help him tie in 
profitably with Kreisler’s dominant national advertising. 


os = - SS See ; 





KREISLER’S CLOSE CONTACT with jewelers means a 
better know-how in producing devices like STYLECTOR 


... best suited to needs of retail jewelry trade. 
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MORE EFFECTIVE WINDOW AND COUNTER DISPLAYS 
stimulate store trafic; mean extra “impulse buying.” 
Kreisler keeps more of them coming all year ’round. 


NAME KITS are unique in the trade, mean extra profits. 
“Increased my Sir-Name business 85%”—typical remark. 


Gage CONCENTRATE ON KREISLER, for 


e the power of the biggest national 
advertising : 

e the prestige of enduring Kreisler 
Quality 

e the personalized promotion help 
that only Kreisler gives 





e personal contact with Kreisler 
representatives 


® and now—free repair service for 
Kreisler Quality watch bands 
and men’s jewelry. 


Jacques Kreisler Manufacturing Corporation 


9015 Bergenline Avenue, North Bergen, N. J. 
New York Showroom at 630 Fifth Avenue 
In Canada at 259 Yonge Street, Toronto, Ont. 
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“SPARKLIVG WHITE” JEWELRY. 


Brilliantly beautiful . .. Lucinas exquisite new 





designs featuring ateHiatiits rhinestones HAND SET 
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DUCT UESOPEULLONS 


by Iskin represent the finest workmanship and 






styling . . . at moderate cost. Ensembles of bracelets, 





brooches, chokers, chatelaines, and earrings. 










THE ISKIN MANUFACTURING COMPANY 






857... 1933 
12TH AND CHERRY STREETS, PHILADELPHIA, PA. 
LOS ANGELES ° CHICAGO . NEW YORK 














Ask your wholes! 
for this unusual eo! 
display. 














As the traffic in your 

store increases so do 

the sales. We have 
evolved a series of unique 


and revolutionary promo- 






tional plans adaptable to your REG. TRADE MARK 
own individual merchandising needs ' 
...and designed to INCREASE TRAFFIC 

IN YOUR STORE. 


Every few months you will receive full par- 


ticulars about the current plan, tried and tested 


~ 


beforehand, and guaranteed to bring business your 

way ...with Lovebright. National Advertising 

in the country’s leading magazines will keep the Lovebright 
name before the public and will tie in with your local programs. 


Call Or Write To Our New York Office For Further Details 
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e ; DIAMOND RINGS OF MASTERPIECE QUALITY 


A. Edward Fisher & Company, Inc. e 580 Fifth Avenue e New York 19,N. Y. 


IMPORTERS OF DIAMONDS... OVER 35 YEARS OF SERVICE TO THE TRADE 
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In any karat, color or size and 
in any quantity, delivered quickly 
... ready to put into production... 
convenient and dependable. 


Many manufacturers have been finding that with 
these products, it no longer pays to make their own 
karat golds. They find that they can reduce inven- 
tories — eliminate worries about fineness, working 
qualities, excessive scrap, waste and spoilage — 


maintain production schedules — and reduce costs. 


Have you thoroughly considered the advantages 


to you of such service? 
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HANDY & HARMAN | 





4 © 


82 FULTON STREET ‘QW NEW YORK 7, N. Y. 


Bridgeport, Conn. « Chicago, Ill. « Los Angeles, Cal. « Providence, R. 1. « Toronto, Canada 
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PRECIOUS METALS 
SINCE 1867 
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or Fall gift selling 


There's an exciting new look to JB's Fall 
watch band styles ...a smart, timely fashion 
appeal that will go over in a big way with 
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An unexcelled selection of dia- 

mond-adorned jewelry of high 
AT YOUR COMMAND style and exquisite craftsman- emerald cut dia- 
one of America’s ship is always available for monds... bracelets, 
your selection at cover watches and 























great collections of 
round, square and “THE HOUSE OF DIAMONDS” diamond jewelry. 
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FABRIKANT BROS. tnc 


DIAMONDS and DIAMOND ADORNED twee UR Y 
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66 BOWERY at Canal ¢ NEW YORK 13, N. Y. 
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NVAMATIC 


RYTOMA' 


(aay Soh 


_,. $0 sleek 
.,, $0 Smart 


... $0 trustworthy 


NOVAMATIC is definitely the last word in automatic 
watch craftsmanship ... It is one of the NOVA 
family of water-resistant, shock-resistant, automa- 
tic watches...a field in which the Stern organization 
has been concentrating for some time. 


NOVA offers jewelers an unusual opportunity to 
build a highly profitable competition-free corner 
in local watch retailing. Write for Data. . . 


EDWARD L. STERN & SON CO. 
Distributors of Heritage and Defender Watches 
610 Fifth Avenue, New York 20, N. Y. 








HE ROUND DIAMOND 


Women delight in the brilliance, the beauty and the appear- 
ance of extra size of the round diamonds in Stone & Company 


rings. 


Perfection of cut and the consummate artistry applied to their 
production endow Stone diamonds with a rare quality that 
is truly magnificent. And Stone values, traditionally, are 


incomparable. 


Diamond Set Rings of Every Description 
from $15 to $2500 


Fast Turnover Guaranteed 


All our lines are produced by expert craftsmen in 14 and 18 Kt. 
yellow and white gold as well as 10% iridium-platinum. 


Samples on request to established jewelers. 


State price range and styles. 
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Necklace ~, .26) to retail at $10, Bracelet (B-26) to retail at $10, 
: Federal tax not included. Attractively boxed in sets or individually. 
er ‘in Sterling Silver, Rhodium finish, and in Forstner 4-Star 
Sah —tromeh authorized Forstner distributors. 


GENUINE SNAKE CHAIN 
NECKLACES AND BRACELETS 
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8 4. FORSTNER CHAIN CORPORATION — 
| FRVINGTON 11, NEW JERSEY, U: S. A. C44. , 
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Look for this trade mark ( f 














This is the 
advertised to 








ejewelry that will be 
121,883,000 readers 





‘Jubilee’ pins from $6 to 17.50 
“Jubilee bracelets $10 and-$12. a1 prices plus federat tax 


Here is great merchandise backed by great advertising — in Life, 
Cosmopolitan, Vogue, N. Y. Times Magazine. Jubilee is a sen- 
sation— we've got a hit on our hands! First ads run September 
—act now for your share of Jubilee business. There’s still time 
to tie-in with the September ads. If your distributor hasn’t 
shown you Jubilee as yet — write us direct and we'll make sure 
you see it—quick! 


D. ORNSTEIN & SONS CORP., 119 W. 24th St., New York 11 








THE URGE TO BUY STARTS WITH THE EYE 
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LOOK FOR THIS 
STAMP OF QUALITY 
THE MARK OF DISTINCTIVE 


* BEAUTY AND LASTING 
PROTECTION 











worth WATCH CASE CO. DAYTON, KENTUCKY 
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BROTHERS, Inc. 
38 WEST 48TH STREET 
NEW YORK 19, N. Y 


G3) MAKERS OF FINE RINGS SINCE 1896 
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Your most exquisite precious stone 
is lost’ as an article of personal 
Ye losaabarl-sal mn iaidalolbham- Me ccle)bbalsbele mene 
complement and display it with 
equal taste and brilliance. 


“We build your business 
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Gold-Filled 


TIE-CLIPS 








Your 
Cost 
‘4st 


Orders Filled within 
one week 


Complete with Display 
Showing Initial Styles 





HERE’S A DEAL that will show excellent results and 
profits immediately! There’s a marked trend right now 
toward personalized jewelry for men. Initialed tie clips 
have been in particularly strong demand. This Gold 
Filled tie clip will do a big job wherever it is featured. 


Your investment in a few typical clips is negligible. Put 
a few displays in your windows, on your counters, and 
watch the sales pour in. Send in your order today! 
RUSH YOUR ORDER 


Specify exact initials 
for your sample order 





RICHARD POLUMBAUM COMPANY, Inc. 


630 Fifth Avenue - New York 20, N.Y. 
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WORLD’S FINEST DIAMOND RING PACKAGE: 


One month old, 

vol ateMellc-Yelohmelaateliail-ve 
by jewelers everywhere 
as the greatest sales 
booster in diamond 


ring history. 
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The CROWN CASE is made of rose 
magenta plastic and gold metal. Its real 
el Col laamcoMcelist-My Ali Mol-MeorM iil-m olelel cole [-mrels 


MALCMAA Kola ce Mie dlalcxim exe) ole] (olm olaler-vomellolitoliremalirem Ul 


TO URE RETAIL FEWELER 
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Name MY LADY CYNTHIA 


» Engagement Ring $67.00 
S Wedding Ring ... $33.00 


* 

















Name MY LADY JOAN This full color painting 


Engagement Ring ....... $84.25 F $26 a) - : ’ ° iv 
Wedding Ring ............ $40.75 4 f , , cs St : makes ° moe — ” 
*s UV SSSA | counter display. 


f Name COUNTESS CELENA 
- Engagement Ring . $123.50 
Wedding Ring ...........$ 51.50 


Name COUNTESS ANTOINETTE 
Engagement Ring ........$134.25 


Wedding Ring ...........$ 40. = a il j ' 
edding Ring $ = 7 af This guarantee covers the 
— most useful privileges 


ever offered to your cus- 
Here are a few of the 144 styles in 

aX -mm @to) colaletivelaMm Olfolurelsrom diate Mm Gite tomers. 

priced to retail from $37.50 to 

$1,000. Each and every ring carries 

the exclusive Fire-Light Setting and 


Finish. @ PHONE, WIRE OR WRITE ABOUT 
A DEALERSHIP IN YOUR TOWN! 








* All prices include federal tax 
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62 wWeEest¥ 47th STREET, NEW YORK 19, WN. Y. : Tetephone ORyont 9-3 447 





It is with a great deal of satisfaction that we 


publicly congratulate the Kaufman Company, 


Advertising, of 62 West 47th Street, New York, 





for all the splendid promotional planning, ad- 


vertising, and handling of our exhibit at the 


ANJA convention. 


. CORONATION DIAMONDS, INC. 


HERBERT JACOBSON, PRESIDENT 
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IF you're planning to retire, | 

want to sell your store with the 

least amount of headache, 

“get on with your fishing,” so to speak - - 


__ IF you want to avoid 
impractical offers, 
tedious inventorying, 
exhausting vacillations, 
complicated arrangements that may mean 
ages before you're really through - - 


IF instead - - you’re lwoking for 
a quick, business-like offer, 


PS cash available to clinch it, and 
efficient know-how every step of the way - - 


fon Fil. 


S IN N BUYING 
S and STOCKS 


CAPitol 17 238 











SPECI ALIST 


husetts, 
18 Province Street, Boston 8, Massac 


Oldest and largest cash bu «vs 


of jewelry stores and stocks. 

















Always a reliable offer, 
usually the highest. 


bo 
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Chuvch and Company 


MANUFACTURING JEWELERS 
2 Garden Street Newark 5, N. J. 


Member American Gem Society 
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This smart Aristogrom Cravat 
Chain has its beginnings in 
Toolmaking Department below 





ee 


in craffsmanship and in masculine favor. 
Be 


-“ 


ae he 
ae 










A section of the largest toolmaking 
department in the men's jewelry industry. 





Ro ae 








¥ 
. 


TWANK nee. U. 8. Pat. Of., Swank. Inc., Attleboro. Mess 
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COMPACT THREESOMES 
do a triple job for you! 


Compact Threesomes multiply eye-appeal, 
buy-appeal and selling opportunities. Here’s 
the impressive gift, handsomely boxed 

—with each compact priced to attract single 
and double purchases, too. 


Trios are designed for tailored, dressier and 
formal wear — a fashion trend that’s growing 
fast. Remember— “three compacts are 

better than one” to step up your unit sales. 


Display this handsome box where it can 
be seen—and watch it work, 


Elgin, Illinois 


NEW YORK e CHICAGO e LOS ANGELES e¢ TORONTO 
COMPACTS CIGARETTE CASES DRESSER SETS 


T mM REG U.S PAT OFF 
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resenting one of our newest, perfectly matched diamond bridal sets . . . a 


typical example of Kaplan platinum ring-craft that for over 50 years has been 
standard for the industry. Unmistakably charming and graceful in design, these 
superb rings are also authentic in style and thoroughly in keeping with the 
modern trend . . . Many more, in a wide variety of original designs, and all set 


with sparkling diamonds hand-picked for quality and luster, are available... . . 





MORRIS KAPLAN @ SONS 


Manufacturers of Rings and Wedding Rings — Since 1893 
21 West 46th Street, New York 19, N. Y. 
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WADSWORTH WATCH CASE COMPANY. INC. DA KENTUCKY 
New York, 385 Fifth Avenue ° Chicago, 35 East Wacker Drive 
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IN PLATINUM and DIAMOND 
WATCH ATTACHMENTS , 


Sox 


ete. 


170 w Dias. 


is ys etal 


Ver 


The attractively designed attachments illustrated 
are representative of our many fine creations, in- 
cluding Gold and Platinum Ring Meuntings, Watch 
Cases and Emblematic Jewelry. 


Write for our new Catalogue 


Metre Jewoly [ooporction 


MANUFACTURING JEWELERS 
21 WEST 46TH STREET NEW YORK 19, N. Y. 
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@ Folding easel-type tray lid dis- 


plays 12 chains on blue velvet. 






@ Assorted designs in 1/20 12- 






karat; Sterling Silver; 10-karat 
Gold. 










e FREE Display with 6 dozen as- 
sorted chains. 







=. 
a, ee 











WES Better Display—The tray lid, or pad, offers a 
compact and comprehensive display which can be used in 
your window or counter case. 


Better Storage — The tray keeps stock clean, assorted 


and readily available. Stock of each chain is immediateiy ” 


beneath the one displayed on the pad. nec 
F., 


Bigger Profits —- This ‘‘Princess’’ assortment offers you 
a better than ordinary profit. Check the price with your 
A.J. D. Distributor. 





ORDER AN ASSORTMENT NOW FROM YOUR A.J.D. DISTRIBUTOR 





AMERICAN JEWELRY DISTRIBUTORS 


INCORPORATED 
681 FIFTH AVENUE « NEW YORK 22, N.Y. 











@ @ o Affiliated Companies &~ @ @ 2 S 
l. ALBERTS’ SONS, INC. EDWARDS & CO. oo 
Boston, Mass. Kansas City, Mo. q ¢@ “ »% 
BALDWIN-MILLER CO. J. ENGEL & CO., INC. A. C. POSSIN CO. 
Indianapolis, Ind. Baltimore, Md. Milwaukee, Wis. 
S$. H. CLAUSIN & CO., INC. THE GERWE-BROWN CO. E. W. REYNOLDS CO., INC. 
Minneapolis « Spokane Cincinnati * New Orleans Los Angeles « San Francisco » Honolulu 
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Delure ” for Wen 


miracle of beauty! “Tru-Rivet’’ Construction. * 
pn-corrosive. Guaranteed one year. 1/20 12Kt. 
f,, all colors. Retails $11.50 T. I. 


Combines basket weave with “DeLuxe” 
expansion center. Non-corrosive. 1/20 
I2Kt. G. F., all colors. Retails $12.50 T. |. 
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‘ 
tchless styling! “Tru-Rivet’’ Construction.* - 


n-corrosive. Guaranteed one year. 1/20 12Kt. wh i, : le nail Ladies Flex- Weaue 
F., all colors. Retails $8.50 T. I. f ar 
a Smart basket weave combined with 


graceful expansion. Non-corrosive. 1/20 
I2Kt. G. F., all colors. 


At Flex- Leet Zuality 
Sleek, smooth snake chain combined at < 
with expansion. Non-corrosive. 1/20 12Kt. > << SS i) Vlever BLIND 
G.F., all colors. we . The gold filled portions of Flex-Let 


products are stamped 1/20 /I2Kt. G.F. 
No plating process can equal gold filled 


* Patent Pending for wear. Know what you’re buying! 


LEX-LET EXPANSION PRODUCTS ill OR SF 


Manufactured by F.& V. Mfg. Co. Inc., East Providence, R. }. Other Offices: Philadelphia + Los Angeles + Dallas 


Established 1910 . Canadian Dist.: Arennes Inc., Montreal 


Id only thru reputable retail jewelers 
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To Jewelers Everywhere: | 











The dawn of “Miracle’* — the 
famous patented setting which makes 
diamonds appear at least 25% larger 
—caused a furore in the diamond ring 
industry. 





The unique features of Miracle Diamond Rings, 
proclaimed in national advertising, have resulted in an 
overwhelming demand for Miracle. 


Naturally, as Miracle soars in popularity, imita- 
tors are aitracted ... imitators with extravagant claims. 


Please note: The patented Miracle setting—for all 
its challengers — remains unmatched. Our claim — that 
Miracle Diamond Rings appear at least 25% larger — 
is the same careful statement as originally made. 


Make a comparison yourself. See how conserva- 
, tive our claim—for the original, and the only MIRACLE 
Diamond Ring—really is! 


And remember: 





*Reg. U. S. Pat. OFF. NONE GENUINE UNLESS STAMPED MIRACLE! 





SHIMAN BROS. & CO., Inc. 


>» MANUFACTURERS FOR OVER 50 YEARS 
Originators and Sole Manufacturers of Miracle Set Diamond Rings 


No connection with any other firm 


234 WEST 39TH STREET - NEW YORK 18, N. Y. 
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Genuine a 


at te APIO ay Holland Wester 
| pte bi 


Pe \_/ a BELT BUCKLE SETS —hand- Mb 
uae i [ once " SN wrought buckle sets with 


idelelhivelalel Mel-t ike lak Mael ace 


mona OL THE DEALERSHIP FOR 
me (1S FAST-MOVING LINE / 
LIAM Lake Lelio Meh a-ialeh as 


$14.40 and up retail. AUTHENTIC WESTERN JEWELRY 


Hoind tooled Western belts 


ia tae Mahides $4.00 cere FROM THE HOUSE OF HOLLAND 


Get set for the big Gift Season ahead with authentic Western 
jewelry created by master silversmiths deep in the heart of 
Texas! Spurclips for his tie... Spurpins for her lapel... are 
hand-made miniatures of genuine Western spurs — complete in 
every tiny detail. Even the midget rowel actually turns! 


PLAIN STERLING SILVER Spurclips 
and Spurpins with choice of gold 
plate centers (monograms, fraternal 
symbols, cattle brand, exclusive 
Western designs). $6.00 retail, inc. More and more of your customers are becoming outdoor 
tax. sports-minded. Appeal to their new interests with a full line of 
HAND-ENGRAVED STERLING SIL- jewelry from the famous House of Holland... fine quality 
VER Spurclips and Spurpins with jewelry with a real “outdoors” flavor. Send the coupon below 
choice of gold plate centers as above. for full details on dealerships, prices, etc. Put the spur to your 
$12.00 retail, inc. tax. sales with this profit-building line with year-round gift appeal! 





SNA 


HAND-ENGRAVED WITH 14K 
GOLD OVERLAY Spurclips and 
Spurpins with choice of gold plate 
centers as above. $18.00 retail, inc. 
tax. 









All Prices Subject to Keystone Discount 







*Reg. U.S. Pat. Off. 


m CLIP —~SEND NOW 


Ss Ee 
WANA : Manufacturing Jewelers 


SAN ANGELO TEXAS ADDRESS 
FREE CATALOGUE. . 








House of Holland, San Angelo, Texas Dept. K17 
Please send full information about your line of authentic Western Jewelry. 


NAME 





COMPANY 











CITY STATE 
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WATCH CASES 


-- because they fit easily 


and accurately, and do 
not cause“stoppers: — 


“Ts 


ee ee 


TRADE MARKS | Executive ten and Factory: LUDINGTON, MICHIGAN 


Sales Offices: 630 Fifth Avenue, New York 20 220 W. Fitth Street, Los Angeles 


athe 
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ONE OF THE LOVELIEST PATTERNS 
THAT WE HAVE SEEN 
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100TH ANNIVERSARY 
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Distributed By 


4.6. Beckon v0 


CHICAGO 
DENVER ye DETROIT 
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REPRESENTATIVE STOCKS CARRIED AT ALL OFFICES 
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MOM; 


FOR DEPENDABLE QUALITY 





_ a ee many years. Tht 3 is Achy working parts are systematic sally _— . 
engineered — artistic designs carefully refined. These are . . 
the features that have made lasting friends for Krementz 7 
jewelry for so many years. WHY RISK ANYTHING LESS? : 






































p A, Z 
FINE QUALITY JEWELRY 
Ma W560 





FOR MEN: Evening Jewelry * Collar Holders * Tie Holders ° Cuff Links 
FOR LADIES: Flexible Bracelets * Bangle Bracelets * Earrings * Brooches 


: . KREMENTZ & CO., NEWARK 5, N. J. 
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Guildcrajt Silverplate! For 
nduring beauty that grows 


“Concerto” — first of the 
patterns 


ble that 





e can be yours with 
of art— there’s an e 
day of use! Already, 
na place of honor among the great silver 
its superb craftsmanship, lend to your ta 


t discriminating taste. 









g a real masterpiec 
in all great works 
cious, with every 

patterns — has wo 
perfect symmetry, 
hat bespeaks the mos 


L SILVER c Oo 


The thrill of ownin 
in Guildcraft — 4s 
lovelier, more preé 
brilliant Guildcraft 
of all time. Let its 
air of distinction! 


NATIONA 


MPANY 
& vat.orr. | 





core, 1947. naTiQnAas siueve® compan? eacc.v 





Cc 
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BUSINESS FOUNDED IN en 


New York + Chi 
- Chicago + Detroit + Dall lami 
allas + Miami+ Atlanta + Los Angeles + San F 
| rancisco « Portland (O 
re.) 
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Hore’s Urgent News ..- 


A NEWLY DEVELGPED SCIENTIFIC PROCESS...THE MOST SIGNIFICANT 
ADVANCE IN DIAMOND-POLISHING TECHNIQUE OF THE CENTURY... 


Startling NeWS.. 
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ACHIEVES 100% FULLY POLISHED DIAMONDS OF GREATER RADIANCE 


AT NO INCREASE IN COST!... 





NATIONAL 
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SEEING IS BELIEVING . 





Ly ADVERTISED. -- 


FINE QUALITY 


. Basic in Character 


. Revolutionary in Concept 
. Profitable in Consequence 
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Momento 


Ta GUE About WANS: 


- Sohn -Lite Diamonds are created by a revolutionary diamond polishing method 

oY vhich scientifically eliminates the girdle blind spots entirely . . . securing a 

. . unique, 100% light-reflecting polished girdle which adds overall brilliancy and 

Re __ resistance to chipping. Yet this new process accomplishes all this at no increase 
in cost over ordinary-cut stones! 
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Your double 
assurance of 
dependability... 


WATCHES 





— 
— 


OURS ATS ENS PEEN,. & BR OS: 


Much Easier To Sell... 


Because {t’s Much Easier To Read! 


enlarged to show detail 


MULTI-CENTERCHRONO 


~ 


™~ 


THE ONLY CHRONOGRAPH WITH “CENTRALIZED CONTROL” 


More and more men have been realizing how useful a chronograph can be in help- 
ing them solve complicated timing and measuring problems. But the old-fashioned 
chronograph, with its many dials, is too complicated to read easily. 


MIDO BRINGS YOU THE SIMPLEST CHRONOGRAPH EVER MADE. There are no 
complicated extra dials, or “hard-to-read” tiny faces. You don't need a slide-rule 


to use the Mido Multi-Centerchrono. 


Here, every measurement is read on one large simplified dial. Here, is really a 
handsome watch with all the chronograph utility added. Show the Mido Multi- 
Centerchrono to your customers to let them see how easy it is for them to get the 


real benefits a chronograph can afford. 


& SIMPLIFIED, EASIER-TO-READ DIAL > 100% WATERPROOF AND AIRTIGHT 


* 60 MINUTE RECORDER % VARIETY OF CASES 


i 


* SHOCK-RESISTANT > 17 JEWEL MOVEMENT 


# ANTI-MAGNETIC Py ACCURATE TIMEKEEPER 


30 FIFTH AVE. NEW YORK 20. N.Y, fastcitaSiit 





For EXTRA Profits 
This Fall- 


Oe 
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“The Princess Royale”—a new and exclusive Deltah presentation, 
is ideal for jewelers—from the standpoints of beauty, 

quality and appeal, as well as greater profits. Get set now for bigg 
and better Fall and Holiday volume by stocking and featuring 
“The Princess Royale”, peeress among simulated pearl bib neckl ! 
Finished with modern clasp strikingly set with large flashing 
imported rhinestones . . . Ask your wholesaler about the 
attractive display form and colorful display card shown above. 


CONSULT YOUR WHOLESALER A HELLER & SON, Inc., Fifth Avenue, New York 


ie 


AT BETTER JEWELERS 


Detect 


PEARLS 










eqeennny Advertised for—and Sold by— 


SIMULATED 
Jewelers Exclusively 





Leader shows the 


way to SUCCESS! 
¢ | 
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DIAMOND RINGS 
IN TUNE WITH THE TIME 



















ORY LLL 
in 
“Variety Girl 


the all-star Paramount produc- 
tion currently being shown 
r4) 


%; 


— and the RHAPSODY franchise means exactly 9 
that, protection for you. Beautifully created by 
talented craftsmen, we are proud of the 
RHAPSODY diamond ring line, prices start at q 
$25.00. Retail tax included. | 

Handsome velvet display designed for window 
and counter display helps you sell. 

Lovely Olga San Juan, starring in Paramount's 
movie ‘Variety Girl,’ gives you publicity tie-in 
with your local movie — and remember — when 


you sell the RHAPSODY line — it's all yours. 





INCORPORATED 






WHOLESALE JEWELERS 904-6 CHESTNUT ST © PHILA.-7. PA. 
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14kt 

: Simple elegance in this pin and earring set 
| which MADEMOISELLE magazine selected to 

j feature on the cover of the September issue. 

; Ree Ee es #5399 — 14kt Gold Pin — $30.00* 

: , \ \\ \, *5832—14kt Gold Earrings—$24.00* 


*Keystone Prices 


ri ie s ; 4a 
} Creators of the Unusual —as Usual 


oe “Write for our Charm Catalogue ° 





Other pins and earrings in this 
series range in price from $50.00* 


With Cultured Pearls, from $55.00 to $75.00* 
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Vel ter Lampl 


608 FIFTH AVENUE NEW YORK 20, N.Y 

















a an 








A 


Complete Assortment — 44 pieces 


Gold-filled and LOK Gold Jewelry 


Sweetheart Jewel Box (design patent No. 142966) 


ersonalized Gift Cards 
and Night Window Display 
Changeable Displays 
Constant Salesman 
Over 1,000 square inches of counter 


loney-saving inventory control 


‘onsumer price lags 
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WINDOW PLATFORMS - BOXES 


DISPLAYS & SHOWCASE TRAYS a eres 
DESIGNED AND MANUFACTURED BY... \ MWA TM E RO 


“JEWELRY BOXES-- DISPLAYS 


TRAYS: PLATFORMS _ 


THE MAUTNER COMPANY, INC. 
Founded 1888 as Wolfsheim & Sachs, Inc. 











SHERWOOD, prominent 
Newark jewelers, attract 
customer attention with 
custom installations of 
Mautner window platforms 
and showcase displays in 
their large, 2-floor Broad 
Street store. No matter 
what the size of your store, 
we can supply the finest 
in display and tray equip- 
ment at the lowest prices. 
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Est. 1888 as Wolfsheim & Sachs, Inc. 


THE MAUTNER COMPANY, INC 
20 WEST 47*t» ST, NEW YORK 19, N.Y. 


MEET e TEP ORR EE Be TVING VII Oca ee te ee Ue 


FACTORIES: BUFFALO, N.Y. 
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THE GREATEST NAME IN THE JEWELRY BOX AND DISPLAY INDUSTRY 
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cushion straps 





the original NEET “PADETTE” is 


No wonder America's best-known watches 
i-tohitlc- Ml Meeemme fale ME stom zelilel-lameltiamelaeleltlailels 
is hard put to keep pace with the demand 

for it! For there's no other watch 
Sigel oMefommaelisloleld-Mnclis tm itl-mmel ale liste] Mn 143) 
'‘Padette’’ — in design, in softness 

ofake mmm olive] ovilia Mumnl i Mani stem ol -tic-tes (ole) diate p 
Koyatel-venud-telaiaremmeltrelili(-t sam @1 mmilal— 


quality leathers, ‘‘Padette’’ is simply 


As y, 4 ; 
PS ; fs fee 
/ / | hapeh 
/ hvpgHhe % 
oA J! aaa 2h 


‘a 
< [ : AD ) | in-a class by itself as a watch 


ice] oMeiilel met -Jil te -tol ti b mmelaloim olgeliiielel he 


EE 
ARISTOCRAT OF 
WATCH STRAPS 


LASKO STRAP COMPANY 


One dozen NEET ‘‘Podette’’ straps ore featured in 200 Hudson Street * New York 13, N. Y. 
this oftractive book-type counter or window display. 


CONSULT YOUR WHOLESALER 
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WHEN YOU'RE IN a buyer’s market, it is a very reas- 
suring set-up to be selling a line of alarm clocks with 
two popular and exclusive features such as those of 
the new Sessions Clocks. (See opposite page.) 

It is even more reassuring to know that these new 
clocks are advertised in generous space in such na- 
tional consumer publications as the Saturday Evening 
Post, Life, Good Housekeeping, the American Maga- 
zine and the Christian Science Monitor Magazine — 
a total of almost 15 million advertising messages. 


FREE! GET THIS APPEALING DISPLAY. Put it on 
your counter, or in the window, to make Sessions’ big 
Fall advertising campaign produce sales for you. 
Attractive wooden base for resting new Sessions Alarm 
Clocks, backed up by lifelike photo cutout of sleeping 
Sessions Kitty (Legend: “Not even a Pur-r-r!”’). It’s 
free . . . ask your Jobber when you order, or write to 


The Sessions Clock Company, giving your Jobber’s 


name and address. 









THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 


THE MERCHANDISE MART, CHICAGO 


FOR SEPTEMBER, 1947 


~ A COMPLETELY NEW LINE OF ELECTRIC ALARM CLOCKS 
EXCLUSIVE FEATURES YOU CAN MERCHANDISE... . 


There is no doubt that this new line of Sessions Self- 
starting Electric Alarm Clocks — as well as their fine 
selling points — will shortly be on the tips of your 
customers’ tongues. 

Plan to include these outstanding clocks in your 
inventory before Christmas. Display them promi- 
nently. And above all, make sure your salespeople are 
familiar with the advertised sales points . . . you 
can’t miss turning them over fast . . . and making 
profitable extra sales during the Christmas season. 


OTHER IMPORTANT SESSIONS CLOCKS 


DESK AND DRESSER ALARM — 
same features as the “Catnapper” 
(shown in LIFE), in beautiful mahogany 
finish. Retails approximately $6.85 





ROUND KITCHEN — popular wall 
clock with neat, clean white trim. 
Easily visible. Retails approximately 





$4.50 
TEAPOT KITCHEN — novelty 
white wall clock with dainty 
kitchen atmosphere. Retails ap- 


proximately $4.95 





mantel or desk, in mahoxany with 


brass trim. Retails approximately 
$10.20 
GOTHIC — a 


stately, new period 
mantel clock, ap- 
in any 
Ma- 
hogany finish. Re- 


propriate 
surroundings. 


tails approximately 


$18.40 


(These prices do not include 
Federal Excise Tax.) 
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J. J. SCHMUKLER « SON. ine. 


SERVING THE JEWELRY TRADE FOR OVER 40 YEARS 


Beaulycrest Diamond Rings and Sewelry 


ROCKEFELLER CENTER, 630 FIFTH AVE., NEW YORK 20, N.Y. . 

















weleomes 


Mornin q ; 


lar. 








Morning Star is headed for stardom on 
American tables everywhere .. . 
because it’s new .... exciting ... 
different from any other silverware 
pattern ever produced. We are proud 
to welcome to our line the newest 
pattern by Community*. . . creator of 
Coronation*, Lady Hamilton* and 
Milady*. 


Full page, full color, magazine adver- 
tisements will introduce Morning Star 
to over 71,000,000 readers. Your 
customers will see . . . read about... 
ask you for this bright new star among 
silverware patterns—Morning Star— 
created by America’s favorite silver- 
waré manufacturer . . . Community! 











*Trade-mark | 
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MILLIONS OF CUSTOMERS WILL SEE THE BXQUISITE 
NEW GIFT GLOBE IN RENSIE NATIONAL ADVERTISING 
IN AMERICAS LARGEST CIRCULATION MAGAZINES. 


RENSLE 


WAEPCHES 


“Exquisite as America’s Beauties’ ~ Engineered for Accuracy 


‘ 
“we 
“~~ a. 


Rensie Watch Company, Inc. Te 580 Fifth Avenue, New York 19 





A man sits on top of the world when he wears 
ee : ESKAY jewelry —accessories to fine grooming. Since 
1911 ESKAY has created with originality pleasingly 
priced jewelry items such as the famous Waldemar 
key chains, tight grip collar clips and compliment- 
catching tie clasps. ESKAY packaging dresses up 
your counter. Sold exclusively through jobbers— 


wé invite your inquiries. Sans 


\ 
CGGT GLOSS IC 


GO) igs BUILDING, 4 4 WALNUT ST., PHILADELPHIA 7, PA. 
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... of eloquent loveliness! 
A new group of superb 
14kt. gold jewelry pieces 
...in a lithesome feather- 
link pattern ... to delight 
the most discriminating of 
jewelry tastes. 


Schick. Inc. 


105 CHESTNUT ST., 
NEWARK 5, N. J. 


MR. R. M. BLAKE MR. HV¥ETS a sells MR. T. J. TRAC\ MR. THOMAS G. BOWKER 
105 CHESTNUT STREET 649 Soli Melaka isa oT SIM LNIAENGION STREET 347 FIFTH AVENUE 
NEWARK, N. J. LOS MNNlelaa eer tae CHICAGO, IL. | NEW YORK Ns 
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The Day 


GENUINE 
JEWELRY 


har heturmed 


ow never has made "clever imitations," never 
having desired any part of that market. 





Whenever restrictive conditions of any kind have made 
it impossible to produce a normal volume of real, qual- 
ity jewelry, LeStage has been content to live on tem- 
porarily shrunken volume—and proud to maintain stand- 


ards of materials and craftsmanship. 


Today the discriminating public believes it can 
get, and is bound it's going to have, genuine 





jewelry of the LeStage type. 


It's a steadier demand than the occasional 


flurries over "Clever Imitations.” 


LeStage is ready for you with "Staples that 


always sell." 


BRANCH OFFICES: 


New York: 9 Maiden Lane, A. H. Betz 
Chicago: 29 E. Madison St., A. B. Pinero Ce 
Monrovia, Calif.: 110 El Nido St., James F. Loveridge AR 


o £ oe 
Kee pies 


Chains ¢ Bracelets + Lockets e Knives « ‘Baby Jewelery + Identification Bracelets 
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NORTH ATTLEBORO, MASS. 
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WORLD 
PREMIERE 





VULCAIN 


eam 
DS eae. be ae ; g 
y Xv aN : bao Bee. 
<~ © a ce FS 








the 


the 





They said it would take a 
miracle of engineering. And 
here it is—the VULCAIN 
Cricket—the watch that 
keeps you on time! Easy, 
precise alarm setting—even 
to ring but a few minutes 
hence! Rings right on the 
, dot—softly, clearly! In every 
way, a triumph of watch 
craftsmanship ... brilliant beauty... elegant slimness 
... functional perfection. Each gold VULCAIN Cricket 
Alarm Wrist Watch carries with it an Official Swiss 






wrist 






watch 







that 


aN 














, Certificate— awarded only to those watches which 
: have met the most rigid tests for precision timing. At 
present, only a limited number of VULCAIN Crickets 
are available. In stainless steel or 14 kt gold. 
To retail from $145 (federal tax included) ¢ ¥ j ¢ kk e t 
World Copyright, 1947, by VULCAIN WATCH COMPANY, INC. 630 FIFTH AVENUE, NEW YORK 290 
) . West Coast: Hubert A. Wood, 649 So. Olive St., Los Angeles, California 
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*1/20 12K Gold Filled ned 
Retail, $4 each Gea 
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Oe 
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NEW SALES OPPORTUNITIES WITH THE LARGEST SELLING TIE CHAIN LINE... 


Now, for Fall and Christmas gift selling, 12 new emblems have been added to the EMBLEMATIC Tie Chain line. 
Order from your wholesaler, and ask for FREE NEWSPAPER AD MATS. 





4) 


TRADE PAAR K 


IRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 














NEW YORK PROVIDENCE CHICAGO 
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‘and DALLUU as them 


1/20 12K Gold Filled 
and Sterling, in assorted 
sizes and designs 








two widths, in 14K, 
1/20 12K Gold Filled, 
and Sterling. 


BALL 


B. A. BALLOU & CO., INC. ESTABLISHED 1868 PROVIDENCE 2, R.1. — A 
NEW YORK:CHICAGO-SAN FRANCISCO: DIRECT TO RETAILERS, 
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The oldest cameo house in the country combines time- 






honored craftsmanship with the most modern equipment. 
Jewelers know the JACCO line and regard it highly .. . 
the line of least resistance that yields steady, worthwhile profits every day of 
every year. *** Illustrated: Lockets in 10K and 14K gold. *** Cameo 
Brooches in 10K and 14K gold. * * * Seamless Wedding Rings in 14K gold.* x * Also 
Ladies’ and Men’s Rings, Pendants, Bracelets, Tie Holders, Diamond Mountings, 
~~~ Earrings and Baby Goods. 


Louis Jacobitti, Jr. Chas. Weithas Dick Showerman Morry Goldstein 
29 East Madison St. 8639 W. Olympic Blvd. 
Chicago, Illinois Los Angeles, Calif. 


New York, New York New England 
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FROM THE FIRST small mug inscribed 
baby—to Mother and Dad’s silver wedding 
anniversary — practically every family event 
calls for a trip to the jeweler. 


That’s why it pays to offer merchandise that 
will make your store headquarters for all the 








74 


The first good watch—a Wyler 





A diamond—and a Wyler for her 





family’s jewelry needs. Fine merchandise like 
the Wyler Incaflex, for instance, which keeps 
good time and keeps its word, too—unequi- 





vocally guaranteed to withstand shock. 


The sale of a Wyler Watch can be the begin- 
ning of a long family friendship. 


Famous in 52 Countries 


W yee 


| N CA FLEE X 
The only watch with the flexible (shock absorbing) Incaflex balance wheel 





Wyler Watch Agency, Ine. 
Home Office: 630 Fifth Avenue, New York 20, N. Ye 
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Many birthday presents come from the A wedding ring, pearls, silverware—and Married 25 years—the Silver Anniversary, 
jeweler, including Wyler Watches a Wyler Diamond Watch a favorite with jewelers 


A GOOD OPENING TO SALES is a demonstration of the 
Incaflex, the “heart” of the Wyler Watch. Point out 
to your customers the difference between an ordinary 
balance wheel and the Incaflex: the arms (a) are 
flexible, connecting the rim (b) with the balance staff (c). 
In the event of shock or fall, the arm gives towards 
the special limitation ring (d). The limitation ring 
bears the weight of the rim, thus protecting the delicate 
pivots. (Wyler will replace, free of charge, any 
balance staff damaged or broken due-to shock.) 


An ordinary balance wheel with rigid arms 





Chicago Office: 29 East Madison Street, Chicago 2, I11]. 
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Nationally Advertised KESTENMADE 
Tubular Watch Bands 


Flexible and stream- 
lined, these beautiful 
bands flatter any wrist 
and watch. 


TUBEFLEX 
$0.00 


In yellow, pink, or 
white 1/20 12K Gold 
Filled. Adjustable. | 





7 
-e 
2! 


KESTENMADE Ware} Band x 


>?" . 


Metal Mesh Cord — 
fine weave 
$0.00 





Lovely Snake Chain— 
smooth, flexible 
$0.00 


In colors to match your watch 
1/20 12K Gold Filled. Will lift the 
appearance of any watch, new or old. 


DEALER’S NAME HERE 














a waa 


Write for any or all of them today — specify by numbers 
ADDRESS: Dept. A 


KESTENMAN BROS. MFG. CO. 
150 Chestnut St., Providence 3, Rhode Island 
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ee and every reader is a LOCAL CUSTOMER 


@ Every printed message in BOULEVARD’s intensive 
national advertising campaign carries a powerful local impact . . . reaches people 
concentrated right there in your own trading area. . . creates a demand for 


the BOULEVARD Watches that are on display in your own store! 


@® In the Saturday Evening Post with its vast coast-to-coast 
audience and in Sunday roto sections covering concentrated retail markets, we’ve 
told the BOULEVARD Watch story more than 67 MILLION TIMES—and our campaign 
has only started! 


@ More of these arresting, appealing ads are on the way—each 











new ad refreshingly different in appearance but each one driving home to your 


cv 


local customers the same powerful sales argument . . . telling the precision story as it’s 
never been told before . . . preparing the way for PROFITS to YOU. 


@ Proved in quality . . . styled and packaged for extra sales 
appeal . . . BOULEVARD is America’s best buy in watches. Priced to retail 
from $22.50 to $525.00. 





B Y M E A D 


M; A. MEAD & COMPANY © _ Since 1883 * CHICAGO + NEW YORK 
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The time-tested superiority of watches bearing the Jordan 
name—the pride of the wearer in their exclusive design— 
enhance the reputation of the jeweler who sells them, 
This is eloquently true of the dealer who features 
Seidman & Company attachments. ¢ Orders or 
“approval” arrangements will be promptly met. 


Let us know your requirements. 


SEIDMAN & COMPANY 
31 WEST 47 STREET 


NEW YORK 19, N.Y. 
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The engagement and wedding creations of Seidman & 

















Company are not only symbols rich in quality — their 
7 style and character will be enduring reminders of how 














? highly you regard the taste and interest of those you 





| serve. © We are able to make prompt delivery of 














any of the creations shown on these pages. Your 
correspondence is invited. 


EIDMAN & COMPANY 
31 WEST 47 STREET 














NEW YORK 19, N.Y. 
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READY TO SERVE 1 
CHAINS, WATCH BR 
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FINE JEWELRY FOR FINE STORES 


A straight line 
is the shortest distance between two points 





AsaZ CHAIN COMPANY 


ESTABLISHED 1905 


116 CHESTNUT STREET ‘PROVIDENCE 3, R. I. 


-REPRESENTATIVES FROM COAST TO COAST TO THE RETAIL TRADE ONLY 


| Sey eo 
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jobbers ° retailers © consumers want 
Finesse Bands of Beauty 


JOBBER 
quickly, easily and in big-profi 
RETAILERS WANT FINESSE, Because Finesse Bands 


appeal to all tastes --- all types - - - gil income groups: 


CONSUMERS WANT FINESSE, Because Fines 
combine the matchless beauty of tasteful styling - - 
the strength and durability of precision construction. 


Finesse Ban 
f quality watch attac 


Ss WANT FINESSE, Because Finesse Bands sell 


t quantities. 


se Bands 
_ with 


ds of Beauty --- America s 


Inquire today about 
hments. 


fastest selling line © 
d White 


gilable in Yellow, Pink an 


| /20 12K gold filled. Av 


(Rhodium finish). 
LESALER ONLY 


ORDERS FILLED THROUGH YOUR WHO 


Opens easily. Slide top fully 
out... then lift up. 























n finger nails. 


No more broke 
shers to break. 


No knobs or p¥ 





The NEW thick cord and 
oversize buckle. Available 


d and carded 












assemble 

with end pieces adapt- 
To close, simply fold sections, 
slide top ovt and press 


able to any type OF size 
together. 


Linesse Wristlet Inc. 


sINCE 1903 








CRAFTSMEN 


New Yorks3°N.Y. 


pEWELRY 


36 East 20th Street 


= em 


SANNA = 
m2 ea nS sacsenesee® CL a ooSee™" acoccatl _— eaae? 


2 
Sanueccoeeeeee® 


WEST 
ogee CR tm 22a 2 2s oe Bee & 


eres a. 
REPRESENTATIVE 
Harry Di 
y Diamond 


215 West 5th Street 


Harold Sabin 
Los Angeles 13, Cal, 
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! 
ae Like charms for her bracelet 


or jewels for ber lapel . . . a woman collects 
beautiful compacts. Small wonder, then, that 


theres a year round market for Superb compacts 





Each style is a ‘collector's item’ in its own 
right . . . made by jeweler-craftsmen 


designed for love at first sight’ 


CIGARETTE: .CASme 
COMPACTS 
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ORIGINALITY | 
WITH 

A PURPOSE— 
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WM ss accurate understanding of 
32/17. Masonic Heavy yellow 


gold mounting 14K, with palladium Eagle changed consumer expectations, 
against a black or red enamel sun-spray 


effect. Hand engraving on the Eagle Star’ stylists have increased the at- 
heightens the relief. Authentic emblems 


on the side in white, red, green and blue sight sales value of Star Rings -. as 
enamel. Beautiful effect! 


is evidenced by offerings to the left, 


of Lodge rings with colors that sell. 


x 


NEWSPAPER MATS OF THESE RINGS IN SAME 
SIZES SHOWN HERE ARE AVAILABLE THRU 


1X63. i i YOUR WHOLESALER. PLEASE ASK HIM. 
yellow gold, set with encrusted Ruby... 

or with blue spinel or onyx. Enameled side 7 

emblems on white gold. Color of side 


emblems and center stone create a . 
wanted ensemble of harmony. (Available Star Rings Are Sold Only Thru Wholesalers 


with other Lodge insignia.) Ask Your Wholesaler to Show You Star Rings 


2, SARE RNG asus suse 


<r G alt y . ; ; ° ° 
—_ ust fades’ and MAtens 10K and 14k Quality Rings 


RA 
MATERIALS: CHING 887-889 MAIN ST. BUFFALO 3, NEW YORK 
H ; 
ie VERY FINEST - - 


ul 
¢ 
y, p~X 4 
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Attleboro, Mass. 


O. 


City 
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New York 


~ 
Z. 
” 
os 
= 
> 
- 
aa 
DP) 
” 
« 


EVANS 


VOGUE * HARPER’S BAZAAR 


‘and JUNIOR BAZAAR 


Order from your wholesale distributor 


Advertised in four colors 
in 








America’s Leading 


Test Pilots Sponsor 
Hyde Park Watches (Mumeanr 


ads like 








in Advertising aa 
to Millions! will appear 


regularly 


CAN YOU THINK of better endorsements for fine, dependable 





watches — better claims to distinction—than the endorsements IT 


of prominent test pilots? Neither could we—so we enlisted SAT FVE PS] 


America’s top-flight new-plane testers, men as well as women, 


and beginning this fall, they go to bat as star “salesmen” for VOGUE 


HYDE PARK watches and the jewelers who sell them. In 


America’s big mass and class magazines, they will tell their MADEMOISELLE 


stories — stimulating in millions of readers the urge to buy TRUE 


HYDE PARK watches. Here, then, is an opportunity you simply 
cannot afford to overlook — if you’re looking for watch sales ESQUIRE 


that are as easy to make as they are profitable and satisfactory. 





CONSULT YOUR WHOLESALER 


HYDE 


EMIL LEICHTER WATCH COMPANY, |‘ 





he Watch that Times America's Test Pilots 
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ELIZABETH H. EYRE_ 
Ormer WASP Now President of 
IR TRavet, Inc., New York Says — 
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The combination that builds 

sales and profits: Finer craftsmanship 

based on long experience — sales-wise designing 

— consistent national advertising to millions of readers in 
Glamour — Vogue — Charm. 


Manufacturers of Fine Jewelry for over 50 years. Z - 
Distributed through the better jobbers. _ 
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START RIGHT 


WITH 


MAKEPEACE QUALITY 


GOLD FILLED AND ROLLED GOLD PLATE AND SILVER 
PALLADIUM AND PALLADIUM FILLED 
FROM WHICH WE MAKE 
FANCY WIRE AND TUBING BRACELET WIRE AND TUBING 
BEADS, BALLS AND TAPERS SPECIAL FINDINGS TO ORDER 


GOLD AND SILVER SOLDERS 
* * 
Your inquiries are cordially invited 


D. E. MAKEPEACE COMPANY 


MAIN OFFICE AND PLANT, ATTLEBORO, MASS. 


NEW YORK OFFICE, 30 CHURCH STREET Of | 
CHICAGO OFFICE, 55 EAST WASHINGTON STREET ¢ 


wi 
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OCTOBER 4th ISSUE 
NOVEMBER Ist ISSUE 
NOVEMBER 22nd ISSUE 


50,000,000 Magazine readers will see these new 


eS . 4 -~_ ss ESQUIRE 
SAT. EVENING POST | ee a | oP | 7%. . ce ee et ene os 
SEPTEMBER 20th ISSUE ——— ————tsC—ee CU UP ~~. © — 
NOVEMBER 22nd ISSUE 
DECEMBER 6th {ISSUE 
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(Hotham Watches 
Product of UTC OGIMLCHGL (0 INC, 20 W 47th STREET, 


Fine Watches Since 1868 NEW YORK, N.Y. 
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Diamond jewelry of 
distinction in watches 


bracelets and attachments 


of exquisite design and perfection... rings of 


Originality and persuasive loveliness. 


SP Clapliatiy FAST 52nd St.. N.Y. 22 
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ow the greatest advertising campaign in 








leading magazines, reminds your 


customers month after month that a 


_ Crawford watch is a superior timepiece. 








MANUFACTURERS AND. 
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6 exquisite cases — lovely figured Belgian marble and 5 
smart colorings of translucent or opaque lucite — black, 
cream, amber, coral and clear. Dials finished with raised 
numerals and markings lapped to mirrored gold on 
silver background. 

Self-starting, self-oiling motor, 110 volts. 60-cycle A.C. 
only. Approved by Underwriters’ Laboratories. Thor- 
oughly tested: guaranteed against defective workmanship 
or materials for one year from date of shipment from 
factory. 

Dust-proof construction sealed against tampering or 
dirt. 

Each clock wrapped in flannel bag and packaged in a 
beautiful black gift box. 





The ““BRILLIANT”’, Model VE Elecronometer, to retail at $38.50 plus tax 


THE NEW CHELSEA 
“ELECRONOMETER” 


We proudly present a brand new Chelsea clock—a 
new concept of perfection in electrics. 


All the traditional Chelsea dependability and beauty are 
built into the Chelsea Elecronometer— the world’s 
finest electric clock — built to the exceptional standards 
of precision which have made Chelsea famous for 

over 50 years as “Timekeepers of the Sea”’. 


Chelsea’s new Elecronometer is available now, in 
limited quantities. Send your order today. 


CHELSEA CLOCK COMPANY 
105 Everett Ave., Chelsea, Mass. 
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100th NNIVERSARY PATTERN 


TIE IN with this great campaign! 
REMEMBRANCE means money in the bank for you! 


L. LURIA & SON, Inc. 


THE SILVER HOUSE 


160 FIFTH AVENUE 400 S.W. SECOND AVENUE 
NEW YORK 10, N. Y. MIAMI 36, FLORIDA 


Wholesalers of 1847 Rogers Bros. for 49 Yrs. 
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So much enthusiasm or 


Recently we offered a motion picture, produced in the 
Langendorf factory, Soleure, Switzerland, to anyone ‘inter- 


ested in how Lonville Watches are made. 


The response was so enthusiastic that we are repeating the 
offer to those who may have missed the opportunity. This 
fifteen-minute film has been shown at Horological Society 
meetings, sales meetings, conventions, schools, colleges and 


similar institutions. 


The narration is in English. And as the open secret of 
Lonville quality is in the skill of the workers and the methods 
evolved since 1873, the vital processes, of interest to anyone 


in the watch industry, are shown in detail. 


Please write and tell us on what date you would like to 


show this film. There is no charge. 


POPP PPA APA AFF F F228 A888 888 OD Dee OSS OOD 


580 FIFTH AVE. Sole U. S. Agent 
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NEW YORK 19, N. Y. 
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LANGENDORF WATCH Co. 


Soleure, on the banks of the 
River Aar, near Langendorf, 
Switzerland. 





a 





onville 
WATCHES 


Through Your Wholesaler 
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Customer? 


Brides are good customers —-when 
they re yours — and not the customers 
of the jeweler across-the street. 

“Making them your customers ts our 
prime function. Here's how we doit: 
Because we are both:diamond mer- 


chants and manufacturers, we achieve 


an unparalleled standard of quality” 


and value not otherwise possible in 
branded diamond rings. Quality and 
value make customers—and keep cus- 


tomers— for you. 


Because, in addition, these rings carry 
a BRAND name—nationally-advertised, 
nationally-publicized+bringing to 
the retailer of COLUMBIA DIAMOND 
RINGS the power, prestige and confl- 
dence of an accepted name. 

Because, behind this: line of rings 1s 
the force of what has already. been 
hailed everywhere as one of the most 
unique and’ thorough merchandising 
programs ever associated with a 


branded ring. 





DIAMOND RINGS 
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A DIVISION OF AXEL BROS.., INC., 21-0 49th AVENUE, LONG ISLAND CITY I, N.Y. 


THREE DECADES OF SUPERIOR DIAMOND RING MANUFACTURE pi 
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don’t lose out on 
Stop Watch business! 


Jewelers everywhere now realize that no stock of timepieces is complete 
without fine LEMANIA stop watches and chronographs. 
There is a LEMANIA stop watch for every timing use in sports events, time-study analyses 
and scientific research. Stainless steel and gold LEMANIA chronographs, some water-repellent 
and some with luminous dials, are available with a variety of different tracks. 
| More than sixty years of designing and producing accurate timers and 
chronographs is your assurance of the dependable performance 
of any LEMANIA instrument. This reputation, plus a pricing 
policy that is definitely competitive, gives the 
LEMANIA name a positive consumer occeptance. 


Write now for free, illustrated catalog. 


a, 
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in a 
LE MANIA 
Sole U.S. Agent 


—— BERNARD S. LIPPMAN & CO. » 630 FIFTH AVENUE, NEW YORK 20, NEW YORK 
WEST COAST: HUBERT A. WOOD, 649 SO. OLIVE STREET, LOS ANGELES, CALIF. 
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~ goodman & COMPANY 





- QF THE GENUINE | 








_ Few rings, if any,. compare with the orig- 
inal and authentic Rhodi-Gem Rings, cre- 
.. ated, designed and handsomely wrought | 
for America’s foremost jewelers. ‘It costs no | 
- more to deal in originals, famed for style, : 
quality, and more careful production, and 
the results are far more satisfactory. 


Ties Roepe 
of Hashing 


Beauly tpat 
Neuer Dulls 





BOODMAN & BOMPANY 
Mabors of Vine fouelry Since 1904 


42 WASHINGTON 
INDIANAPOLIS 4, IND. 
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Esquire 

Life 

Town & Country 
Fortune 


New Yorker 





OMEGA’ 


Fall Advertising Campaign 
begun so importantly 

in September 

will continue right through 


October, November, December 
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your best watch business 


NORMAN M. MORRIS WATCH CORP. 


NE 
AR-KEYSTO 
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u'll do better — easier — with REMEMBRA NCE rings 2 
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@ RING COMPANY, Inc. 
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1 WEST 47TH STREET, NEW YORK 19, N. Y. : 
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FORTUNE + ESQUIRE »+ VOGUE 





FAITHFUL TO ITs TRADITIONS 


who symbolically stands guard 
over the Cathedral of Geneva 
and its priceless clocks, 


e 


“oe 
DRIVA maintains the high i 
quality and style of its 23% 
watches, the pride of Geneva © 
workmansbip. Bee 











Product of DRIVA WATCH FAC, ORY, GENEVA (Switzerland) and NEW YORK 

















TOWN & COUNTRY * HARPER’S BAZAAR 
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Presenting new, endearing diamond 

rings with the "Mizpah” inscription that will 

guard and protect the cherished sentiment, devotion and 
ideals attached to the traditional marriage vows. 


























FELIX LEVY SYLVAN SPRINGER CHARLES W. CARBERY 
F ae : 
KASPAR FSH | NVNNIU aes del iN tema dan 3 
& J ILC. 126 West 46th Street « New York 19, N. Y. 
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Good value...that’s for 
the money. Original designing and exquisite 


workmanship...that’s for the show. 





~e--to get ready for 





greater ring volume add BONCORT Men’s Rings... 


_ 


7 
to go? Yes. sir! Go to 





your wholesaler for BONCORT Men’s Rings. 











FOR SEPTEMBER, 1947 1 





A a a i a a a i es a pe, 
eR: CUS AGA. OO 


A ee A ER OS is MES Ms FS ge ne OS 


: 
i 
i 
' 
' 
' 
; 
7 
! 
/ 
' 
' 
Fin 
i 
: 
i 
4 
i 
1 
‘ 
{ 
' 
‘ 
' 
: 
‘ 
I 
i 
; 





LILIA 
eS 


tage 
ay Me 
x 


Introducing four of our distinctive designs —mod- 
ern as the new year. A product of artistry and 
fine watchmaking — sure to appeal to your most 
discriminating clientele. A wide assortment of 
styles and cases in 14 Kt. gold and rolled gold 
plate,—for immediate delivery. 


LATHIN WATCH COMPANY 


Importers of Watches 


Fifth Avenue New York 19, N. Y. 
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ARRY & BEN FRACKMAN 


N C O R P ,4.O R A T CE D 


20 WEST 47TH STREET 
NEW YORK 19,N.Y. 


DALLAS MIAMI BEACH 
Emil F. Burger Julian E. Newbauer 
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SINCE 1880 
Manufact 





RINGS 


New York Office 


Correspondence should be addressed to Newark, New Jersey 


ornamented with Diamonds. 


Precious and Semi-Preci 
Oriental Sapphires, Rub 


Ladies’ Fine 


alds, Tourmalines, Aquamarines, 
Topaz-Quartz, Amethyst, Garnet. 


‘Sapphires, Star Rubies, 
480 Washington Street - Newark 2 
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Handsome is as KINGSTON 
does. These KINGSTON 
Watches for men are univer- 
sally esteemed for their fine 
design and dependable per- 


formance .. 


. every timepiece 


fully guaranteed. 


Mey KINGSTON 4 


Send for our 4-color catalog illustrating 140 more beautiful watches. 


F7807. Natural 10K gold 
filled. Gold filled expan- 
sion bracelet. 17 jewels. 


$47.50 


7810. Natural 10K rolled 
gold plate. Leather. strap. 
17 jewels. $39.75 


7817. Natural 10K r.g.p. 
Steel back. Domed crystal. 
Leather strap. 17 jewels. 


78174. Natural 10K r.g.p. 
Steel back. Rock crystal. 
Leather strap. 17 jewels. 
$34.75 
7817B. Natural 10K r.g.p. 
Steel back. Rock crystal. 
Leather strap. 17 jewels. 
$34.75 
F7823. Natural 10K gold 
filled. Rhinestone dial. 
Gold filled expansion 


7911. Natural 10K r.g.p. 
Steel back. Leather strap. 
7 jewels. $24.75 


7914. Natural 10K r.g.p. 
Steel back. Leather strap. 
17 jewels. $29.75 


9160. Natural 14K gold. 


Domed crystal. Tufted 
leather strap. 17 jewels. 


9163. Natural 14K gold. 
18K gold markers on dial. 
Domed crystal. Alligator 
strap. 17 jewels. $100.00 


91505. Natural 14K gold. 
4 diamond and 8 18K gold 
markers on dial. Alligator 
strap. 17 jewels. $210.00 


91574. Natural 14K gold. 
Domed crystal. Leather 


$34.75 | bracelet. 17 jewels. $57.50 $65.00 | strap. 17 jewels. $65.00 


Above quotations are suggested retail prices. Write in for our confidential price list. 
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LOS ANGELES 
315 W. 5th ST. 


NEW YORK 
48 W. 48th ST. 
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REALLY 


Tonal Taps 


New and original! Now, extra sales with these stunning creations by R & S 


... for him... for her. Carefully-selected genuine and synthetic stones 
attractively mounted in gold settings. Six different sets now available. Beav- 


tiful display unit and advertising mats free. 


Sold only through wholesalers 
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Diamond Jewelry! 


Dawid Kaw Company Ne 


MAKERS OF FINE DItAMOND: JEWELER Y 
3 Wess. Sith SIRECT NEW. FORK: 19, °N-.Y. 








Reice of David Karp Company creations 
has been superlative craftsmanship combining 
the traditional and modern. 


Unique designs in Diamond Watches, Rings 
and Mountings are matchless in quality and 
style ... assuring lasting pride of ownership. 


See these David Karp creations now! .. . and you 
will feature them with profit! 

















David Karp Company, Inc. 
proudly presents 
Platinum and Gold Creations 
of Inspired Craftsmanship 
Featuring... 


Distinctive Diamond Watches 
Diamond Attachments 
Inquiries invited for our Diamond Rings and Mountings 
Fine Special Order Work Diamond Wedding Rings 
Matched Diamond Wedding Ring 
and Mounting Sets 


GLYCINE 
MOVEMENTS 








There is more value 





a) 
Fey 


hand carved into 






every matched wedding 





ring set by Bridal 






Ring than you 





will find in merchandise 






at twice the price. 





And your customers 
know it! When 
you stock and display 





















these fast-moving 





profit makers—watch 


every your sales curve 
go up! You will be 


design, delighted and amazed 
shape, at the speed they 
sell! Sold direct : 
nianiond a from manufacturer to 





and great you, Bridal Rings 


will prove your 
ornamental plus best repeat business 


effect selling getter. 24 hour 










service on all special 
feature ._ orders — another 
of great plus service 


for you by the 


bridal Bridal Ring Co., Inc. 
ring’s Write or wire for 
complete information today. 


matched 
wedding 
band 


sets 


of 


unmatched from 
' beauty — exclusive 
os designs . 
by 





Dod Gavel 

















gti King Ce. Due. 87 NASSAU STREET, NEW YORK, N. Y. 
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Tru Star 


GENUINE 
MINED 
QUARTZ 













"REG. U. S. PAT, OFF. 








IN GENUINE MINED QUARTZ STAR STONES 


Soe nati 





Feature Tru-Star stones 
and BE SURE of 


greater customer satisfaction 


Whether you’re a manufacturer or a retailer, you owe it to 
yourself and to your customers to make or sell rings anid jewelry 
featuring only TRU- STAR stones. For TRU- STAR stones are the 


real thing in genuine mined quartz, ‘Golike any other similar 








stones on. the Darhet in that their stars are. absolutely natural. 





In addition, TRU- STAR s blueness is enhanced by a new and 





secret _acid- resisting process. Play safe — —accept no imitations 





or substitutes —be sure: the stones you buy are TRU STAR stones! 


NATURE'S OWN Tra-Star STONES ARE EXCLUSIVE WITH 





93-99 Nassau Street, New York ¥. N.Y; 





Coline and Preilige Building 


WU S}f 
Mes 








/ 
A Kesalt-“Jested. Dynamic Merchandising Plan! 


A Traffic-Stopping, Cadctomer Creating Point of Sale 
Promotion! 


A Sates- Clinching, — Guarantee of Perfection! 
VE VL he (reslige building wu Free Advertising 


Mat Service! 


A Nationally Promoted Brand Name! 
A Strictly Maintained Standard of Sagerlative Value! 
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cR 630 FIFTH AVENUE, NEW YORK 20, N. Y. » 
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THE FIRST NEW 


IDEA 
IN MERCHANDISING 
WATCHES IN 





— 

a Da past 18 months we have been analyzing current trends in the watch industry, 
interviewing consumers, retailers, wholesalers. 

We have analyzed how long it takes to complete a watch sale; how much it costs the 
jeweler to make the sale; what makes the customer buy. 

From this research, we began to get an inkling of an idea. We developed at considerable 
expense a brand new selling weapon. We tested it out in different types of stores, and 
ritcrucrel am Corer teterery 


> “?. FF 


We found that it speeded up sales 49% ... If increased the average unit sale 37%. 


We now know that we have developed an amazing plan to help the retail jeweler and 


his sales people make more money. 


Only a limited number of these selling tools are available, but we are now offering our 
current supply without charge, to representative jewelers on a first-come, first-served basis, 
regardless of whether you are now a elolstcwmer-telaettinemerctiae 

We shall be glad to send you full information regarding the new, tested selling plan, 


ala eleltlama@elianets ole) bregcta rere _.. Please write or wire: 


Homis Dealer Service Division « Homis Watch Company « 315 West Fifth Street « Los Angeles 13 














Just in time to spur your 





Fall ring business to new activity, 






come these exciting new originals by 






ACME... each one a refreshing 





TE yee ne eee eee 


departure from the commonplace 












..-@ triumph of inspired designing 
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... all of them richly endowed 





with breath-taking beauty and 





clearly destined for sales leadership! 
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Sentiment in business can be a wise 
and profitable policy. To Alsan and the 
’ numerous wholesalers handling Alsan Carved 


> 
< 


> 


‘ ~ Wedding Rings it has proved to be the 

formula for success. Designs created by 
__ talented stylists and policies administered 
» by men of proven ability combine to make 
2 the Alsan line the favorite in the field. 


2 
~ 


d 
‘ 


” yee ; 3 vee x 
Sea eye ¢ . eos 


AVAILABLE ONLY THRU ALSAN'S SELECTED WHOLESALERS, 


whose experience and guidance are at your service. 


Ask to see Alsan's unique "all sizes" merchandising tray 


THE LINE OF BEAUTY ~— 
62 West 47th St., New York 19, N. Y. 


Western Office: 220 West Fifth Street, Los Angeles, California 
Mr. Albert B. Cohan, representative 
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Although these Elite cases are no larger than 
ordinary 10!/, ligne cases, their unusual de- 
sign permits them to accept 10!/, ligne, 
11! ligne, and 6/0 movements. Of 
10K yellow rolled gold plate with stainless 
steel back and heavy ftlat-top crystal, both 


cases take either rhinestone or plain dial. 





Left—#1135, two-tones, yellow with white 


pure nickel, color retaining lugs. 
Right—# 1135/85. 


We manufacture a complete line of rolled 
gold plate cases in all sizes, gold cases with 
stainless steel back and the famous Elite 
Friction Case. 


ee SAMPLES ON REQUEST 


ELITE CASES ARE AVAILABLE THROUGH WHOLESALERS AND IMPORTERS 
+1135 Good For 6/0 Waltham 








ELITE ¥ ATCH CASE CORP. + 150 VARICK STREET - NEW YORK 
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Lies trim and flat. Features a 
new, beautiful sales-inyiting 
design. 


out da nger. wi 
breaking. 


Look — has only two eyelets instead 
of three, and no cross bar — cleaner, 
_ stronger, trouble free. 


t's a fact — you can even 
tie it in knots. ® Available in yellow and pink — 1/20-12KT. 
Gold Filled top with stainless steel back. 


®@ Also in stainless steel. 


SOLD ONLY THRU YOUR WHOLESALER 


AWC HCHO RR! SEG RCHO Waa 


CENTRAL FALLS- RHODE ISLAND co 


LOS ANGELES OFFICE NEW YORK OFFICE 
Murray Silverman, 215 West Fifth Street, Los Angeles 13, California William Weintraub, A. Reitzig, 92 Liberty St., New York City 
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| tie Tors)... 


: "RINGMASTER" Rings are far abeve others in 
desig nan d va i ue. More "RIN GM A STER* Rings... sian 


are sold from coast to-tast than any other gold, 


stone or fraternal rings. TherdMt 'ST be a reason! 
. ee 2 
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BARDACH BROS. ie. 


Operating Q BARDACH & CO. and €) CHARLES-THORNTON CO. 
Downtown Office 15 E. Washington St. » Factory 448 N. Capitol Ave. 
« Indianapolis 4, Indiana 











MOST EMBLEM PIN AND BUTTON MAKERS 
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1 a RHAPSODY in RHINESTONE ...a 
brand-new incentive for increased Fallsales... 
the new Bangle Bracelet Rhinestone Watch. 
Combines the smartness of the new tailored 
bangle bracelet and the brilliancy of the popu- 
lar rhinestone watch. Perfect complement to 
Milady’s new Fall Fashions. The bracelet, which 
is 1/20 12K YELLOW GOLD FILLED, has a snap 
lock and a safety chain for additional security. 
The case is hand set with imported rhinestones; 
is rhodium finished for durability; and is fitted 
with a fine 17-jewel 5-ligne Swiss movement. 


$65.00 Keystone 





RLOFF COMPANY 


Designers and Distributors of Fine Watches 


WHOLESALE JEWELERS ¢ DIAMOND MERCHANTS 
706 Sansom St., Phila. 6, Pa. Phones WAlnut 2-4320, 3441 


THE 

































R-100 
complete 
$41.50 <y 
Keystone —\ 
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R-101 


complete 


Keystone 


AND the watch itself... 
Rhinestone replicas of glamor- 
ous diamond watches. Genuine 
imported rhinestones, hand set 
in smartly styled cases, rhodium 
finished and cased with a fine 
17-jewel 5-ligne Swiss move- 
ment. Black silk cord band. 


Sterling silver band attachment 
set with genuine imported rhine- 
stones. 


$9.50 Keystone 
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Watch-wise jewelers 


prefer ELREX... 


For variety . . . for surpassing styling 

. .. for praiseworthy quality and 
dependable performance, no other watch 
line delivers more than ELREX. | 
And no other will win you more friends 
among your watch customers. For every 
ELREX watch fulfills its promise of 


excellence and complete satisfaction . . . 








Ze toh es 


ELREX WATCH COMPANY, Inc. 
551 Fifth Avenue, New York 17, N. Y. 
also, Heyworth Bldg., 29 East Madison St., Chicago, Ill. 
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_Rings-O-Bliss-Over 
2700 Jewelers 


WHO WILL ATTEST TO THE IN- 
CREASED SALES OF Bliss WEDDING 
RINGS WHEN DISPLAYED IN THIS 
FREE — BEAUTIFUL TRAY — FREE 
WITH THE PURCHASE OF 20 ASSORTED SETS 


ER. 











24 HOUR 
SERVICE 
ON SIZES AND 


ENGRAVING 






29 EAST MADISON ST. 
CHICAGO 2, ILLINOIS 
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Yeolg-Melslohisl-1al dalela colUhmitaa-t miele ib SiOly 
as ial-Se al-h PES J alto ilelale| Ma G@LO) A AON @)-0-¥,% 
INITIAL LINE! 

YAC-tame Lo cela ial-m ole) (ool lanl-taltiolalel bmualelel-1(-t08 
Tahi-iactalelale(-tele)(-Mlaliilo]| Mn albilol Mistehmaolar 
trast sharply with background on all items in 
al s|-e LaTo 1M ialoh malolall ol-MJalol ol e\-lollalio 
place at the point of sale! 

CURVO-GRAM comes in items shown, also 
a two initial Tie Chain. 

PX) ake] ole] Misl-Myo\-alol GLU) A AOme).e-ViMaeltler 
{Tame lk) 0) (oho lalo MMe] ololU) Moh Zell (ol o)(-MMal-Nn 2) ole] 01-11 
mats in two sizes. 

Viale (=m oli-14-1d-tel] Miceli AOR] oMGel UC Rich oF 


NATIONALLY ADVERTISED 


A fle election of Ment evebey in gold filled ana gol pati of excspional quality 


Advertised in Esquire’s Christmas Issue— Out November 7th 


ANSON PRODUCTS ° 24 Baker Street, Providence, R. |., New York Office — 7 Dey Street 
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@ @ in sterling silver and sparkling rhine- 
stones. ‘Your customers will find in this 
beautiful new watch bracelet, the 
utmost in style, superb craftsmanship 
and sterling quality. 

This new watch bracelet is ideal for Fall 
and holiday selling. Your jobber has it 
now. Ask to see it. 








185 EDDY STREET © PROVIDENCE 3, R. I. 
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Pan of the world’s finest 
watches are encased in styles 
by Lemieux...A name 
synonymous with incomparable 


design and craftsmanship. 
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ACME WATCH CASE 
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GEST 





IT SEALS 4 
(ITSELF: 42) 


ae 
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NO TWISTING 


or turning to get 
this cover on! 
Simply place it in 
position on the 
pan and when 
cooking conditions 
: are correct it seals 
itself automatically, perfectly. 


NO EFFORT io lock the cover in 
place or remove it! A fingertip touch 
on the Feathertouch Safety Lock an- 
chors the cover in position for self- 
sealing. Unlocks easily, too . .. but 
only after pressure is reduced. 


NO GUESSWORK about pressure or 
timing! A quick glance at the big, clear 
figures on the Cookminder pointer dial 
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PPLIANCE NEWS SINCE THE TRU-HEAT IRON 








Bett Crocksn now brings 


you the new General Mills 





tells the amount of pressure in the pan 
and when to start counting cooking 
time. Cookminder is also an automatic 
pressure release. 


NO WAITING for pressure to go down 
after cooking is finished. With most 
recipes, when cooking time is up, simply 
push the PressureQuick Slide Release 
and pressure goes down quickly, safely, 
right at the range. 


NO WONDER women will want the 
new General Mills PressureQuick 
Saucepan. They'll be reading about it 
for the first time on the back cover of 
the November 15 Saturday Evening 
Post...and they’ll be making bee- 
lines to your store to see it ... ask you 
about it . . . and to buy it! 





THIS BETTY CROCKER 
GUIDE comes with it—the most 
authoritative cook book ever pub- 
lished by a saucepan manufacturer. 














eS -_ 


HERE’S YOUR TIMETABLE | 


1. Shipments to distributors start in 
early October. | 





2. Shipments to dealers start in early 
November. 
3.. National advertising breaks Nov. 15 
with a full color ad on the back cover of 
the Saturday Evening Post... plus ads 
in This Week Magazine, in local news- 
apers... plus network radio on the 
Betty Crocker Magazine of the Air! 











trade name of 
Genera! Mills 
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BRACELETS 


























-s exciting and exotic as jewels of the ancient orient. Massive 1/20 12 kt. gold 
filled bracelets dramatized by exquisite stones set in the swirl of dynamic two- 
toned designs, fashioned in the typical LUSTERN manner. 


CN10 — Massive Hinge Bracelet with Two Tone Ornament set with Cluster of Colored 
Stones. Safety Chain. 


CN11 — Hinge Bracelet set with Colored Stone in Two Tone Ornament. Safety Chain. 


There’s a freshness to the LUSTERN line — that stimulates sales for you — 
write for our new catalog today. 


LOUIS STERN COMPANY 


PROVIDENCE e NEW YORK e= PHILADELPHIA e CHICAGO 
Through your wholesaler 


LUSTERN also makes 


Little Flower Dainty Maid Dainty Miss 
Rosary Infants Jewelry Teen Age Jewelry 
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-  N-235 
. 2 Price $213. 
Keystone 
Plus Tax 
(14 Kt. Gold) 
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ALWAYS DEPEND ON DOXA TO 
FEATURE THOSE WATCHES 
- IN POPULAR DEMAND 





DOXA WATCH AGENCY, INC., 580-5th AVE., N.Y. (19) N.¥. 
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Made for lovely necks, slender arms, dainty ears... 
made to be admired ... made to be desired! 
Set illustrated is 1/20-12 kt. gold filled. 

Only quality jobbers coast-to-coast sell CURTIS CREATIONS. 


THE 


AYMAN 162 CLIFFORD STREET, PROVIDENCE, R. I. 
Chicago Rpresentative Eastern Representative 
ALLEN B. PINERO, Heyworth Bldg. PALL BERGMAN, 162 Clifford Street 
29 East Madison Street, Chicago 2, Illinois Providence, Rhode Island 


INC. Los Angeles Representative 
AL GOLDBERGER, Pershing Square Bldg. 
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LUX CHILTON ne Sg ae LUX SYMPHONY 


Retail price $3.00 .i% = it OOO —_ a Retail price $2.35 
West of Rockies $3.19 Siam eo SE “a West of Rockies $3.50 








LUX MINUTE MINDER *60M 


Perfect Christmas gift . . . does the 
clock watching for busy housewives. 
Minute Minder helps with the cooking 
MPM Tillite Mi int-MenZortallite Mutelaallil-vmelite 
other household duties. Can be set 
from one to sixty minutes . . . a pleas- 
ant sounding bell says ‘time's up”’. 
Attractive die-cast case, baked syn- 
thetic-enamel finish. Retails at $3.95 
... pays you a good profit. 


West of Rockies $3.98 *Reg. U. S. Pat. Off. 


FOR SEPTEMBER, 1947 








AS ADVERTISED MONTH AFTER MONTH IN. 
-— ESQUIRE...VOGUE...FORTUNE...TOWN & COUNTRY...HOUSE BEAUTIFUL... HOLIDAY 
YOUR INQUIRY INVITED...GRANA WATCH CORPORATION OF AMERICA, NEW YORK 
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i bracelets in the panel to the right are 1/10 14K yellow a 
4 white gold filled except LANCETTE, which is 1/10 14K mn @ 
low gold filled and sterling silver. All are available in yellow, \ PN 
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ORDER BRACELETS BY NAME 


All prices Keystone, each 
on velour-like cards 
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MMAUSHTIOS pea ger ahs famous watch attachments 


._ sparkling with hand-set rhinestones 
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Copr. 1947 by The Parker Pen Company 
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NEVER BEFORE ANYTHING LIKE IT! Parker’s Pre- 
advance Christmas Campaign runs in October and 
early November. It promates the gift buying of 
Parker 51’s far earlier than people normally think 
of Christmas shopping. 


IT’S AN EXTRA CHRISTMAS SELLING SEASON well 
in advance of the usual peak. And this is followed 
immediately by the Traditional Christmas Cam- 
paign that capitalizes to the full on gift giving 
right up to Christmas Eve. 


FULL COLOR PAGES in 10 leading magazines, such 
as Life, The Saturday Evening Post and Collier’s. 
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vertising schedule... 
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PRE- ADVANCE CHRISTMAS SELLING 


A complete advertising program of holiday dimensions! It 
will start the Christmas rush in your store early in October. 


TRADITIONAL CHRISTMAS SELLING 


Hand-in-glove with Santa and sentiment! An all-out ad- 
bigger and heavier than ever before. 


That means 144,120,000’ Parker messages during 
those two big selling seasons. And the full impact 
will be focused on Parker “*51”’ Pens, Pen and Pencil 
Sets, Magnetix Desk Sets and the sensational new 
Superchrome Ink. 


BIG ADVERTISING PORTFOLIO will tell you how 
Parker is doing it. It gives you all the strategy, 
ads and schedules for both high profit periods. It 
shows the materials provided to make this your 
most effective Christmas promotion of all time! 
If you have not received your copy, write today. 
The Parker Pen Company, Janesville, Wisconsin 
and Toronto, Canada. 
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Yes — we mean Combination! Gleaming plastic for eye appeal — s-m-o-o-t-h 


velvet for “touch” appeal — and rich satin lining for display appeal! This honey 





will soon be hitting new highs all over the country. These display boxes are 


ideal for pearls, chatelaines and pins. 


DISPLAYS CREATE SALES 
ei MANUFACTURING 
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PAPER BOXES 
112 POINT STREET 
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For almost a century and a half the technique of precise watch- 
making has been a Blancpain family heritage. .. Today, as in 
the past, these world-renowned craftsmen steadfastly maintain 
the highest standards of watch construction and dependability. 


Representative jewelers are invited to inquire about Blancpain. 














4 ¢* ae i ES 
ere, SSQESSSEEES 





Distributed in America by 
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PAUL H. SAMUELS INC. Sage” 


55 EAST WASHINGTON ST., CHICAGO 2 


West Coast: 


E. V. Hutten, 220 West Fifth Street, Los Angeles 13 
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HEVZW VLAIGLON FOR MEN 


ere’s the newly-styled .watch bracelet that justifies your 
confidence in L’Aiglon dependability. Leading its field in 
style, quality of materials and efficient design this new 
L’Aiglon bracelet is just what your customers want and 


expect. 


In 1/20 - 12 K Gold Filled in yellow or pink gold with stain- 
less steel back . . . also stainless steel front and back. The 
links are newly styled, fittings scientifically designed, and 
the springs are non-corrosive stainless steel. 


SOLD THROUGH WHOLESALERS ONLY 


JEWELRY MFG. COMPANY 


MAKERS OF WATCH BRACELETS FOR 25 YEARS 
36 GARNET STREET © PROVIDENCE, RHODE ISLAND 


IN NEW YORK «© CHICAGO * LOS ANGELES 
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Announcing ...a revolutionary New Proctor Never-Lift Iron! 


MAKES IRONING EASIER TWO WAYS 


Phin it is... the completely new, brilliantly designed 
1948 Proctor Never-Lift Iron, with a host of amazing 
new features. 

See it and you'll call it a miracle. A touch of your 
finger and it lifts itself on its ingenious, cool, safer leg 
support. Pressure of your palm brings it instantly down 
for work . the leg support snaps completely out of 
the way. 

Never was ironing so easy . . . but that’s not all. See 
that new Rayon Safety Signal. It shows green when the 
iron is safe for rayon, red when it is too hot. 

Note the big, easy-to-read fabric dial. See the cool, 
plastic shield cover to prevent scorched knuckles . . . the 
rugged built-in cord. 

It’s the most brilliant iron achievement of Proctor’s 
decades of fine iron manufacture. See it now wherever 
fine electric appliances are sold. 
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oper X, Send gi 18 ih yur adeno PROCTOR ELECTRIC COMPANY, PHILA. 40, PA. 
Phitadsiphia 40, Pa. ae : For efficient repairs, 166 factory-supervised Procter service statiens, 
: © 167 P. E. Co. coast te coast. . . see local classified telephone directory. 
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PROCTOR IS USING THE FOUR-coLOR | great new 


ADS in the Never- 
NOVEMBER ISSUES proved 


WHOLE ARSENAL FOR THE of these MAGAZINES | {iff iron and the 


HK TRUE STORY BETTER HOMES & 
GARDENS %McCALLS % SATURDAY FREE promotion’ 


EVENING POST *# GOOD HOUSE 


GREATEST NEVER- LIFT i iicc's \ eae 
IRON IT EVER BUILT! = P28 :2.2 = 
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quality, we add the gracious 
styling that outlives the years. 


It’s been that way since 1910. 
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Today, more people are buying Dormeyer 
Mixers than all other makes. Dormeyer, 
first in features, first in quality, is first in 
making sales for you. 


Dormeyer’s Sales and Advertising Policy 
means greater profit opportunity, consistent 
turnover, customer satisfaction. Write Dor- 
meyer Corporation, 4300 N. Kilpatrick Ave- 
nue, Chicago 41, Illinois. 


DORMEYER FEATURES MAKE MONEY FOR YOU! 


DORMEYER Motor 
is trouble-free— 
never needs oiling. 


Jiffy Juicer gets ALL 
the juice in a jiffy. 





Floating action 
means better blend- 
ing every time. 


Bowls. go ’round and 
"round (on 17 ball 
bearings). 


Portable mixing head 
makes every pan a 
mixing bowl. 


Sand Test shows 300- 
400 continuous 
hours operation. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


















LCE IS 





umenleces of = PAC 















The IMPERIAL WATCH as shown in the UNITED ARTISTS 
release “THE RED HOUSE” starring EDWARD G. ROBINSON 


« IMPERIAL 

e GLYCINE : : 
. NICOLLET 

» HARVARD TIMERS 


~ Bavee Porrzetupen ¢ Mus inc 


fot MANUFACTURERS AND IMPORTERS OF WATCHES 


~ 





1} EAST 481th STREET -~*+ NEW YORE 13 N.Y. 


se CONTACT YO UR ''N EApReBeS 1. WON Oak SAE R 
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Always New Items 
Snooks Jewelry 














Orn step ahead of the Junior-Miss 
market is the latest addition to this popu- 
lar line—an engraved locket (obtainable 
in a large choice of designs) on a chain 
bracelet, set with a high quality, syn- 
thetic birthstone. 1/20 14K Gold Filled. 














Popularly Priced 
Keystone Discounts 














A wide selection of lockets, 
crosses, and bracelets, which will 
constantly grow wider—because 
Baby Snooks is an expanding line 
with something new being added 
regularly. Variety for Christmas 
sales—many styles, singly or in 
sets. Also synthetic Birthstone 

Jewelry—for every month. 













































Order now through your jobber! 
Made Exclusively by 


LEVY-ANDERSON COMPANY 


45 Baker Street Providence, Rhode Island 
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Inereased production 


opens an opportunity for a 


limited number of progressive jewelers 


to obtain the valuable franchise for 


Gothic 


JARPROOF anicnds 
the only watch whose WEART’ os = the mest 


vital part of a 


GUARANTEED A LIFETIME VT" 


Only 1 carefully selected Jeweler in 
a community is awarded the Gothic 
Franchise. 


Quality watches for men and women 
—retailing from $33.75 up. 


Nationally advertised in 44 leading 
magazines. Fall schedule: 66 inser- 
tions .. . 25,000,000 circulation. 


The Gothic Franchised Jeweler gets 
the full and exclusive benefit of 
Gothic advertising. 


A few territories are now open for fran- 
chises. Your application will be given 
prompt and careful consideration. 


GOTHIC JARPROOF WATCH CORPORATION 


' 37 WEST 57th STREET NEW YORK 19, N. Y. 


FOR SEPTEMBER, 1947 











THE JEWELERS’ CIRCULAR-KEYSTONE 


NEW YORK 2, N. Y. 


reations in 
ee 


J 


= 


Sew 
Gc 
semedl 
Lie 
lala 
=» (5 
O 
md 
= 
<x 
—_ Oo 
ae 
—_ 
a. 
—— 
— oOo 
a iV 
a. 6 
Ss 
a > 
a 4 
4 
| 
auld 
© 
Se  / 


PEARLMAN, 


83 CANAL STREET @ WaAlker 5-0627 
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Creations of modern beauty and craftsmanship . . . designed 
for gracious giving. These exquisite watch attachments 
feature unequalled flexibility . . . offer the utmost in comfort 
and service. Dramatic selling point: both Lady Everfine and 
Lord Everfine are guaranteed forever.* Available in 1/20 12 — 


karat gold filled top—stainless steel back... in 
and white. Luxuriously boxed. 


jell 
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every 


watchmaker 
and 
jeweler 
s | a 110 WMR 
ara v4 WITH RATCHET 
NEEDS Cn)” $11.00 
| ; we 110 WMRL 
: ce WITH RATCHET AND LOCKNUT 
, = ~~ STAND ILLUSTRATED 
fine > ame 7 ele 
FINE LEATHER CASE FOR THIS 
micrometer! MICROMETER AVAILABLE $].25 


1907 - 1947 















— Micrometer espe- 
cially designed for the 
Watchmaking and Jewelry 
Trade @ This fine measuring in- 
strument has anvil and spindle with a diameter of a 
3/32” for a length of 3/8” and is further cut away 
from the faces to 1/16’’ diameter @ This design 
allows close and accurate measurement of small, 
delicate parts @ Graduations are in Metric @ The 
anvil and spindle are made of the finest grade of SEVEN Vétaé FEATURES 
tool steel with faces lapped square @ Available for _ CERTIFIED ACCURATE MEASUREMENT 
immediate delivery with a specially designed stand . SUPER-SENSITIVE VELVET TOUCH 

which holds the tool rigidly and permits the use of EXTRA STURDY CONSTRUCTION AND MAXIMUM 
both hands while measuring small pieces @ This tool FINEST FORGED STEEL FRAMES OF BALANCED 
is guaranteed to give the same _ super-sensitive DESIGN 

accuracy provided by all Central Certified Ac- 

curacy Micrometers. 





. MATCHED FRAME AND SCREW 
. CERTIFIED PARALLELISM AND SQUARENESS 
. EASY READING GRADUATIONS 


Non & WN 


MICROMETERS OF CERTIFIED ACCURACY 


CRANSTON 10. RHODE ISLAND 
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All Prices Shown 
Are Retail 


No? illustrated, Sterling Silver 
ond Gold Cases, $15 te $175 













*NO. 200 Z!P- 
PO Brush-finish 
Silverlike case. 
Accepted the 
world over as 
the best in value 
and perform- 
ance regardiess 
of price, $2.50. 


* 3 INITIALS or FACSIMILE 
SIGNATURE engraved in 
color, $1.00 extra, above 
prices shown (No. 350 
Initials only.) 













Reatassccprtcettos 










* NO. 280 ZIPPO with na- 
tionally known Fraternal, 
Club, Association insignias 
{a few shown) embossed 
in color, $3.25. 


SRE RRR ae eros shen ot itt aes me 
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* (left) NEW NO. 350 ZIPPO ENGINE TURNED. High 
Polished Chrome case. Rich appearance and low price will 
make this model one of the fastest sellers for gift sales. 
High feminine and formal appeal. $4.00. 


* (center) NEW NO. 10 TABLE LIGHTER. Deluxe High 
Polish Chrome case. The original ‘'All-purpose’’ lighter — 
lights instantly indoors and out, opening rew opportunities 
for table lighter sales. $10.00. 


* (right) hy EW NO. 250 ZIPPO HIGH POLISH Chrome 
case. Finished as bright as a mirror (and will be often used as 
one). A superb gift item, priced right for large sales $3.50. 

























*NO. 175 ZIPPO SPORTS 
LIGHTER for gifts, tournament 
awards, prizes, etc., wide 
choice of designs engraved in 
color, $3.25 






These new handsome ZIPPO Lighters of unquestioned perform- 
ance will create abundant sell-on-sight gift sales, and repeats. §_ziPPO sure-sparking 
ZIPPO lighters are fair traded. You are protected by the time oem tag Sianton aan 


honored ZIPPO FREE REPAIR SERVICE that never cost a dealer of 36 packages $3.60. 


ZiPPO _ quick-lighting, 


or his customer a cent. long-burning FLUID 
in new easy pour con- 


Cash in on the big fall national advertising campaign—be the first _tainer, $.25. 
to sell these sure-fire, universally popular ZIPPO Lighters. Make 


stock orders now. 
WRITE FOR DISCOUNTS and dealer helps. 


ZIPPO MANUFACTURING CO., Dept. X, BRADFORD, PA. 
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Segeant WATCH CASE CORPORATION, 7 Sill 
CANAL STREET, NEW YORK, N. Y. STYLE CREATOR OF WATCH 


' 
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AMERICA’S BEST DRESSED WOMEN WEAR CORO JEWELR) 





Foreseeing the tremendous Fall demand for high fashion jewelry with that “antique look”... 
Coro is ready with a gala collection! 


Each piece is brilliantly designed to reflect the new mode .. .each is typical of the high 
standards of Coro... THE BEST KNOWN NAME IN FASHION JEWELRY. 





Necklace—$36.00 per doz. 
Pin—$30.00 per doz. 

Bracelet—$36.00 per doz. 
Earrings—$18.00 per doz. 














ee 


CORO, INC. » NEW YORK e CHICAGO e PROVIDENCE e LOS ANGELES e SAN FRANCISCO © DALLAS + MIAMI + TORONTO » LONDON 
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KEEP 


Little Folks 


Jewelry 
in this 
abinet oe 


Eastern Representative: 
L. Weitzman 
ym We -lrelaeme Or-tale 
New York, N. Y. 


Midwest and South: 
. C. J. Mundhenk 
29 E. Madison St. 
Chicago, 111. 
Pacific Coast: 
) wae « ae OF bats 
57 Post St. 
San Francisco 
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For the first time in silverplate 

since 1941, fruit spoons, coffee : 

: spoons, oyster forks, and iced 

. drink spoons are included in 
the 100 piece service for eight. 1 fi 

Nt THE GERWE-BROWN COMPANY Hy 
X CINCINNATI OHIO, AND NEW ORLEANS, LA. f 












Wholesalers for Fifty Years 
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Reg US Pot. Off. 





Campaign 
Puts 364 Ads into Leavenworth 








Eight times in 1947 CeeTee jewelry ads to the number 
of 364 will be sent into Leavenworth, Ks. (pop. 19,220). 
Already five have gone. Three more will go before Christmas: 


COLLIER’S Circulation in Cities 
of Various Size 

: b f 

City Population need 


Chicago, Ill. 3,396,808 57,571 


HOW ABOUT YOUR CITY? Look at the iis 


showing Collier’s circulation, in cities of various size. Find a city 
your size and see what mass circulation of 3 million means to you, 
You'll find that CeeTee advertising help in your town is substantial, 
Multiply the .:umber of copies by a conservative ‘‘3’’ to get reader. 
ship. And remember it goes 8 times this year. 








(ek CITY YOUR SIZE | 





Portland, Ore. 359,168 19,022 
Worcester, Mass. 193,694 5,167 
Lansing, Mich. 78,753 5,262 
Terre Haute, Ind. 62,693 3,043 
Rome, Ga. 26,282 573 
Leavenworth, Kans. 19,220 364 
Westerly, R. I. 2.938 314 
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Look for the CeeTee ads that will send 
customers to your store for fine but inex- 
pensive jewelry made from‘ 


GOLD care 


LAID 


metal technically known as gold filled. 
Get behind this advertising that puts 
QUALITY into terms that the public can 
understand. All CeeTee jewelry is 1/20— 
10 Kt Gold Filled. 


CHEEVER, TWEEDY 


and Company, Incorporated 
ESTABLISHED 1880 


North Attleboro, Mass. 
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She has Rolls Royce tastes, and a bus pocketbook. 
She adores real rubies and pearls. 
But she settles for the next best thing .. . 


of poay yp 


| ENTIRE COLLECTION ON VIEW... . 389 Fifth Avenue, New York 
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Jewelry that 


eople are prou 





to give....or receive 


The definite quality touch which marks 
Hayward jewelry for men and women is 
something that particular people always 
appreciate. And thousands of those par- 
: ticuiar people are good customers of 


Hayward dealers from coast to coast. 


WALTER E. HAYWARD CO. Inc. 


Established 1851 


ATTL_EBOR O * MASS ACH US ETT § 
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SEA, 





MPLICITY <u BEAL 
by Poole 


We are proud to present the newest in hollow ware by Poole. Our 








stocks of this distinguished line are complete. Here, you can select 
the items your customers want most, and you can sell them with 
the assurance that the simplicity and beauty of design will mark 


your store as a source of fine merchandise. 


We will be glad to serve you with all of your hollow ware needs. 


A. fl. FICKEN COMPANY 


850 Euclid Avenue 
Cleveland, Ohio 
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set 







4/160 Plated $1.50 pr. 4/204 Plated $2.00 pr. 





ATIONALLY ADVERTISED 


PROVIDENCE 3 * RHODE ISLA Ht jy packaged ... individually or in matched sets 


anleic 


istributed thru the better wholesalers 
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JEWELRY PRODUCTS CORP. 


8-10 LIBERTY PLACE NEW YORK 7, N. Y. 
Pat. App. for, Lic. under Pat. Nos.: 2004206, 2193596, 1985835, 1985836 | 
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THE NEW VERSATILE 


EARRINGS 


DESIGNS IN STERLING 


(2: creations have enjoyed acceptance nationally 
among leading stores for twenty-five years. 
To mark this silver anniversary and to bring the same classical quality which 
characterizes all Cini jewelry to increased markets, Cini offers Zodiac designs in Sterling. 
Moderately priced, a "natural" for extra sales, they solve any gift problem 
because of their universal appeal. Be the first in your ,, 
community to present these unusual pieces consisting 


of pins, earrings and bracelets in all Zodiac signs. 





Available in solid 14 Kt. gold on special request. 


coe \ Exclusively Created by 
GUGLIEMO *CINI - BOSTON 


ay). 561 BOYLSTON STREET 
: QUALITY SINCE 1922 









THIS FREE BOOKLET, illustrating 
Cini’s interpretation of all the symbolic 
CUFF LINKS signs and description of their traditional 
*PRONOUNCED “CHEENEY” — is provided for your use as a 

aid. 
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Inspired by the past. 
for the tables of today! 











REMEMBRANCE is a perfect complement to the 
other three sales-proven 1847 ROGERS BROS. 
patterns. With FIRST LOVE, ETERNALLY 
YOURS, ADORATION and now REMEM- 
BRANCE, you can offer your customers a com- 
plete range of patterns in America’s Finest Silver- 
plate. 





J. W. Johnson, Inc. 


Established 1869 
15 Maiden Lane, New York City 
Wholesalers of Watches, Clocks, Jewelry, Gift- 


ware, Glassware, Silverware 


Wholesalers for 1847 Rogers Bros. 
for 78 Years 
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“TRACE MARK 


The New Super- Smart Ladies’ Expansion 


- with Terrifie Retail Appeal 











Sold through wholesalers only 


STONEWALL PRODUCTS CO, Inc. 


eg 7 79 Seventh Avenue at 15th Street, New York 11, N.Y. 
_ GIFT BOXED | WAtkins 9-4874 


All Stonewall Watch Bracelets % S. GELLER M. DIAMOND 


ked in beautiful plastic gift 
ST Wiiten georantes with 29 E. Madison St., Chicago 220 W. 5th St., Los Angeles 


_ every bracelet. 
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ONE OF THE LARGEST MAKERS 
OF ZIRCON RINGS 
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Those who demand the finest and yet are 

guided by price considerations will find their 
wants fulfilled in the fine line of Zircon Rings 
created by FRANCINE. Featured by leading 
jewelers everywhere, Zircons by FRANCINE 

are available in 10 or 14 kt. gold in a wealth of | 
modern and classic style creations... FRANCINE 
lircon Rings are definitely worth featuring 
because they offer unrivalled value at their 
attractive prices. Six of a distinguished group 

of men’s and women’s models are shown... 
your inspection of the complete line is invited. — 


, fy 
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_ MANUFACTURING JEWELERS a ea is memo packet of Francine - 
16 West 45th Street, New York19 : _ Zircon Rings. will be sent to 
lies’ § Gents’ Stone Rings » Fraternal Rings » atinum Mountings | wholesalers on,r equest. 





PHILIPS 
ANNOUNCES 


BEAUTIFUL ‘ee JEWELRY 
0K AND 14K GOLD 


CREATIONS IN 1 
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DISTRIBUTED THROUGH WHOLESALERS 


PHILIPS 


MFG. CO. 


32 Graham Ave., Brooklyn 6, N. Y. 
MAKERS OF GOLD JEWELRY 





CROSSES AND CRUCIFIXES 
in 1OK and 14K Gold 


Smart! : 
nk Bias pr GELLER, 29 E. Madison St., Ch 
OE DIAMOND pie 
, 220 W. Sth St 
: ., Los Ange't 








Compact features Patented 





“touch catch” spring opening; Bevel mirror; 





inner door; generous powder well. 


Full-pack cigarette case. Center 
“pop-up” rack serves cigarettes. 
Also 10-cigarette evening model. 


In Jeweler's Bronze: Satin with high-polished tips; all- 
satin; all-polished. Individually-boxed with flannel case. 
NATIONALLY ADVERTISED , 
: Popular-priced. 
IN LEADING 
FASHION MAGAZINES; 


RADIO NETWORKS. 


KOTLER & KOPIT, nc. Pawtucket, R. I. New York Showroom: 303 Fifth Ave., N. ¥. 16 
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MIRACLE WATCH-BRACELET 
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Deonixow & HAUL, inc. 


| WHOLESALE JEWELERS 


UNION PLANTERS BANK BUILDING...MEMPHIS, TENNESSEE 
New York Office: 580 Fifth Avenue 
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AMERICA’S MOST COMPLETE LINE 
OF FINE LEATHER STRAPS 





WATER-REPELLENT CLOTH STRAP 


Made of durable Zelan Cloth in 
assorted colors: Navy, Tan, 
White and O. D. with both white 
and yellow buckles. 





KARLTON 1-PC. STRAP 


America’s most famous 
novelty Western leath- 
er strap, made of ar- 
tistically tooled Steer- 
hide . . . will fit any 
watch. 
















#306 





Gnd Russet. Pegg 


SOLD TO AND THRU A A SEO orc, loc 
WHOLESALERS ONLY—WRITE FOR SAMPLES! 


D AV i D eC U SS & C @) MA PA Ni Y CALIFORNIA OFFICE: LOEW’S STATE BLDG. 


707 S. Broadway, Los Angeles 14, Cal. 








MAKERS OF FINE WATCH STRAPS SINCE 1922 PHONE: VANDIKE 6695 


121-5 No. EIGHTH STREET, PHILADELPHIA 6, PENNA. SALES REPRESENTATIVE: GEORGE DOLIN 
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THE HEARTS AND FLOWERS GROUP 


Betrothal sets that sparkle and glow with the living lustre 





of precious stones ... The engagement Ring: a diamond 
enthroned in platinum trim which enhances the beauty 


and warmth of the stone; the band, of fourteen karat yellow 


or white gold ... The Wedding Ring, the ingeniously 


fashioned platinum trim setting superimposed upon a 
band of fourteen karat yellow or white gold, complementing 
the engagement ring in design and in spirit! 
Another Wilberg achievement in popular-priced 
jewelry fer the young lovers who throng the 


Main Streets and Broadways of America. 





Mats furnished for newspaper advertising! 


Main Office and Factory 31 West 47th Street ow York 19, N. Y 
Chicago and Vicinity Miami Office Southern 
Representative 233 E. Flagler Street Representative 


| Bob Lewin __ Michael and Aaron Berg Si Berg 


an 
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Styled right... priced right... and backed by anaggres- 
sive national advertising program... LURELOY FASHION 


JEWELRY has a ‘‘sure-fire’”’ sales appeal for your customers. 


elttanccrtarwmelelareltae Mel melolerniccleltel:ameleletictaeltvettelamelelen 
dulling qualities of so/*’dé LURELOY—the wonder metal 
from which these creations are superbly crafted—keep 
your customers satisfied with their purchases ... and bring 


them back for more' 


Perfect for all-occasion gift-giving—CHRIST MAS, birth- 
: ng ge RETAILERS ... Write 
days, weddings, graduations, etc.—LURELOY is also appre- today for full details 
ciated by the retailer for its easy-to-keep-presentable quality. on this fast - moving 


tc? f : ne! 
No time-consuming polishing needed to keep LURELOY'’s veme 
Or— when in New 


soft, rich, silver-like luster sparkling and lovely. Work. olelt aay shad 
' : 


| rooms: 
RETAIL PRICES* ot Clark & Babbitt 
ee EP OV INGS . ws so ae ne bee wee ; Industries 
No. 602 Bracelet. . 3 630 Fifth Avenue 
og a OE CS a ee , eter ee @ & oe 


No. 410 Rin eee ww hs a DR ee 
‘oe A0l0m -\aela-1|-) aan 
cy ae Ne oe 


A BRAND NEW 
* DELUXE LURELOY EN- 
SEMBLE IS READY FOR 
THE CHRISTMAS TRADE 


Designed and handmade by 
Lureloy craftsmen and _ attrac- 
tively boxed, this lovely new en- 
semble is ready for retailers now. 
(To be effectively promoted in 
Lureloy’s October and November 
consumer advertising.) * 


RETAIL PRICES * 


Bracelet (No. 880)..........$ 7.00 
Necklace (No. 380).........$15.00 


1706 GRANT BUILDING - PITTSBURGH 19, PA. Earrings (No. 280)..........$ 3.00 


+ + + + + HH F 
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The Glen-“Glider”’ ratchet plus smart Glen bracelet 
styling create the impetus for sales-unlimited. 
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_ MANUFACTURERS OF WATCH 
_ BRACELETS WITH THE GLEN-“GLIDER”” RATCHET 


Write for the FREE Glen .“Ghider'* catalog. 


2 JOHN STREET, NEW YORK: afi 
(cor. B’way) | 

me Mee CHICAGO: 1202 HEYWORTH BLDG. 

PATO DMO ECR (0S ANGELES: 707 5. B'WAY 











SOLD THROUGH WHOLESALERS ‘ONLY 
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Every watch equipped with Incabloc is 


IOOO0 TIMES STRONGER 
than the watch without 


The Incabloc can be adjusted to all watches, giving absolute 
protection to the pivots of the balance. The latter are 1000 times 
weaker than any other part of the movement. The Incabloc device 
confers to the balance a resistance equal fo that of the other 
parts. This device ensures greater solidity to all watches, increasing 
their working capacity as well as their value. A watch without 
the Incabloc is old-fashioned, lacking an admisable technical 
improvement due fo modern horological science. 


How it works 


The function of the Incabloc can be compared to the movements of 
an athlete at the moment of jumping. An inexperienced man jumps 
stiffly and will be subjected to a most violent shock. The athlete 
executes a flexible movement and suffers no prejudice. The principle 
of the Incabloc is greatly similar to the movements of the athlete. 





4. 


| Now look how it works in the movement 
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The Incabloc maintains the two pivots of the balance in their 
centered position but. allow them to shift around, under the 
influence of a shock coming from any direction, until the mos! 
resistant parts of the balance rest against the banking-pins. Imme- 
diately after, thanks fo the pressure of the Incabloc spring, the 
balance automatically resumes ifs original centrical position. These 
minimum movements represent 5 fo 7/100 mm. but are sufficient 
to eliminate the danger of rupturing. 


ITS POPULARITY 


All parts are made with a maximum tolerance of about one thou- 
sandth of a millimeter. Special apparatus is used, enlarging all 
parts 50 times, allowing most careful checking. __ 

Of course all parts are interchangeable— a great advantage te 
watchmakers. 

It is the most widely spread system, used in over 10million watches, 
giving proof of its efficacy. Its numerous imitations — another 
proof of its quality — have never come up fo the real incabloc, 


a lhe block 


Because of the block-bed, the Incae 
bloc shock protector is complete in 
itself, containing all the elements 
shown here, held together by the 
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A remarkable discovery in itself, 
Exercises an evenly and carefully 
calculated pressure. Does not react 
under minimum shocks, buf a fall 
of about 7 inches sets the Inca- 
bloc mechanism in motion. 
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AMERICAN INCABLOC CO., 580 FIFTH AVE., NEW YORK 
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fave —TAKE OUT CIGARETTE ... 
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abas —~IT LIGHTS AUTOMATICALLY 





No fumbling, no waste motion. Graceful, urbane, confident, smart. Gold-like rich 
low brass or silver-like chrome, exquisitely etched in classic simplicity. It’s more 


than a smoker’s “‘show-piece”’... it’s the epitome of good taste in functional design. 








HALF-A-PACK SIZE,$12.50 retail (no tax) PACK-PLUS-TWO SIZE $15 retail! (no tax) 


Also, both sizes in enamel finishes at slightly higher prices. 


—and econtinues selling for you 


every time one of your customers “lights up” like magic! 


, INC. - SHOWROOM: 17 WEST 34TH ST., NEW YORK 1. PLANT: MILLTOWN, N.J. 
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shor. 


Order Direct or 
write for name of 


nearest wholesaler. 


Inquiries solictted 


from wholesalers. 


All prices Keystone 

















Alpina. 


Sy rel ina 


Here is another reason why Alpina is fast 
becoming a favorite with buyers all over 
the country. Now, at the very moment, 
when Bangle Wrist Watches are so 
popular ALPINA gives you six consumer- 
tested styles. Naturally each has the 

17 jewel, 5 ligne world-famous ALPINA 
movement. Available with rhinestones and 
multi-color stones. Guaranteed not to 
discolor. Stones replaced for one year 
without charge. Watch the name ALPINA: 
ALPINA WATCHES AMERICA’S TIME! 























WATCH CORPORATION OF AMERICA 





A | 


12 East 46th Street, New York 17, N. Y. 


ALPINA WATCHES AMERICA'S TIME 
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The Top Quality 
IDENTIFICATION 
BRACELET 


7 DOWN TO EARTH PRICES! 


@ impressively distinguished in Warranted 
Solid Sterling Silver. 


@ Smartly designed and gracefully shaped 
to fit the curve of any wrist. 




















@ Hand tooled, exquisitely polished and 
UNCONDITIONALLY GUARANTEED! 








NOW AVAILABLE 
FOR IMMEDIATE DELIVERY. 





individually boxed, mounted on rich velvet. 





#813 
Illustrated 


wma yong) 1-15 Gad i ledome fe) mae) tiled Gmatld, feli3: 
SOLD EXCLUSIVELY THROUGH WHOLESALERS 


JEWELRY COMPANY INC. 
302 Fifth Avenue, New York 1, N. Y. 
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Inspired by the past 
for the tables of today! 


Full stocks available on four 1847 Rogers 
Brothers Patterns: 


“Remembrance” “Adoration” 
“First Love” “Eternally Yours” 
Also 
Complete line of 1847 
HOLLOWW ARE. 


K. A. Murphy (Co. 


Successor to 


C. W. Sweetland & Son, Inc. 


373 Washington St. 
Boston, Mass. 


Wholesalers for 1847 ROGERS BROS. 
for 81 Years ' 
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| " America’ Moet Attractive Gold Filled Line” 








THROUGH THE WHOLESALE JEWELER ONLY 


M&S JEWELRY MPG. CO. INC. 


Main Office And Factory 








5385 NORTH BROADWAY ' EAST PROVIDENCE 14, R. LI. | 
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PERSONNA 
(ji; = ‘ Finest (Cutlery 


Now—for the first time—an op- 
portunity to make over 100% profit on 
q nationally-known line of fine cutlery. Yes 
_it’s the biggest cutlery news in years... 
just in time for Thanksgiving and Christmas 
your two best selling seasons! 


















PERSONNA CUTLERY will be advertised this 
fall to over 13,500,000 readers ... in LIFE 
SAT. EVE. POST * GOOD HOUSEKEEPING * VOGUE 
HOUSE BEAUTIFUL * ESQUIRE * HOUSE & GARDEN 
AND OTHER NATIONAL MAGAZINES! 


CARVE SET” 











Bes RETAILS : Ses eS 
Ran 2 $8:5022 2 4 ef 
BARBECUE SET | ee : 
RETAILS wg EC fii: it “* * feat 

“$1495 mee ie er aE See 





No. DA?567 


RETAILS =: Yee og 








PERSONNA 'SHOWN AT TOP AND LEFT 





$22.95 
oe TAKES IN............... $110.20 
a & be FREE GOODS AT RIGHT 
TAKES IN... 25.90 





YOUR TOTAL SALES.........$136.10 
G 0 0 D S YOUR COST FOR 7 SETS 
DEAL 


ONLY (at regular whole- 
No.1947 | your prorit 69.98 


EE i - 66.12 








No. DAT38 
“3-P 


ws: Cc; . ‘ : ae : r 
SLICER SET (ss Pr ae 
RETAILS ga OO ne 
oe 1h) eee Kg MF 3 









YOU GET THESE 2 BEST SELLERS 















3 ae DA489 T16 in. 
GAME €é4 PERSONNA ee ty 
all 2 CARVER . 
LS. a retails — 
i. 5.95 








TA-3642B 
PERSONNA 3-PC, 
STAG HANDLE 


Total retail iil 2 5-90 © : ‘le 


$19.95 


SSR : ee Sea PERSONNA BLADE co. INC. Cutlery 0 Division s. $99. MADISON ANE, N.Y. 22 





ORDER PERSONNA DEAL NO. 1947 FROM YOUR FAVORITE WHOLESALER 
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‘5 Bosketwecve- New 


nt for jiffy fe 
inks. Lock with 
safety catch. Will stand stress 
and strain. 
agi Mens combi 
ine top-and-bottom hasketweove 


end sections. Expansion center 
ck. New jitly 


nation. Genv- 


with stainless 


screw adjustment. 
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old through wholesalers only 
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JEWELRY MANUFACTU 
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th Street 
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HOLLOW-WARE 


at. in authentic designs of 







i 


» King Ge 





BY Dodge, INC, 


Each piece in these outstanding period designs 
is exquisitely. styled along authentic lines. 
Fashioned in extra heavy silverplate on copper 
with hand cast and applied trim. Deliveries 
now being made. Write for full details. 





TROPHIES 










Standard and special 
trophies by the world’s 
largest makers. 

Since 1926 important 
events have been 
commemorated with 
Dodge Trophies. | 
Write for catalog. 
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401 EAST SIXTH STREET . 706No.h 





Permanent Showrooms : 
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ovements alone will never capture the hearts of 


+ 


fashion-wise women— it’s the complete score 


»el cases by JMS, strikingly original, supe 


ted by master jewelers. Here’s the spell-bi 


Lapel attachments: 
1/20—12K gold filled — 
_ Cases: 10K RGP 
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We’re star gazing... 


at 
gq 


dramatic new pattern 


Morning Star 


A bright new star to increase your silverware 
sales. Unusual . . . different from any other 
silverware pattern. Deep-carved, sculptural 
beauty to add charm to traditional or modern 
settings. We are proud to add Morning Star to 
our line of Community*—creator of already 
famous patterns . . . Coronation*, Milady’*, 
and Lady Hamilton*. 

And Morning Star will be introduced in 
full page magazine advertisements to over 
71,000,000 American Readers. Your customers 
will see ... read about ... ask you about... 
“Morning Star,” the newest pattern in the 
favorite silverware of every bride-to-be . 
Community! 


*Trade-mark 


The Claude R. Robins Co. 


WHOLESALE DISTRIBUTORS 


SILVERWARE 
WATCHES — CLOCKS — JEWELRY 
SUNBEAM APPLIANCES 


312 Chestnut St. 


Harrisburg, Penna. 
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NEW HAVENS LIVE 


FOR PALL LEADS BM ALL! 


... Low prices—good looks—traditional skill! 
pre-sold in nation’s mass-million magazines! 











POCKET WATCHES. New Haven pocket 
watches are traditionally good value; 
a sturdy, reliable “‘work-watch,”’ thrift- 
ily priced so everyone can afford one. 
In nickel plate, retails for $2.50 plus 
tax; in beautiful color of natural gold 
$4.50 plus tax. 


WRIST WATCHES. New Haven wrist 
watches are sturdy, well made, reliable. 
In chrome-plated, stainless-steel back, 
retails for $7.50 plus tax; in beautiful 
colorof natural gold, stainless-steel back, 
jewelled movement, $9.50 plus tax. 


“HALO” ALARMS. New Haven’s exqui- 
site new spring-wind, 30-hour alarm, 
in ivory finish case. Modern beauty of 
design. Clock is 3% inches high. 
Luminous hands and numerals. Retails 
for $7.95 plus tax. 


THE NEW “WARWICK.” Exquisitely de- 
signed case in simulated alligator, 
reptile, pebble grain and others; 30-hour 
spring-wind alarm; single key winds 
both clock and alarm. 414” high. Lu- 
minous hands and numerals. Retails 
for $8.95. 


THE ‘‘VITAL NERVE CENTER’’ is famous New 
Haven compensating hair spring which makes 
New Haven watches and clocks keep better time 
through wide variations in temperature which 
affect ordinary steel hair springs. No other watch 


THE NEW HAVEN CLOCK uno WATCH 


COMPANY 
THE RIGHT TIME 


or clock in low price field can offer this remark- 
able compensating hair spring: it is a patented 
exclusive New Haven feature. Result: New 
Haven clocks and watches are more accurate, day 
in, day out. 
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SINCE 1817 





NEW HAVEN 4, CONN. 
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LEADING PA. JEWELER 
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PITTSBURGH i : 
PHILADELPHIA 


ACTUALLY PREVENTS TARNISH! 


— Iya fe / and DEPARTMENT STORES 
ont y Hw yao ol d-WE-Tobdaltlticitilemmel oleleh: 









The popularity of Pacific Silver Cloth sweeps westward. 
Of the 37 stores interviewed in Pittsburgh, Harrisburg and Philadelphia, 

33 now carry items made with Pacific Silver Cloth; and all of the rest have 

placed orders. Of the 33 who now carry Pacific Silver Cloth, 25 said they 

are expanding their lines. Pacific Silver Cloth is preferred because: 

_ ’ (1) It is the only product which actually prevents 

age W343 Pe mon, ae tarnish with lifetime effectiveness; 

| : (2) It saves women hours of polishing drudgery; 

(3) It shows that store is alert to customer’s needs; 

(4) It adds a profitable line to the store; 


(5) It saves customer the embarrassment of setting 
tarnished silver before guests; 


(6) It speeds sale of silverware by eliminating polish- 
ing complaint; 
(7) It gives dealer extra sales feature and selling point; 


(8) It creates store traffic. 


Our regular advertising (in American Home, Bride’s Magazine, Bride’s 
7 | Reference Book, Good Housekeeping, House & Garden, Ladies’ Home 
ae E 4 Journal, New Yorker, and in 60 key newspapers) is stimulating profitable 
=e e i business for these retailers. Stock up and tie in. Ask your distributor about 
silver chests, wraps, rolls, bags and packettes made with the genuine Pacific 


Silver Cloth or send us the coupon below. 


*This is survey #3 of a series covering major cities. Previous surveys showed 
similar results in New York City, Wilmington, Baltimore and Washington 


PACIFIC SILVER CLOTH IS BEST BY TEST 











This is what happened to five gleam- A - | ee ; Cc D 
ing new spoons in a tarnish test* See = eS 

conducted by the United States Test- 
ing Co., Inc. Only Spoon A, protected 
by Pacific Silver Cloth, retained its 
Original sparkle! The other four 
spoons, though wrapped in various s a 
“anti-tarnish” and ‘‘tarnish-proof’’ : —— 
cloths, did tarnish as shown. — 








"Test #70448. Mar. 6,'46 (photos absolutely unretouched ) ones 


















: > 

s PACIFIC MILLS, Department JC 9 : 

< gut aie Ore s 214 Church Street, New York 13, N. Y. ‘ 

&S Guaranteed by WN : Gentlemen: I am interested in [)wraps, [|chests, (hollow ware bags, [1] place-setting rolls, (7 pack- : 

f 3 ettes made with Pacific Silver Cloth. Send me names of sources of supply and descriptive literature. s 

+ mensetnoying : . 

OAS apvenristo THES BONAME oe e eee ee eee ec scene eee eeeseeeecaenecesasercnseesesassesceseseeceseeeeeeese eens 
GG oi kino. 60 00:600660000000s0ecsnceussnaarawes SO. v.ccccnksnadecdseat diesen . 

Pacific Silver Cloth is guar- DF I, ccc nindindddnsdienenscddakudsenedesns’edanceehieeesss deinen s 
anteed by Good Housekeeping + eeee0eee7see@*eenseeeeeeeeeeeeeeeeeeeeeeeeeeneeneneeeeneneeeneeneeeeeeeeeeeeememlUcermCcUCURCU!]H OC HPO HO HO UOC UOUhUh;OFC CF ' 
as advertised therein, and it : CUNT BUGGED: oo cc cc cccccceceeeeeeeheececesedenecceeséesesosiensesetnaeesesegesadune e 
is recommended by leading S SUE i ientaarsennsesianamesitie ST ens SIG ucudink i:vnekn ain encode ; 
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Largest Selling Item In MARCASITE JEWELRY 
TIE HOLDERS 
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707 — $13.50 KEYSTONE $14.40 KEYSTONE 
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An ideal personalized gift for men — most appropriate for Father's 
Day, Graduations, Birthdays, Anniversaries, the Best Man and Ushers 


at Weddings. 


Hand set, genuine Marcasites, in Sterling Silver Mountings — Rhodium 
Plated. | 


We also make a distinctive line of Marcasite Earrings, Bracelets, 
Brooches, Rings, Pendants and Cuff Links. 


All goods will be shipped the same day that the order is received at our 
factory in Newark. 


FRIGERIO DIAMOND TOOL CO. 
Manufacturers of Si ine Marcasite pewelry 


93 LAFATES3e SEREET NEWARK 5, N. J. 


n~ 
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|. ALBERTS SONS INC. 


proudly joins 


1847 ROGERS BROS. 





in presenting . 


MUM CUE 
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Lemembrance 


@ Magnificent new beauty 
in silverplate...available 
in both flatware and 


hollowware. 





|. ALBERTS SONS INC. 
373 Washington Street 


BOSTON, MASS. 


The House of Service’ 
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Colby Pocket and Purse 
Modele in Monel Metal or 
Sterling Silver retail from $7.50. 


& 
For best results use the Colby 
Maintenance Kit including 


ints, fluid, dispenser, brush. 


f—4 


his elegant Colby Athena table model has 
all the patented features that have dis- 





tinguished the slim as-a-knife Colby pocket 
and purse lighters . . . It is truly automatic 
... It is precise and dependable in. perform- 
ance ... And it's equipped with a lifetime 
asbestos wick ... Fashioned in heavy Silver 
Plate, it’s as beautiful as it is practical .. . 


To retail at $8.50 . . . Ask your wholesaler. 


*Patented 


‘FORD AVENUE «+ MOUNT VERNON, N_ Y. 
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| “Retractable” Model 
No. 444 


Model No. 445 Chrome 
Metal Cap, Indv. Boxed, 
$1.49 Retail. 


Model No. 446 Gold 
Plated Metal Cap, Indv. 
Boxed, $1.98 Retail. 


A 











SC NO LUXURY TAX 
| FAIR TRADED 
The new B°B “retractable” is a design and 
performance dream. It adds another fast sell- 
ing, profitable ball pen to the sensational 
“Executive” and “VP” Models. 

Nationally advertised in LIFE, SATURDAY 








U! ; 
we // 
“Executive” Model 7 

No. 223 UE 


98 Cents Retail fa , 






























. ‘ J] f i EVENING POsT, COLLIER'S, Boys’ LIFE, 
Genuine B°B “All in One fy LIBERTY, COUNTRY GENTLEMAN and others 
idge guarantees to follow. 
Refill Cartt! lit : 
_ writing qua uty. 
— models B-B PEN COMPANY inc. 
Fits all three | 6245 Santa Monica Boulevard, Los Angeles 
sen 38, California « Chicago Office and Ware- 
a a house —230 East Ohio Street, Zone 11 
0. 
98 Cents Retail hoo 
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$6°° 


| tess 40% 





oe NAT IONALLY ADVERTISED 


Dramatic, product-selling ads in big circu- 


lation magazines are helping to make 
DURALITE one of America’s fastest-selling 
lighters. 


There's a new contender for top-honors in the lighter 
field — DURALITE. Worlds apart from all others — in 
design, engineering and performance — this auto- 
matic, windproof lighter is recognized today as one 
of the world’s finest lighters. 


DURALITE opens and lights instantly, in one action 








...at the touch of a finger. Handsome as fine jewelry, 
_with no protruding parts, DURALITE is a delight to 
behold, as well as to hold: And it's a champion for 
fuel capacity — precision engineering makes it prac- 








tically evaporation-proof. 





Here is everything customers could ask for in a 
truly fine lighter. And more and more they’re asking 
for DURALITE! Send for samples or, better still, order 
a supply at once. 


EXCLUSIVE DISTRIBUTORS: 
RAYNO CO. HOLLIS CO. 


1065 Atlantic Avenue 11 Commerce St. 
Brooklyn 16, N. Y. : Newark 2, N. J. 
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ESTABLISHED 1876 


Manufacturers O 
PRESENTATION BOXES 
JEWELRY FINDINGS AND SOLDERS oe 
TROPHIES *+ MEDALS + BALL CHARMS | 


F. H. NOBLE & COMPANY 559 West 59th Street, Chicago 21, Illinois 


. 
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@ FULLY AUTOMATIC 


@ A SELF-CONTAINED POWER UNIT 
(Just wind the handle; shaves anywhere) 


eNO CHANGE IN SHAVING HABITS 
(Use preferred soap or cream) 


@ USE ANY STANDARD DOUBLE-EDGE BLADE 
@ BLADES LAST 6 TO 8 TIMES LONGER, USERS SAY 


@ 6000 RAPID + GENTLE + GLIDING 
SHAVE-STROKES A MINUTE FOR THE 
CLEANEST, SMOOTHEST SHAVE! 





















he 


A £8 8 


“Wee Wolds Final Shaving hubstument™” 
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ACT NOW! These two Great “PLUS-PROFITS” Offers 





e 
nl You get this Deluxe, custom-built 


Stahly Display Tray FREE with either 
"Plus-Profits” offer! 





-— EXPIRE September 30th/ 


i je CHOOSE your own assortment of 
Stahly Razor Models, and with each 
“‘Plus-Profits” offer, you receive ONE 24- 
carat Gold-Plated Model “A” Stahly Razor 
—Retail Price $24.25—at a special low cost 
. .. and you receive—FREE—one DeLuxe 
Stahly custom-made Display Tray, suitable 
for your finest showcase, enabling you to 
display the entire Stahly line. FREE sales 
promotional package—ad mats, display card, 
folders—shipped with each order for “Plus- 
Profits” deals. (Limits: TEN “‘Plus-Profits”’ 
deals to any one retail outlet; ONE Stahly 
DeLuxe “Custom” Display Tray FREE per 
retail outlet.) 


REMEMBER=These Offers EXPIRE September 30, 1947 





‘‘PLUS-PROFITS” No. I 


ONE STAHLY RAZOR 
(24-carat Gold-Plated Model "A”) 


RETAIL PRICE $24.25 
YOUR NET COST ONLY  — 


with your order for 6 Stahly Live-Blade Razors 
—any assortment—at regular discount (40%). 


* 


The above razors, at regular discount, will be 
delivered and billed by your distributor. The 
Seventh (Model “A” at special price of only $3.50) 
will be billed by your distributor but delivered 


by Stahly, Ine. 
YOUR GROSS PROFIT 


46.5% to 47.6% 





‘‘PLUS-PROFITS” No. 2 


ONE STAHLY RAZOR 
(24-carat Gold-Plated Model “A”) 


RETAIL PRICE $24.25 


YOUR NET COST ONLY */ 22 


with your order for 3 Stahly Live-Blade Razors— 
any assortment—at regular discount (37.5%). 


* 


The above razors, at regular discount, will be 
delivered and billed by your distributor. The 
Fourth (Model “A” at special price of only $7.50) 
will be billed by your distributor but delivered 
by Stahly, Inc. 


YOUR GROSS PROFIT 


45.3% to 46.5% 





FOR SEPTEMBER, 1947 


203 























RABLE ee 
ARACI \VELY ore AFOUDOIR 
FOR yo BIRTHDAY: aN 
ND FOTHER GIFT-S Attractively 
OCCASIONS ; Priced 
DISPTERIA FURNISHED: 95 
» -*s NO LUXURY TAX 


$21.24 PER DOZEN—PREPAID 


Minimum Order 1 Dozen—/Immediate Delivery 
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HOLDS ONE DRAM ... MECHANICALLY GUARANTEED 
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AVAILABLE IN 


* MODEL "100" ({illustrated) 24 
Kt. Gold Plated and Rhodium 
Plated. 

¢ MODEL "200" (Round Shape) 
Rose Gold Plated and Rhodium 
Plated. 
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Gold Filled and Rolled Gold Plate is at its best when 
made with a Pure Nickel base. 


With Gold over Nickel, you have a solid piece of 


corrosion-resisting metal. It’s versatile, too . . . available 


in all forms . . . to be readily worked into jewelry 
of the most delicate design. 


Pure Nickel also is a quality base for Silver, 


Palladium and other metals used in filled or rolled plate. 


EMBLEM f OF SERVICE 
‘ : bad : | TEADE MARK 
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Your Unseen 


COMPANY 


THE 


INTERNATIONAL NICKEL 
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means a good beginning 


fer 
COLD FILLED 


AND ROLLED 
GOLD PLATE 
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New 


York F,. (RSX. Fe 


67 Wall Street, 




















Be sure to see 


both of these 
bit-cawetl 


ring advertisements 








for September! 


These two important campaigns are 
carrying the Art-Carved message of 
quality and value to 46,580,251 
customers month after month! 

One out of every three people in your 


community sees Art-Carved 










T AMC yd ae 
: i rot Xperts, 
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newspaper mats, display cards, 
mailing pieces available now from 


J. R. Wood and Sons. 





@eeeeee2e#eee?ees#® 
For the first time in the history of the ring business the 
first of a new series of Art-Carved advertisements writ- 


Whit BY WOOD 
ten especially for men readers makes its appearance 


Cooperate with the Jewelry Industry Council this month in Life, Esquire, Pic and Look. 
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sreatest advertising campaign in the ring industry! 
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The famous Art-Carved ‘Cover Girl Bride”’ ads, love- 
lier than ever before, will continue to reach your cus- 
tomers through the pages of Life, Look, Mademoiselle, SRS Se AT 
Esquire, Charm, Glamour, Junior Bazaar. ' 
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Not all the stones from Shanghai 


earn the Diol all name 





HERE on Shanghai streets you Shanghai is only one of the 


may find a Ball Company 
broker . . . in search of the 
choicest tiger-eye cameos. He 
goes directly to this source of 
supply for these stones. He 
selects them with exacting care. 
Only the finest of them are 
brought to America to be given 
the name GARLAND. 


many markets attended by the 
buying staff of The Ball Com- 
pany. Gems and jewels come 
directly to us from Holland, 
Brazil and other such sources. 
This searching buying policy 
of The Ball Company brings 
world jewelry and watch cen- 
ters one step closer to you. 


* * * 


At-the-source, selective buying by Ball Company experts 
brings to retail jewelers flawless GARLAND diamonds and 
quality GARLAND watches—at prices bound to be right. 





the BALL company 


Originators of GARLAND*® Diamonds and Watches 
WHOLESALE JEWELERS « DIAMOND IMPORTERS 





THE GARLAND BUILDING 
58 EAST WASHINGTON STREET ¢ CHICAGO 2 
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New advertising campaign 
on diamonds 


This fall and winter, the popular Diamond series will 
feature engagement-time portraits of young women in 
society — painted by some of America’s famous ariists. 
People follow people —this series shows your prospects 
how those who set styles and opinions favor diamonds. 
The new campaign appears continuously in big-audience 
Life, Look, The Saturday Evening Post, and Collier’s. 
And there is another fashion-wise diamond advertising 
campaign in Vogue and Harjper’s Bazaar. Prediction: the 
new advertising will be one of your greatest selling-tools 
in years. Another De Beers service in stimulating and 


encouraging your sales. 








Diamond promotion promotes your business 








YOUR diamond promotion includes... 


ADVERTISING supporting the engagement ring tra- 
dition—in leading national magazines . . . stress- 
ing the fashion significance of diamonds —in 
outstanding fashion publications. 


PUBLICITY in newspapers, magazines, on the radio. 


LECTURES throughout the country. 


© All are designed to help maintain your diamond 
volume and profits. 


De Beers Consolidated Mines, Lid. 
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GAIN, this month, Sol Kaufman, well known jewelry designer, 
presents some suggestions for jewelers who are engaged in the 
redesigning of old jewelry. These designs suggest ways that small 
stones can be used in the creation of modern and attractive rings. 
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Mats, photographs, price 
lists az a hes attractive 
consumer folder will be 
ealiable soon. You may 
order your requirements 
from our salesmen or 
direct from us. 
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GARDEN 


BRIDE'S 


(IN COLOR) 


VOGUE 
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; he Douguel Serces 
e NEW TO ITS IMPERIAL FAMILY OF SOLID SILVER... 
4 ‘ 
: sie ; 
: Choose for your own the lustrous, lifetime beauty and ; 
: true, heavy weight of these lovely Bouquet patterns... 
4 created by master silversmiths in the time-honored 
Smith Sterling tradition of quality craftsmanship. ; 
Cf . superbly designed in an unusual tulip motif, ; 
suggesting regal simplicity and quiet elegance for ‘ 


4 either classic or contemporary décor. 


| Voodily , 


richness of yesterday’s traditional and the simplicity of 


. beautifully wrought in the simple majesty 
of a woodland theme, to complement both the 


tomorrow's modern. 
Send for your free copy of the booklet, 
/ “STERLING Bouquet” . .. the story of 


these beautiful patterns with correct back- 
grounds for their use. 
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At Your Jeweler’s 
Sterling Silversmiths for over sixty years. 
















HIRD DIMENSION BEAUTY. 
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WALLACE SILVERSMITHS 
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@ Take a good look at the new dows and counters. We have 
Watson Sterling advertisement. them all ready. Just let us know 
Over 22,550,000 people will see how many you want, and they'll 
it in the Sept. 8 issue of LIFE be on their way to you at once. 
magazine. A lot of them live in Watson advertising in LIFE, 
your neighborhood. TOWN & COUNTRY and BRIDE'S 

That’s: why it’s good business MAGAZINE is paying dividends 
to tie in your store—and we'll _ to jewelers all over the country. 
help you make that both profit- The jewelers who tie in with it 
able and easy. get the most out of it—and that 

Reprints of this advertisement adds up to a lot of Sterling 
attractively mounted on a card- silver sales. Write The Watson 
board easel make smart, eye- Company, 897 Watson Park, 
catching displays for your win- Attleboro, Mass. 
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Twelve lovely, active patterns 
to please every taste 


Va 


MODERN SILVER WITH THE BEAUTY OF OLD MASTERPIECES 
320 
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Another Distinguished Pattern joins 
the famous Frank M. Whiting line | 


Lhustrated at the right is the first in a series of attentiop. 

compelling advertisements introducing beautiful TALISMAN ROSR 

to America’s headline hostesses in such publications as Vogue, Harper's 
Bazaar, Junior Bazaar, House and Garden, House Beautiful, 

Guide for the Bride, Bride’s Magazine, Charm and Mademoiselle. : 

The carefully selected jewelers who represent Frank M. 

Whiting & Company in each community will capitalize 

on this suave and sophisticated presentation to a vast 

and receptive audience, 


Sterling by Frank M. Whiting, as you would 

naturally expect, is sold exclusively through selected 
retail merchants . . . never by house-to-house can- 
vassers, “discount” houses, or other outlets detrimental 





 sincess woul hn rs to the prestige and dignity of the local jeweler. 
. Law” Sterling by Frank M. Whiting has always been 
privileged to enjoy the support of America’s fore- 
most jewelers and our reputation for extreme 
care in the selection of dealers is an asset 

which we prize most highly. 
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ESPECIALLY... 
FOR THE WATCHMAKER 


Send for this authoritative work on watch repairing 


PRACTICAL WATCH REPAIRING 


Written by 


Donald deCarle, F.B.H.I. 


This book of 300 pages, with over 550 specially drawn 
illustrations, deals with the examination and repair of the 
lever watch (with pin-pallet and English lever watches in 
oddition) in intense and clever detail. The author dis- 
closes secrets of craftsmanship acquired in a lifetime of 
study, of practical work at the bench and as an executive 
of a large horological repair shop. The lucidity and plain 
speaking can be readily understood by both novice and 


craftsman. 


Price $5.00 Postpaid 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd S?., New York 17, N. Y. 


Check or money order must accompany all orders. Do not send cash. 


























REG. U. S. PAT. OFF. 











- ONE PIECE - 
SHIPPED. FLAT 





THE C. J. FOX COMPANY 
ABORN & COVE STS. - - PROVIDENCE 1, R. 8. 
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NEW LAMPS AND GIFTS FOR HOLIDAY BUSINESS 


fal ROYAL 


AT THE NEW YORK AND CHICAGO GIFT SHOWS 


New models, designs and decorations, 
so reminiscent of our finest imports. 1) | 

- 
CREATORS AND MANUFACTURERS Ulu 


49 West 23rd St., New York 
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KEEP IN TIME WITH MIRRO! 


To supplement our famous glass rope photo frame and perfume tray, 
we present the very latest, a matching guaranteed electric clock. New 
styles with inlaid colored stripes with clear crystal background, in the 
following colors: Pink, Blue, Amber, Opal. Here is your chance to 
make a triple sale of three items as one unit. 


The Tray, No. 801...... $5.50 each The Frame, No. 80!...... $6.00 each 
The Clock, No. §0!...... $6.50 each 


(Frames, trays, mirrors, perfume bottles and drinking sets) 


MIRRO NOVELTY CO. 


Pioneers, Originators and MANUFACTURERS since 1925 
225 FIFTH AVE. ° Room 933 ° NEW YORK 10, N. Y. 
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THIS IS THE 


RIGHT TIME 


FOR THE 


RIGHT JEWELER! 


The valuable Harvel franchise will soon be open to 
the right jeweler in certain territories. Harvel 
jewelers will assure you that Harvel is right for 
accuracy, right for beauty, right for price— 


and right for profit. 


Harvel is nationally advertised each month 

to 65,000,000 readers of leading magazines. This 
extensive campaign is supported at point-of-sale 
by free newspaper mats and other sound 


merchandising aids. 


It you are the right jeweler, now is the right time 


to contact Harvel. 


HAR . KL WATCH COMPANY ° ROCKEFELLER PLAZA - N. Y. 20, N.Y. 
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JEWELERS MACHINERY 
















REYNOLDS . REYNOLDS REYNOLDS 
FLOOR TYPE 
sll <2, __ POLISHING on 
Crated HEAD PRESSES 
\ 105.00 $65.00 $325.00 
F.O.B. PROV. F.O.B. PROV. 





F.O.B. PROV. 


REYNOLDS REYNOLDS REYNOLDS 
POWER DRILL DROP 
PRESSES PRESSES HAMMERS 





ORR 


Reynolds is YOUR HEADQUARTERS for new JEWELERS MACHINERY AND has 
one of the most complete new-condition stocks of USED MACHINERY available 
anywhere! Send us your inquiries. 


REYNOLDS MACHINERY CO. 


303 EDDY STREET « PROVIDENCE, R. lI. 



































PRODUCTION 
PROBLEMS ? 


Is there some method 
you have been look- 
ing for to increase 
the production of 
any operation in 
your jewelry manu- 
facture? We will 
consult and advise 
you without obliga- 
tion. 





Specialists for the jewelry industry. Call Flushing 3-6125 


ALKA PRECISION TOOLS & EXP. WORK 


22-44 122 STREET COLLEGE POINT, L. I., N. Y. 

















WATCHES ( CLOCKS 


INC., NEW BEDFORD, MASS. 
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For rapid turnover, repeated profits, 
customer satisfaction, Gilbert alarm 
clocks are the dealer’s best bet. Con- 
sumers instantly recognize and re- 
spond to the value evident in this 
famous line. 


Smart style, day-and-night utility, and 
a reputation for long lasting depend- 
ability place Gilbert high in the ranks 
of your fastest sellers. Moderate in 
price, this quick turnover is what 


spells PROFIT to you. 








Distributed 
thru the 
W holesaler 


GILBERT aam CLOCKS 


manufactured and guaranteed by 


THE WM. L. GILBERT CLOCK CORP. 


= CLOCK MAKERS TO THE NATION SINCE 1807 ———e 


WINSTED, CONN. 
Laconia, N. H. 
551 Fifth Avenue 141 W. Jackson Blvd. 
New York 17, N. Y. Chicago 4, Tl]. 




























Special Notices 


“Situation Wanted’’—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word. 

“Help Wanted’”—*“Lines Wanted”? and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 

Under all other headings—regular type $5.00 
first 25 werds; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part o 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 


All answers will be directed care Jewelers’ 
Circular-Keystone, unless otheruise instructed. 

In answering ads, do not enclose original 
letters of re dations. 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 


$1.25 for first 25 words, Sc. for each addi- 
tional word; minimum charge $1.25. 








ALL around jeweler wants position, in 
New York or vicinity. Address ‘“A., 
944,” care J C-K. 





VERY fine watchmaker, of long experi- 
ence, seeks position with high grade 
jeweler; excellent references. Address 
“D., 83,” care J C-K. 





MODELMAKER on all kinds of men’s 
diamond mountings and stone rings; 
creative ability. Address ‘‘New York, 
911,” care J C-K. 





CASTER, non porous, mould maker, with 
knowledge of model making and de- 
signing; what have you to offer. Ad- 
dress ‘H., 954,’’ care J C-K. 





WATCHMAKER, 25 years’ experience; 
best of references; $75 per week and 
traveling expenses. Address ‘“N., 825,” 
care J C-K. 





ENGRAVER and carver on ladies’ and 
gent’s gold jewelry also lettering; will 
consider out of town. Address “N. Y., 
845,” care J C-K. 





THOROUGHLY experienced in taking 
charge of orders, repairs and all de- 
tails in wholesale ring and diamond 
firm. Address “Y., 626,” care J C-K. 





ENGRAVER and carver on ladies’ and 
gent’s cast rings; production man: will 
consider out of town. Address “N.Y., 
844,” care J C-K. 





WATCHMAKER, 20 years’ experience, 
capable, sober, married; sales ability; 
no commission, salary only; South, 
Southwest. Address “D., 875,” care 





WATCHMAKER, State registered; good 
engraver; good ring sizer; can set 
diamonds; can handle department, re- 
gardless of size. Address “F., 393,” 
care J C-K. 





DIAMOND setter, can do white gold pro- 
duction and also fine platinum; long 
experience; willing to go anywhere; 





West Coast preferred. Address ‘“A., 
1008,” care J C-K. 
SALESMAN; watches, jewelry, silver- 


ware; high references; dignified, de- 
pendable, desires inside position with 
good wholesale or retail concern. Ad- 
dress “C., 1021,’ care J C-K. 





JUNIOR executive, capable, experience 
in watch production, distribution, sales, 
purchases, ete.; thorough knowledge of 
watch and jewelry business. Address 
“C., 949,” care J C-K. 





ASSISTANT manager, capable salesman, 
with thorough knowledge of retail busi- 
ness, desires position with jeweler 
handling finer type jewelry; salary 
$6,000. Address “K., 820,” care J C-K. 





SALESMAN, manager, 38, 20 years’ ex- 
perience, wholesale-retail ; thorough 
knowledge buying; or willing to _ in- 
vest as partner; New England pre- 
ferred. Address “D., 950,’ care J C-K. 





SALESMAN, 30 years of age, diversified 
jewelry experience, energetic, person- 
able, conscientious, desires retail selling 
position within 20 miles New York 
City. Address “D., 869,’’ care J C-K. 





WATCHMAKER, graduate of watch- 
maker’s school, six months’ experience ; 
veteran; married; seeks permanent 


position in South or Southwest. Ad- 
dress “G., 861,’’ care J C-K. 





OPPORTUNITY for reputable chain or 
individual to acquire immediate ser- 
vices top flight, enviably experienced 
store manager; finest reference obtain- 
able. Address “D., 792,” care J C-K. 





ENGRAVER; first class general letterer, 
monograms and inscriptions on jewel- 
ry; also A-1 watchmaker; 35 years’ 
experience on both trades. Address 
“J., 862,” care J C-K. 





DIAMOND man, excellent background, 
buying and selling, thoroughly experi- 


enced mounting and merchandising; 
finest references. Address “B., 848,” 
care J C-K. 





WATCHMAKER, clock and jewelry re- 
pairman; expert on  chronographs; 
salesman; capable taking charge; Bow- 
man graduate; 15 years’ experience; 
permanent position only. Address “N., 
927,” care J C-K. 





YOUNG man with executive and sales 
ability desires position with established 
manufacturer, who will consider part- 
nership investment. Address “Circular 
1512,” Room 1415, Heyworth Bldg., Chi- 
cago 2, 





OFFICE manager, experienced in manu- 
facturing, full charge bookkeeper; 
capably relieve busy executive of all 
details, assume responsibility; attrac- 
tive, personable. Address “L., 894,” 
care J C-K. 





YOUNG man wishes position as appren- 
tice watchmaker; graduate of watch- 
maker’s school; would consider job as 
clerk in jewelry establishment, New 
York or vicinity. Address “K., $01,” 
care J C-K. 





VALUABLE man, very highly recom- 
mended, seeks sales position in better 
class retail establishment; preferably 
Portland, Tacoma, Seattle or Spokane; 
long successful experience. Address 
‘“K., 811,” care J C-K. 





GRADUATE of watchmaking  gchool 
with six months’ experience in trade 
shop, desires position as junior wateh- 
maker in retail store; have bench and 
tools. H. C. Bowden, 30 Brookwooa 
Dr. N.W., Atlanta, Ga. 








VERY capable Swiss and American 
watchmaker, 30 years’ experience, age 
48; employed at present with same 
firm six years, desires making change: 
good references. Address “B., 838,” 
care J C-K. 








EXPERIENCED saleslady ; watches, diag- 


monds, jewelry, silver, watch and 
jewelry repair department, window 
dressing, restringing pearls; perma- 


nent; references; capable of responsi- 
bility. Address “‘A., 865,’’ care J C-K. 





SNGRAVER, jewelry designer; Ohio 
State graduate, B.A.: graduate Bow- 
man Horological School; experienced in 
hand wrought jewelry; New York City 
or Cleveland preferred. Address, Albert 
White, 290 E. Lane, Columbus, Ohio. 





iat 


WATCHMAKER, experienced, 27 
years on large and small watches; 
can do jewelry repairing or clock 
repairing; best of references; pre- 
fer West Coast. Address “D., 850,” 
eare J C-K. 





em 


WATCHMAKER, experienced, graduate 
of Bradley University, wishes perma- 
nen position in town of 30,000 or more; 
can furnish references; personal inter- 
view, etc.; can also do jewelry and 
engraving work. Address “F., 952,” 
care J C-K. 





BUYER, saleswoman, manager, many 
years’ experience, capable of estab- 
lishing and maintaining New York 
City buying offices, for out of town 
jewelry stores or exporters; furnish 
unquestionable references. Address 


“C., 888,” care J C-K. 





SALESMAN, married, now living in Los 
Angeles, 30 years’ experience in the 
retail and credit jewelry business; can 
make a clean sale, dress windows, 
knows what it’s all about; can furnish 
best of reference. Nat Gordon, 956 
Marview Ave., Los Angeles 12, Calif. 





SALESLADY, experienced in selling 
diamond jewelry and every phase of 
diamond jewelry merchandising, 
also assist with bookkeeping, de- 
sires position with reputable con- 
cern; no preference to location. Ad- 
dress *A., $47,” care J C-K. 





WATCHMAKER, young man with seven 
years’ practical experience on_ all 
makes, desires position with firm hav- 
ing opportunity for advancement; does 
some jewelry repairing; references; 
does not drink. Address “P., 928,” care 
J C-K. 





WATCHMAKER, background of 15 years’ 
experience, in charge watch repair de- 
partment with leading jewelers; execu- 
tive ability; quality workmanship, 
Bradley training; excellent references ; 
South or Midwest. Address “H., 798,’ 
care J C-K. 








BOOKKEEPER, young lady, payroll, 
taxes; six years’ uninterrupted experl- 
ence diamond dealer, jewelry manufac- 
turer; fully acquainted manufacturing 
procedure; take full charge office; as- 
sume responsibility; highest references. 
Address “C., 1014,” care J C-K. 


— 
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SITUATIONS WANTED—Continued 
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WATCHMAKER or combination man; 17 
years’ experience , thorough knowledge 
of all phases jewelry business; excel- 
jent character and occupational refer- 
ences; married, ambitious, neat appear- 
ing; Southwest preferred. Address “K., 
958,” care J C-K. 








I acteriamcinennmenaiten 
POLISHER, expert lapper; platinum, 


gold watchcases, rings, bracelets, clips, 
stamped and fine handmade jewelry of 
every description, producing highest 
grade mirror finishes; rapid workman- 
ship; best references. Address “B., 
945,” care J C-K. 








PRODUCTION manager, M.E., 18 years’ 
diversified experience engineering, tool 
and die making, inspection, production 
of precision parts and assemblies, 
stampings; set up and managed plant 
for expansion bracelets and watch at- 
tachments; Metropolitan New York pre- 
ferred. Address “D., 1015,’’ care J C-K. 





MERCHANDISE manager for past 
eight years, connected with one of 
the largest nationally advertised 
watch import houses; complete 
knowledge of all phases of the in- 
dustry. Write, Leo Nelson, 215 East 
Gunhill Road, Bronx 67, N. Y. or 
phone OL. 2-8352. 





ENGRAVER and designer; master 
craftsman, 25 years’ experience, de- 
sires connection exclusive store; in- 
terested only doing finest type of 
work; thorough knowledge of man- 
ufacturing and can supervise fab- 
rication of fine pieces. Address “H., 


$59,” care J C-K. 





WATCHMAKER - salesman, Bradley 
trained in all courses; two years Busi- 
ness Administration, Indiana Univer- 
sity; completed registered jeweler re- 
quirements with Gemological Institute, 
now studying for Certified Gemologist ; 
available in September; will go any- 
where; solicit further correspondence. 
Address “H., 777,” care J C-K. 





MANAGER, available for credit jewelry 
Store; possesses over 25 years’ diver- 
sified experience in jewelry indus- 
try; thoroughly acquainted with 
every phase and operation of a mod- 
ern credit jewelry store, including 
buying and merchandising; age 44. 
and married. Address “J., 810,” 
care J C-K, 





PROLIFIC salesman seeks position in 
active retail establishment, operating 
only on highest ethical standards; 
preferably between San Francisco and 
san Diego; exceptionally productive, 
creating and maintaining high unit 
sales on diamonds, watches or mount- 
ing transactions; well worth your im- 
mediate, personal attention. Address 
“C., 948,” care J C-K. 





SUFERVISOR; experienced in manage- 
ment and supervision of packaging 
watch bands and men’s and _ ladies’ 
jewelry, reuting of incoming and out- 
going orders and functioning of de- 
partment operations, desires position 
where executive ability will be ap- 
preciated; salary secondary until abil- 
ity is proven. Address “Circular 1513,” 
Room 1415, Heyworth Bldg., Chicago Z. 





DIAMOND expert, versed in all branches 
of diamond business, including cutting, 
possess complete one man oufit of dia- 
mond cutting tools, desires position 
with retail store entailing coimplete 
charge of the diamond business; can 
offer unexcelled buying ability plus 
many interesting sales ideas; minimum 
salary to start, $600 a month. Write 
“G., 953,” care J C-K. 





MANAGER, or salesman, desires position 
with high class retail store; 20 years’ 
retail experience with New York’s fin- 
est Fifth Avenue Jewelers, and cne 
leading department store; thorough 
knowledge of diamonds, fine jewelry 
anu watches; neat appearance; coii- 
scientious; highest references as_ to 
character and ability; desired salary 
$100 per week; resident of New York 
City. Address “H., 977,’’ care J C-K. 





COMPETENT retail manager, with 24 
years’ sound experience and thoroughly 
familiar with every phase of operation- 
buying, selling, advertising, personnel, 
window-trimming, display and _ collec- 
tions; conscientious and fair-minded, 
with capacity for getting along with 
people; liberal salary, plus’ yearly 
bonus; would discuss option to buy in 
later on; with present employer 15 
years. Address “K., 863,’ care J C-K. 





MANAGER, salesman, 27 years’ experi- 
ence, can take full charge of jewelry 
store from window displays, buying, 
selling, watch repair department, jewel- 
ry repair department; exceptionally 
good on diamonds; have the “know- 
how” to buy in old gold and diamonds; 
I am 42 years of age, neat, and good 
personality ; my best assets are honesty, 
hard worker, and I know the jewelry 
oe Address ‘“H., 974,” care 





EXPERIENCED watchmaker, Indiana li- 
cense; engraver, retail selling experi- 
ence; precision mechanical background, 
Bradley graduate; complete equipment 
available for light jewelry repair, ring 
sizing ; have mounted diamonds; age 
do, married, neither of us smoke or 
drink ; honesty unquestionable, no 
physical handicaps or ailments; Indiana 
preferred ; suitable living quarters 
priced relative to wages, deciding fac- 
tor; unusually strong proposition for 
— employer. Address “J., 817,” care 





COMPETENT jewelry executive, with 30 
years’ sound experience and thoroughly 
familiar with large retail volume op- 
eration; successful record of handling 
personnel, capable handling the most 
discriminating clientele successfully ; 
school trained in business law, graduate 
member A.G.S.; good habits, congenial 
and conscientious ; want position as ac- 
tive executive with own office, not as a 
floor-walker salesman; salary $8,000 to 
$10,000, plus bonus, depending upon 
volume of business of store; available 
immediately upon reaching agreements. 
Address D. Duffield, 422 River St., 
Palatka, Fla. 











Lines Wanted 


Minimum charge (25 words) $2.50 
Additional words, 10 cents a word 











SALESMAN: would desire mounting line 
to cover West Coast; will call on either 
retailers or wholesalers; excellent ref- 
erences. Address “K., 885,” care J C-K. 





SALESMAN, would desire loose diamond 
line to cover West Coast; will call on 
either retailers or wholesalers; excel- 
lent references. Address “J., 884,’ care 
J C-K. 





SALESMAN seeks line, from reputable 
concern, can guarantee volume; 
have established following in Met- 
ropolitan New York. Address “L., 
976,” care J C-K. 





WATCH SALESMAN, Pacific Coast ter- 
ritory over 20 years, desires good line 
of watches in 14K and gold filled; 
commission basis, Address “E., 1449,” 
care J C-K. 





PACIFIC COAST salesman who calls on 
the better trade, desires a line of 
platinum, gold chains, lockets, crosses, 
watch cases and specialties; best of 
connections. Address “C., 1448,” care 
J C-K 





ATTENTION silverware manufactur- 
ers; West Coast sales organization 
seeks additional sterling flatware, 
hollowware, novelty lines; commis- 
sion basis, or finance own accounts. 


Address “P., 901,” care J C-K. 





SALESMAN, dignified, reliable, covering 
Atlantic Seaboard 25 years, desires 
reputable, nationally known line: 
watches, silverware or jewelry; high 
references. Address “D., 1020,” care 
J C-K. 





SALES representative, who sells only to 
well established jobbers throughout the 
country, desires to represent a reliable 
costume jewelry manufacturer of me- 
dium and better priced lines. Address 
“J., 891,” care J C-K. 





SAN FRANCISCO representative, open 
for manufacturers merchandise, for 
domestic and export; 250 poential buy- 
ers: sold trade for the past 20 years. 
Chas. Grellmann, 704 Market St., 
Mutual Building, Room 814, San Fran- 
cisco, Calif. 





EXPERIENCED representative desires 
top manufacturer’s line, selling to re- 
tailers or wholesalers, for Pacific Coast 
territory: able to produce and main- 
tain important volume of business; fin- 
est references. Address “V., 1000,” 
eare J C-K. 





PACIFIC Coast salesman, with following 
among the top jewelers, desires another 
high class line; also cigarette cases, 
cigarette holders and exclusive articles ; 
will be soon in New York for personal 
communications. Address “C., 939,” 
eare J C-K. 





(Continued on page 420) 
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PACIFIC Coast manufacturers’ repre- 
sentative, with years of successful sell- 
ing, desires manufacturers’ lines of 
quality, in gold and gold filled jewelry 
“and mountings, to sell jobbers only, 
excellent references. Address ‘“Circu- 
lar 1514,” Room 1415, Heyworth Blidg., 
Chicago 2. 





MANUFACTURERS’ __ representative, 
with Fifth Avenue showroom, estab- 
lished 20 years, calling on depart- 
ment stores, resident buying offices 
and jobbers, is interested in obtain- 
ing a reputable line of sterling sil- 
ver and plated hollowware lines; 
also kindred lines. Address “M., 
806,” care J C-K. 





SALESMAN desires national advertised 
line; employed past 10 years with firm 
selling leather and metal watch at- 
tachments; have excellent retail fol- 
lowing in New York City, Long Island, 
New Jersey, Delaware, Maryland, Vir- 
ginia, Washington, D. C.; also have 
good knowledge of watches; held top 
place in volume and dollars and cents; 
excellent reference for above facts. 
Nathan Sommer, 105-31 65th Road, 
Forect Hills, N. Y 


© 7 
Side Lines 
Minimum charge (25 words) $2.50 
Additional words, 10 cents a word 











SALESMAN wanted to carry a side line 
of watches and watch attachments, for 
reputable firm: experienced only. Ad- 
dress “V., 933,” care J C-K. 





EXPERIENCED salesman, to repre- 
sent manufacturer of the nationally 
known “Floating Ope2’” Address 
“V., 765,” care J C-K 





SALESMAN wanted, calling on Southern 
trade, with good line of general jewelry, 
featuring the best in costume jewelry. 
Address “L., 821,” care J C-K. 





TRAVELING salesmen, carry side line 
sterling silver, gold filled, gold plate, 
rolled gold rings, resembling diamonds; 
sell on sight. Irving Sacks, Inc., 264 
Fifth Ave., New York 1, N. Y. 





MANUFACTURER of pearl necklaces, 
1-16 strands bracelets and earrings, 
wants salesmen with good connection 
to the retail trade. Address “D., 9217,” 
care J C-K, 





MANUFACTURER of ladies’ and gents’ 
colored stone rings, wants salesman 
with following among retail jewelers, 
New York City and vicinity. Address 
*T.., 923," care J C-K. 





SALESMEN; fast selling, popular priced 
diamond wedding ring line is offered 
as a side line to active traveling sales- 
men covering the retai] trade; all ter- 
ritories open; commission. Address “B., 

947,” care J C-K. 





SALESMEN wanted, calling on jewelry 
retail stores, to carry outstanding ex- 
tensive line of fraternal gold emblems ; 
exclusive territories granted; commis- 
sion basis. Address “C., 937,’ care 
J C-K. 





SALESMEN, now calling on silverware 
or jewelry trade, wanted by manufac- 
turer to carry private label silver 
polish; protected territory: liberal com- 
missions. Ka-Bo Labs, 538 S. Wabash 
Ave., Chicago, III. 





COMPLETE manufacturer’s line of gold 
wedding rings; we have _ established 
following and opening on West Coast 
for experienced man; also for Qhio- 
Penn. area: commission basis. Address 
“T., Sai, care J C-K. 





SALESMEN to carry fine line of platinum 
and gold, ladies’ single stone and wed- 
ding rings, semi-mounted: for experi- 
enced men only, calling on the better 
retail trade. Address ‘“L., 959,” care 
J C-K. 





SALES representative; New York and 
vicinity ; manufacturer’s gold and plat- 
inum attachments; for better retail 
stores: commission basis; state ex- 
perience and present connections. Ad- 
dress “‘N., 619,” care J C-K. 





SALESMAN wanted by manufacturer 
ladies’ and gents’ gold stone rings, on 
commission basis: men with experience 
among jobbers, for New York and man 
for Chicago; give all details. Address 
“<., 921,” care ¢ C-R. 





SALESMEN with following, jewelry and 
department stores, exclusive manufac- 
turer of nationally advertised line cig- 
arette lighters; territories open; com- 
mission. ‘“‘Rayno’’ Duralite Lighters, 
1065 Atlantic Ave., Brooklyn 16, N. Y. 





MANUFACTURER of fine platinum dia- 
mond watches, attachments and rings, 
wishes salesman with non-conflicting 
line; give full particulars, territory 
traveled, experience and following in 
first letter; commission basis. Address 
*“C., 1019,” care O. J. 





SALESMAN wanted to carry side line 
of fine leather watch straps, also 
new type strap being introduced;. at 
present sold to jobbers only; terri- 
tory West and Middlewest; good op- 
portunity; give reference. Address 
“H., 890,” care J C-K. 





WATCH salesman; we need men who 
are -capable of selling; our line is 
priced low to meet and beat competi- 
tion; write, giving territory and other 
experience; we would not be adverse 
to men carrying non-competitive lines. 
Address “F., 877,” care J C-K. 





FIFTY year old manufacturer of men’s 
and ladies’ stone rings, in 10 and 14K, 
seeks well experienced salesmen with 
following among all class retail stores 
for Midwest States; high commission 
to right men; full details first letter, 
please. Address “C., 629,” care J C-K. 





SALESMAN wanted to carry side line of 
fine leather watch straps; territory, 
New York and vicinity; must have fol- 
lowing of the better trade; sold to job- 
bers and watch houses; good opportu- 
nity: give reference. Address “R., 966,” 
care J C-K. 








MANUFACTURER wants experienced 
salesman, with car, to call on retail 
jewelry stores, with delivery line of 
ladies’ and gents’ 10K and 14K colored 
stone rings; San Francisco and vicin- 
ity; also other territories open; state 
full particulars. Address ‘“‘J., 922,” care 








EXPERIENCED salesman wanted, ¢aj 
ing on retail jewelers in Kentucky. 
Tennessee and North Carolina, to carry 
side line of watches, jewelry, silver. 
ware, etc.; all top lines; old estab- 
lished wholesaler in Kentucky: send 
photo with letter, giving full partiey- 
lars. Address “W., 906,” care J C-K. 





ee 


TEXTILE display firm interested jp 
salesmen, calling on jewelry stores for 
sale of display materials, such as ye]. 
vets, brocades, bengalines, etc, op 
commission basis; small, neat, sample 
line; easy to sell; 20% commission 
Kaplan Products & Textiles, Inc., 460) 
Fourth Ave., New York City. 





a 


SALESMEN calling on the credit jewel- 
ers, to carry manufacturer’s line of 
promotional lamps and other account 
openers, sold with free prepared aq- 
vertising and mats; our promotions 
produce big volume and are good for 
big earnings. H. P. Herzog Co., 666 
Lake Shore Drive, Chicago 11, Ill, 








SALESMEN wanted, calling on vretai] 
jewelry department = and _ stationery 
stores, to handle our newest line of 
fountain pens, as side line, on commis- 
sion basis; give references, houses now 
represented, territory covered and ful] 
details first letter. Morrison Fountain 
2 Te 79 Fifth Ave., New York 10, 





———_—_ 


REFRESENTATIVE for nationally ad- 
vertised line of fine automatic lighters 
designed for jewelers; several good 
territories open; liberal commission 
basis for salesman with following 
among retail jewelers; write full de- 
tails as to territory and present lines 
to, Sales Manager, Hollis Co., 11 Com- 
merce St., Newark, N. J. 





WATCH wholesalers and distributors; 
if you are looking for a good Swiss 
watch line, well established, ours is 
one to get you results; we can de- 
liver in volume at the right prices 
and our watches are up to the min- 
ute in styling; can offer excellent 
proposition to big users; your in- 
quiries are invited. Address “T,, 


998,” care J C-K. 





WATCH salesmen, experienced, to rep- 
resent long established watch im- 
porter with complete and up-to-date 
Swiss watch line; many territories 
open; we have the right line for 
capable men with followings, who 
can do good job and are interested 
in making money; full particulars 
in first letter. Address *“R., 997,” 
care J C-K. 





WELL known manufacturer, selling di- 
rect to retailer, planning expansion of 
sales force to cover Qhio, Illinois, In- 
diana and Michigan, with gold filled 
line of lockets, crosses, necks, chate- 
laines, pendants, cameos, earrings, also 
men’s Waldemars, sport and_ vest 
chains; straight commission basis; 
must live in territory; no objection to 
non-conflieting line. Address ‘“K., 892,” 
care J C-K. 


—— | 





SALESMAN wanted; all territories avail- 
able; by wholesale jeweler with estab- 
lished clientele among first and second 
rated jewelers throughout the United 
States; preferably one who travels by 
automobile, to carry complete line of 
solid gold ladies’ and _ gents’ stone 
rings, signet rings, mountings, crosses, 
pendants, cameos, brooches and baby 
rings; delivery line; straight commis- 
sion. Address “M., 613,” care J C-K. 


a 
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WELL known manufacturer, selling di- 
rect to retailer, planning expansion of 
sales force to cover New York, Penn- 
sylvania and New Jersey with gold- 
filled line of lockets, crosses, necks, 
chatelaines, pendants, cameos, earrings , 
also men’s Waldemars, sport and vest 
chains; straight commission basis ; must 
live in territory; no objection to non- 


conflicting line. Address “A., 935,” 
care J C- 


pan ssnhdieadaammmnnnnnemnsinmetintnainitionmmiabematinacentl 
Help Wanted 


Minimum charge (25 words) $2.50 
Additional words, 10 cents a word 

















FIRST class engraver; permanent posi- 
tion. The Harrington Co., 84 N. High 
St., Columbus 15, Ohio. 








WANTED engraver, first class, $96.20 per 
week; steady work. Lowell G. Hays, 
701 Farnsworth Bldg., Memphis, Tenn. 





———— 


ENGRAVER; permanent position for first 
class letter engraver. Write or wire, 
Hardy & Hayes Co., Pittsburgh, Pa. 





—_—-_--—- 


FIRST class repairman and stone setter; 
permanent position. The Harrington 
Co., 84 N. High St., Columbus 15, Ohio. 





———— - 


WANTED jeweler, first class, $96.20 per 
week; steady work. Lowell G. Hays, 
701 Farnsworth Bldg., Memphis, Tenn. 





SALESMAN to carry a general jewelry 
line including diamonds; territory, New 
i Address “B., 1017,” care 

C-K. 





ENGRAVER, experienced, high class 
workman for fine retail store; per- 
manent position. Address “B., 544,” 


care J C-K, 





WANTED; experienced jewelry repair 
man; 40 to 48 hours per week. E. L. 
— 501 Temple Bldg., Rochester, 





WATCHMAKER, experienced, sober, 
for permanent position with old 
established firm; air conditioned 
store. H. Post & Sons, Decatur, III. 





EXPERIENCED salesman wanted to 
carry mounted rings and loose dia- 
monds; can carry other lines. Address 
“C., 914,” care J C-K. 


a 





RETAIL salesman wanted; young man 
thoroughly experienced; leading 
cash and credit store. Pitt’s Jewel- 
ers, Tucson, Arizona. 


a 





JEWELRY engraver, who has had two 
or more years’ experience; write in de- 
tail exactly what you can do. Address 
“V., 872,” care J C-K. 


(ees 





WANTED, first class watchmaker for 
permanent position; furnish refer- 
ences and state salary expected. S. 
Spitz Jewelry, Santa Fe, New Mexico. 





NATIONALLY Known Swiss watch im- 
porter has opening for experienced 
salesman, in established territory. Ad- 
dress “B., 785,” care J C-K. 





WATCHMAKER, highly capable man for 
fine retail store; permanent and good 





pay: New York State. Address “D., 
940,” care J C-K. 
WATCHMAKER, engraver; fine retail 


store; steady position; good salary; 
location North New York City. Ad- 
dress “F., 942,” care J C-K. 





JEWELER on special order work, gold 
and platinum; $2.25 per hour and 
bonus; give particulars in first letter. 
Address “J., 870,” care J C-K. 





WANTED, first class watchmaker who 
can do plain engraving; must be good; 
permanent position; send references. 
Phillip’s Bros., Inc., Lynchburg, V4. 





SALESMAN to carry specialty line of 
nationally advertised watch attach- 
ments, to wholesale from $7.50 dozen 
? 2 dozen. Address “B., 1023,” care 

ie 





SALESMAN, retail experience essen- 
tial; top notch; executive ability; 
opportunity for right man; perma- 
nent; good salary. Madow’s, 263 E. 
Fordham Road, Bronx, N. Y. 





WATCHMAKER, experienced, for perma- 
nent position, with old established firm ; 
good salary or commission. Address 
Borg Jewelry & Optical Co., Missoula, 
Mont. 





WATCHMAKER, capable man only; 
must be able to size rings; complete 
charge of repair department; 80-20 
basis; Carter’s Jewelers, Dade City, 

a. 





SALESMEN; to handle complete competi- 
tive line of jewelry boxes; established 
firm; territory open; no objection to 
side line. Address “H., 883,” care 
J C-K. 





JEWELRY engraver and chaser; fine 
position, $2 per hour to start; give in- 
formation in detail as to how many 
years’ experience, ete. Address ‘“M., 
871,” care J C-K. 





TRAVELING salesman to take on a line 
of ladies’ popular priced mountings and 
wedding rings and sets; from New 
York to the Coast. Address “M., 896,” 
care J C-K. 





WATCHMAKER, first class; perma- 
nent; pay on 50-50 basis; pleasant 
working conditions; state age, qual- 
ifications, references, ete. Nicholas 


Haring, Jeweler, Mansfield, Ohio. 





WANTED, diamond setter on permanent 
basis; ideal working conditions. Apply, 
Friedman’s Jewelers, 101 W. Brough- 
ton St., Savannah, Ga. References re- 
quired. 





WATCHMAKER, permanent position, 
on a commission basis, in oldest 
and largest store in city of 45,000, 
for experienced man only. Kahn’s, 


Pine Bluff, Ark. 





WANTED, first class jeweler and dia- 
mond setter; must be good on repair 
work and have trade shop experience. 
E. M. Davis, P. O. Box N 2, Greens- 
boro, N. C. 





WATCH salesman, with good following 
in Midwestern territory, for well 
known importer offering a diversi- 


fied line. Address “D., 938,” care 
J C-K. 





WANTED, experienced salesman and 
window trimmer, for jewelry store, 
located in Harrisburg, Pa. ; good sal- 
ary and permanent position. Address 
“M., 926,” care J C-K. 





WATCHMAKER: first class; perma- 
nent; pay on 50-50 basis; pleasant 
working conditions; state age, qual- 
ifications, references, ete. Carey’s 
Jewelry Store, Potsdam, N. Y. 





SALESMEN, with established following, 
and 14K wedding rings, ladies’ and 
gents’ mountings and stone rings, fine 
platinum rings; on commission. Address 
“A., 967,” care J C-K. 





PAWNBROKER ecelerk wanted, with 
old established concern, selling jew- 
elry and luggage; good salary and 
bonus for right man. Reliable Loan 
Co., Inc., Charlotte, N. C. 





SALESMAN, all around jewelry experi- 
ence, to become assistant to owner of 
fine jewelry and appliance store, lo- 
cated in Perth Amboy, N. J.; write in 
detail. Address “A., 978,” care J C-K. 





ENGRAVERS; $80 per week; permanent 
positions in air-conditioned workshop 
of New Orleans’ leading jewelers. Write 
or wire, Adler’s, 722 Canal St., New 
Orleans, La. 





EXPERIENCED jewelry salesman with 
thorough knowledge of fine jewelry and 
watches; liberal commission arrange- 
ment; five day week. Address “E., $41,” 
care J C-K. 





WATCHMAKER, salesman; accustomed 
to meeting fine store trade; minimum 
bench work; steady position, good sal- 
ary; location Albany, N. Y. Address 
“E., 941,” care J C-K. 





SALESMAN, with good following among 
better stores, wanted by high grade 
Swiss watch importer; no objection to 
non-conflicting line. Address ‘‘A., 784,” 
care J C-K. 





MANAGER; Dayton, Ohio, jewelry store 
and pawnbroking; largest firm in city; 
wonderful opportunity for right man 
able to take complete charge. Address 
“T., 903," care J C-K. 





WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected. 
Address “J., 4521,” care J C-K. 





SALESMAN wanted, Rocky Mountain 
region; good opportunity for advance- 
ment; give all particulars in first let- 
ter; all replies strictly confidential. Ad- 
dress “D., 840,” care J C-K. 





WELL established zyl-plastic optical fac- 
tory has a few territories open, in 
South, for capable salesmen; please give 
ow details. Address “G., 854,” care 





SALESMAN, experienced, to call on re- 
tail jewelers, Philadelphia and vicinity ; 
carry diamonds, watches, jewelry and 
mountings. Samuel Lashof & Co., 700 
Sansom St., Philadelphia, Pa. 





(Continued on page 422) 
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WANTED, skilled first class watchmaker ; 
permanent position; new, modern air 
conditioned building; give references 
and salary expected first letter. Brom- 
berg & Co., Inc., Birmingham, Ala. 





ESTABLISHED ring manufacturer, seek- 
ing a salesman with a large following ; 
must be A-l man, as a partner; very 





good opportunity for right man. Ad- 
dress “F., 857,” care J C-K. 
WANTED, A-1 watchmaker, in South 


Dakota town of 12,000; will pay 70%; 
materials furnished; unlimited amount 
of work available. Address “E., 855,” 
care J C-K. 





SALESMAN wanted, having contact with 
jobbers and wholesalers, carry a popu- 
lar gold line of stone rings and gents’ 


mountings for Eastern territory; com- 
mission; reference. Address, “P., 965,” 
care J C-K. 





ENGRAVER; long established firm; 
large volume; New York City; per- 
manent position for fully experi- 
enced engraver on jewelry and sil- 
verware; North light. Address *C., 
1016,”’ care J C-K. 





SALESMAN; high priced, individual, 
precious stone, antique jewelry and re- 
production line; non-conflicting lines 
permitted ; liberal commission; all ter- 
re open. Address ‘“‘A., 1022,’ care 





JEWELER for stone setting, repairs 
and special orders, combination 
man; wonderful opportunity for the 
right man; $3 an hour to start. 
Walters Jewelry Co., P. O. Box 
1374, Atlanta 1, Ga. 





SWEDISH factory, producing tinplates, 
cigarette cases, among other things, 
wishes contact wholesalers and _ im- 
porters. Reply to, ‘“Wretly’’ care 
Gumaelius Advertising Agency, Stock- 
holm, Sweden. 





SALESMEN wanted, with following 
among silverware buyers, sell tar- 
nish preventing rolls and bags, for 
outstanding manufacturer; many 
States open; steady, easy line. Ad- 


dress “F., 794,” care J C-K. 





YOUNG lady, experienced in watch im- 
port line; capable of handling all de- 
tails regarding movements, dials and 
cases; high salary; must have good 
eS ae Address “G., 943,” care 





WATCHMAKER; dependable, capable 
mechanic; permanent position; 
good working conditions; no janitor 
work; good salary; in Southern Wis- 
consin city of 35,000. Address J. W. 


Anderson, Jeweler, Beloit, Wis. 





DIAMOND salesmen, with initiative to 
call on retail trade, for growing sales 
organization; two excellent opportuni- 
ties, principally Midwest. Columbia 


Diamond Rings, 21-10 49th Ave., Long 
Island City, N. Y. 








WATCHMAKER, with experience; 
good working conditions; retail 
store; overtime opportunity; steady 
employment, vacation. Gurney Bros. 
Co., Established 1841, Main St., 
Brockton, Mass. 





STORE manager, Rocky Mountain coun- 
try: must be good salesman; salary 
starting $6,500 a year; give all par- 
ticulars in first letter: all replies strict- 
lv confidential. Address ‘“C., 839,’’ care 
J .C-K. 





WANTED watchmaker, combination man, 
with sales ability, for leading jewelry 
store in community within 75 miles of 
Detroit; exceptional opportunity; satis- 
factory compensation. Address “L., 
805,’ care J C-K. 





WATCHMAKER wanted; first class for 
permanent position; good salary and 
working conditions; oldest jewelry store 
in town; established over 50 years; 
give full particulars in first letter. Ad- 
dress “H., 401,’’ care J C-K. 





SALESMAN for jobber; excellent top 
nationally advertised and _ accepted 
lines: this position has a real future 
for a man of experience; you’ll enjoy 
the work and the financial reward. Ad- 
dress “B., 979,” care J C-K. 





WANTED, A-1 watchmaker and jeweler 
and engraver combination, with fine 
high grade old established store; good 
salary: permanent position; pleasant 
working conditions. Carl W. Rose, 826 
Calhoun St., Ft. Wayne, I.d. 





SALESMEN, experienced, for Eastern 
and Southern territories, to represent 
old established jobbers, to call on re- 


tail trade with a general line of jewel- 
ry: give full particulars and references. 
Address “G., 881,” care J C-K. 





BUYER to have full charge of sterling 
silver flatware and hollowware depart- 
ment: must have experience in selling; 
good opportunity and good salary. Rost 
Jewelry Co., 25 N. Illinois St., Indian- 
apolis, Ind. 





SALESMAN wanted, to represent an old 


established firm in Texas, West of 
Dallas: featuring Hamilton watches, 
diamonds, jewelry, silver, clocks, e«lec- 


tric appliances: must be experienced. 
The Gerwe Brown Co., Cincinnati, Ohio. 





JEWELRY repair man whorcan handle 
special order work; wonderful oppor- 
tunity; salary and commission; give 
age and experience. Toledo Jewelers 
Supply Co., 118 Summit St., Toledo 4, 
Ohio. 





JEWELRY salesman for the States of 
Indiana, Illinois and Wisconsin; we 
carry a line of mountings, emblems, 
wedding rings and diamond rings; very 
fast selling product; on commission 
basis. Address “G., 873,” care J C-K. 





SALESMAN, with good following in het- 
ter class retail stores in Middle West, 
to carry complete line of diamond rings, 
wedding rings and mountings; excellent 
opportunity for the right man. Address 
“G., 808,” care J C-K. 





SALESMEN;; established territories; ex- 
perienced in selling to retail jewelry, 
gift and department stores; complete 
line; South and Metropolitan areas; 
must have car; full details in first 
letter, Address “S., 902,’’ care J C-K. 








WATCHMAKER, experienced, able 
take in watch work; steady position j 
fine, reliable, established retail store 
located Ogden, Utah; references, phot. 
and full details in first letter. Address 
“R., 900,” care J C-K. . 





———————__ 


SALESMEN, to call on department Stores 

~and high class jewelry stores, with side 
line of fast selling solid gold and silver 
cigarette holders; some exclusive ter. 
ritories available. Glamite Co., 25-15 
43rd Ave., Long Island City 1, N. y. 





rrr. 


SALES _ representative; Midwest and 
South; manufacturer’s gold and _ plat- 
inum mounting line; platinum attach- 
ments, for better retail stores; commis. 
sion basis; state experience and pres- 
ent connections. Address “M., 994” 
care J C-K. 








SALESMAN, Pacific Coast; excellent 
opportunity for experienced man to 
sell well known line of diamond 
rings, stone rings and engraved wed. 
ding rings, to established retail ac. 
counts. Address “M., 822.” care 
J C-K. 








SALES representative ; Southern territory 
or California; manufacturer’s gold and 
platinum mounting line; platinum at- 
tachments, for better retail stores; com- 
mission basis; state experience and 
present connections. Address ‘“L., 993,” 
care J C-K., 





a 


SALESMAN, with better retail store 
following, in Middle West; manu- 
facturer’s complete line of diamond 
platinum and gold jewelry; old 
established concern; excellent op- 
portunity; write details; confiden- 


tial. Address “*L., 893,” care J C-K. 





SALESMAN to sell new exclusive costume 
jewelry and compacts to department, 
gift and jewelry stores; this is not 
‘just another” line; if you have the 
“know how” you owe it to yourself to 
check this. Address “D., 980,” care 
J C-K. 





SALESMAN; good following among 
retail jewelers, by manufacturer of 
extensive line 14Kt and platinum 
rings, pins, charms, chokers, watch 
attachments; state territory desired 
and references. Box 706, 1474 
Broadway, New York 18, N. Y. 





WANTED, A-1 watchmaker; permanent 
job; excellent wages; ideal working 
conditions; plenty of material and all 
the shop equipment that is needed; we 

two weeks’ 


carry an insurance plan; 
paid vacation. Address “G., 972,” care 
J C-K. 





SALESMAN for manufacturer of ex- 
clusive gold watches wanted, with 
good following in better class retail 
stores, on the West Coast, as a side 
line; liberal commission; state par- 
ticulars; references. Address “B., 


936,”’ care J C-K, 





for Middle West; also man 
for Coast to Denver; to. represent 
manufacturer’s ring line: dependably 
servicing the wholesale trade for 4 
years; will turn over well established 
following, on commission pasis. Address 
“Ty... 90%, care J C-R. 


SALESMAN 


— | 
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HELP WANTED—Continued 
————— 
. HMAKER, first class, for old es- 
va ished jewelry store, large Southern 


city ; experienced on high grade 
watches; good working conditions and 
salary; give all information and when 
able to start. Address “RK. 887," care 


J C-K. 





eee _' 


SALESMAN, for high grade jewelry and 
watch lines; traveling by car, experi- 
enced, aggressive; references; with re- 
tail following, covering New _ York, 
Pennsylvania, Ohio, Michigan, [llinois; 
commission. Address “A., 5880,” care 


J C-K. 








JEWELER ; first class model maker ac- 
customed to doing fine work, to take 
full charge of factory making gold 
rings; located Middle West; salary 
$6,000, first year anc bonus; state 
qualifications in strict confidence. Ad- 
dress “N., 4974,” care J C-K. 





EXPERIENCED salesmen wanted to rep- 
resent established manufacturer of 
ladies’ and gents’ gold rings and dia- 
mond mountings, to jobbers only; can 
be used as side line; all territories 
open; commission basis. Address “E., 
793,” care J C-K. 








SALESMAN, to carry new line of ladies’ 
gold and platinum mountings, with a 
following in the jobbing trade and 
larger users in Chicago and adjacent 
territories ; non-conflicting side line not 
—e Address “H., 809,” care 
J C-K. 





SALESMAN with following *n New York 
City and East, to represen: well-known 
manufacturer of fine platinum and gold 
rings, watch cases and attachments: 
firm now has over 200 active accounts 
in this territory. Address “C., 867,” 
care J C-K. 





BUYER of silverware, for exclusive re- 
tail establishment, to take charge of 
sales department and buying; knowl- 
edge of manufacturing is essential: 
give full information as to experience, 
background and salary wanted. Ad- 
dress “K., 975,” care J C-K. 





JEWELERS, all around men, thoroughly 
experienced for general repair work and 
special order work; also fine diamond 
setters; good working conditions: ex- 
cellent pay; positions open only for 
A-1 mechanics; write full details first 
letter. Address “J., 956,” care J C-K. 





EXPERIENCED salesman, calling on 
Facific Coast trade, to represent well 
known manufacturer of fine platinum 
and gold rings, watch cases and at- 
tachments; firm now have 300 active 
accounts in this territory. Address “B., 
866,” care J C-K. 


a 





OPENING, first class engraver, perma- 
nent position ; shop in new, modern 
building, air conditioned year around; 
one of the oldest and largest firms in 
South; state references and salary ex- 
pected in first letter. Bromberg & Co., 
Birmingham, Ala. 








SALESMAN with good following among 
New York City and: surrounding retail 
Jewelry stores, for reliable well known, 
long established pearl line; fine op- 
portunity for right man; state age, 
qualifications and reference; confiden- 
tial. Address “B., 912,” care J C-K. 








WATCHMAKER wanted at once: first 
Class, dependable; must be able to 
estimate work; position permanent in 
air conditioned store; salary $100 
weekly to start; state age, references 
required; established in Oregon for 21 


years. Address “F., 807,” care J C-K. 





WANTED watchmaker; must be thor- 
oughly experienced, steady and sober; 
permanent position; it requires man of 
good speed and quality work; excellent 
salary; send all pertinent information 
first letter. Royal Jewelers, 504 S. Gay 
St., Knoxville, Tenn. 





JEWELRY salesman; must be thoroughly 
familiar with high quality diamonds 
and watches, fully capable of handling 
watch and diamond customers; position 
pays well and good opportunity to ener- 
getic salesman. Rost Jewelry Co., 25 N. 
Illinois St., Indianapolis, Ind. 





SALESMAN wanted to cover established 
trade in Middle West and Southwest, 
with our well known line of diamond 
merchandise, mountings and jewelry; 
excellent opportunity for experienced 
man. Michael Levy jewelry Corp., 20 
W. 47th St., New York 19, N. Y 





SALESMAN wanted, for Swiss watch line, 
to call on retail jewelers and depart- 
ment stores in California, Oregon and 
Washington; commission basis; state 
experience and present connections; 
non-conflicting lines not objectionable. 
Address “G., 795,” care J C-K. 





WANTED junior watchmaker; will con- 
sider veteran ‘fon the job training in 
watchmaking”; wanted one who is a 
graduate of an accredited school for 
watchmaking, and some experience at 
the bench; give full particulars in first 
letter. Address “J., 402,” care J C-K. 





EXPERT watchmakers to work for New 
Orleans’ leading jewelers; permanent 
positions in air-conditioned modern 
workshop; our watchmakers earn from 
$100 to $150 per week. Write, wire or 
phone, Adler’s, 722 Canal St., New Or- 
leans, La. 





SALESMEN, with good retail following 
in New York, New England, Southern 
and Midwest States, to sell high grade 
Western leather watch straps and belts; 
attractive commissions; send complete 
cetails and references; strictly con- 
fidential. Address “A., 1009,” care 
J C-K, 





MANUFACTURER, ladies’ and gents’ 
synthetic and genuine stone rings, 
wants representative with following 
to call on better jewelry stores 
throughout Illinois, Indiana, Michi- 
gan, Ohio and Wisconsin. M. J. 
Nierenburg, Inc., 42 Bank St., 
Waterbury, Conn. 





ASSISTANT manager wanted for one of 
Indiana’s finer’ installment jewelry 
stores; excellent starting salary with 
rapid advancement assured, for one 
thoroughly experienced in every phase 
of retail jewelry business; write in 
ae detail. Address “K., 925,” care 





SALESMAN wanted, to call on jobbers 
and wholesalers, by manufacturer 
of a very fine line of gold watch 
bracelets, for the territory of Cali- 
fornia and Texas; non-competitive 
side line permitted; liberal commis- 
sion; particulars; references. Ad- 


dress “‘N., 897,” care J C-K. 





COSTUME jewelry salesman, with fol- 
lowing among better jewelers, wanted 
by a foremost manufacturer of popular 
priced, nationally advertised line; Mid- 
west, New England and Southern ter- 
ritories open; wonderful opportunity 
for aggressive man. Address “V., 905,” 

care J C-K. 





SALESMAN, Pacific Coast; wanted top 
notch man with following in retail 
stores, by quality stone ring manufac- 
turer and watch importer; old well 
known Chicago firm; write giving all 
details and we will contact you 
promptly. A. Hirsch Co., 35 E. Wacker 
Drive, Chicago 1, IIl. 





EXCELLENT opportunity for top plat- 
inum worker who does own layout: 
modern, air conditioned shop, good 
light; participate in our pension, in- 
surance and profit sharing plans; two 
weeks’ paid vacation; salary com- 
mensurate with ability. Apply, Linz 
Bros., Dallas 1, Texas. 





NATIONALLY famous Western New 
York jewelry manufacturer interested 
in contacting man experienced in hub 
and die cutting, also man experienced 
in tool and die making; excellent work- 
ing conditions and employee benefits; 
write giving full resume and salary. 
Address “E., 951,” care J C-K. 





JUNIOR watchmaker and_=esalesmar; 
young man of good appearance who 
can do light watch repairing and make 
himself generally useful in the store; 
steady position and chance for ad- 
vancement: state references, experience 
and salary in first letter. Greenberg 
Jewelry Co., Sioux City, lowa. 





SALESMAN wanted by large jewelry 
manufacturer established more than 25 
years: must have following; two valu- 
able territories now open; Southwest 
and Ohio-Michigan-Indiana; real c«p- 
portunity for top notch man; write, 
stating full details in first letter. Ad- 
dress “J., 803,’ care J C-K. 





SALESMEN wanted: wante. two experi- 
enced road men, by wholesale jewelry 
house, having the leading lines and 
over 50 years in business; one for the 
South and one for the Mid-South-West : 
preferably men with following; write 
immediately giving full details. Ad- 
dress “R., 830,” care J C-K. 





PROGRESSIVE manufacturer of chains, 
lockets, bracelets, crosses, etc., in all 
metal qualities, has openings for sales- 
men selling to jobbers, chains and large 
installment stores, etc., non-conflicting 
lines permitted; excellent opportunity 
for good men. Address “C., 685,” care 
J C-K. 





SALESMEN wanted: pear! salesmen with 
following amongst jewelry, gift and 
department stores, to handle attractive 
trademarked, fast selling, popular 
priced line of pearl necklaces, chokers 
and earrings, as a side line; excellent 
commissions; state territory and refer- 
ences. Address “J., 799,” care J C-K. 





SALESMEN with following in Mid-West, 
Pacific Coast and South: experienced in 
selling to retail jewelry and department 
stores: we have an attractive and pop- 
ular priced line of watches; good onp- 
portunity for the right man; full details 
- first letter. Address “G., 740,” care 





SALESMA*®” wanted by manufacturer of 
ladies’ and gents’ stone rings and 
crosses, in 10K and 14K gold, with es- 
tablished following among the retail 
jewelry stores on the Pacific Coast, on 
commission basis: no objection to non- 
conflicting side line: other territories 
open. Address “H., 924,” care J C-K. 





WANTED, for a North Carolina town, 
watch repairmen, clock repairmen, 
jewelry repairmen, engravers, stone 
setters; can use a good man for repair 
department manager; must be experi- 
enced with Watchmaster; sober and 
willing to work; good commission or 
salary. Address “B., 650,” care J C-K. 





(Continued on page 424) 
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(Continued from page 423) 





ASSISTANT manager; capable, experi- 
enced credit jewelry retail salesman, 
good enough to assume managerial 
duties when needed, for high volume, 
fast action store, located center of busy 
Detroit; annual earnings $5,000 and 
upwards; confidential interview in New 
York or Detroit. Address “K., 804,” 
care J C-K. 





WATCHMAKER wanted; can make 
$100-$150 per week. year around; 
best location, corner store; if you 
are an experienced man, do not 
drink, want steady job year around 
in wonderful climate, write full par- 
ticulars; any inquiries will be confi- 
dential. Bromley’s, Jewelers, 486 
First Ave. N., St. Petersburg, Fla. 





CAPABLE diamond salesman for first 
class retail store; excellent oppor- 
tunity for managerial position; ideal 
working conditions. liberal salary, 
five day week; only personable man 
with good background need apply; 
state experience, references and sal- 
ary expected. M. A. Green, 117 Bank 
St., Waterbury, Conn. 





SALESMAN calling on retail jewelers 


and department stores, with a fine line 
of nationally advertised watches; ter- 
ritory open, South, New England, 
Pacific Coast; side line or full time; 
commission basis; when replying, give 
full particulars including experience; 
all replies will be held in strictest con- 
fidence. Address ‘“W., 934.” care 
J C-K. 





MANUFACTURER’S __ representative, 
with large established following 
among better jewelers, covering 
Chicago and surrounding cities, can 
have a top line of gents’ and ladies’ 
gold wedding rings; this line is dif- 
ferent from all you have seen, no 
casting; commission basis; give de- 
tails and references, Address “F., 


987,” care J C-K. 





MIDDLE West representative; manufac- 


turer of fine line of ladies’ and men’s 
diamond mountings, wedding rings, 
stone rings, cameo and signet rings 
needs a salesman willing to hustle and 
promote business; earning will run at 
least $15,000 clear; have been in busi- 
ness 45 years; enviable reputation. 
Massover Bros., 30 W. Washington 8t., 
Chicago, Ill, 





EXCELLENT opportunity for aggres- 
Sive watch salesman; we are look- 
ing for men with experience in selil- 
ing watches who have a following in 
the retail jewelry field; liberal draw- 
ing account against commissions; 
write giving complete information 
about yourself; all replies will be 
held in strictest confidence. Address 


“B., 910,” care J C-K. 





ALL around capable jewelry salesman, 


wanted by a high grade popular priced 
jewelry store in Portland, Oregon; an 
excellent opportunity for a man with 
the right experience: one capable of 
holding his own in any sales transac- 
tion, without high pressure; good 
straight salary with opportunity for ad- 
vancement;: no commission. Address 
“L., 614,’’ care J C-K. 








SALESMAN; experienced watch sales- 
men to represent well established 
watch concern, with a complete up- 
to-date medium priced Swiss watch 
line; many territories open; impor- 
tant, only men with a good retail 
store following may apply; good op- 
portunity for right men; no objec- 
tion to non-conflicting side lines. 


Address “*N., 995,” care J C-K. 





MANUFACTURER of nationally accepted 
non-competitive custom-made leather 
watch straps, cigarette cases, compacts, 
has desirable open territories, exclusive 
basis; excellent possibilities as side line 
for someone covering territory con- 
sistently with established clientele, 
among better jewelers and department 
stores; give full particulars. Address 
“C., 270,” care J C-K. 





MAN wanted by California manufac- 
turer of small leather goods, West- 
ern gold and silver novelties; must 
be hard worker, capable and sober; 
should own car; territory, Illinois, 
Indiana and Ohio; jewelry and de- 
partment store following helpful, 
but not necessary; give reference 
and full particulars in first letter. 


Address “T., 833,”’ care J C-K. 





WATCHMAKER, first class, for West 
Coast; permanent position in a well 
established store in city of 10,000 
near San Francisco; ideal climate, 
excellent salary and working condi- 
tions; family man preferred; can 
furnish living accommodations if 
desired; state age, experience and 
references. Address “‘A., 834,” care 


J C-K. 





OPENING, apprentice engraver, with 
basic training and limited experience, 
but ambition to improve his work and 
perfect himself under skilled man; op- 
portunity for permanent position as 
skilled engraver for the future; good 
working conditions, in new building, air 
conditioned; give complete information, 
references, training and experience in 
first letter. Bromberg & Co., Birming- 
ham, Ala. 





SALESMAN desired for representation 
of a nationally known ring house, 
with established accounts, for Dela- 
ware, District of Columbia, Mary- 
land, Southern New Jersey, Pennsy!l- 
vania, Virginia and West Virginia; 
in making reply, which will be 
treated confidentially, please state 
past experience and all other es- 
sential details, Address “T., 831,” 
care J C-K. 





SALESMEN, experienced, to call on high 
class jewelers; also. silverware, gift 
and chinaware departments of better 
department stores with brand new line 
of silverware table accessories; en- 
thusiastically received by some of the 
best stores across the country; sup- 
ported by national trade and consumer 
advertising; many territories open; 
commission basis; write full details. 
Address “G., 843,’’ care J C-K. 





SALESMAN wanted, costume jewelry, 
leading New York manufacturer; 
quality line priced for volume busi- 
ness; long established accounts; all 
Middle Western States open; estab- 
lished following in this line among 
jewelry and department stores es- 
sential; commission with drawing 
arrangement; excellent opportunity ; 
confidential. Address “H., 5302,” 
eare J C-K. 


SALESMAN, Southern States; old 
established wholesale diamond house 
wants experienced road man with 
established following among retail 
jewelers; to travel by car with large 
delivery line of diamond rings; ex. 
cellent opportunity for large earn. 
ings, commission basis; give eom. 
plete history in first letter; our sales. 
men know of this ad. Address “E 
920,” care J C-K. . 





rca 


IMPORTANT manufacturers, of an ex. 
tensive line of gold and platinum 
diamond mounted ring sets, dia. 
mond mountings, unusual diamond 
watches, diamond attachments, de. 
sires traveling representative with g 
good retail following in the Middle 
West; a real good chance for the 
right man; no objection to a non. 
conflicting side line. Address a * 


932,” care J C-K. 








SALESMAN wanted, to travel in Ala. 
bama, Georgia and Tennessee, with 
a complete and highly diversified 
line of popular priced gold rings; 
we are looking for a man who has 
had experience in calling on the re- 
tail jewelry trade; we will turn over 
well established following to the 
right man; liberal drawing accour? 
against commissions; give full de- 
tails in first letter. International 
ej Co., Lafayette Bldg., Buffalo, 





$e 


FEINSTEIN bros., 5 S. Wabash Ave., 
Chicago, Ill., Los Angeles office, 220 W. 
Fifth St.; salesmen wanted with estab- 
lished following among retail jewelers 
and department stores, to represent out- 
standing .watch material and_ supply 
house in business for 23 years; com- 
plete lines of watches, diamonds, solid 
gold rings, clocks, tools, better jewelry, 
J-B bracelets; distributors of watch 
cases and other nationally advertised 
merchandise; excellent opportunity for 
the right man; open territories Mid- 
west, West, South and Central States. 











SALESMAN for the South, including 
Oklahoma and Texas; outstanding 
manufacturers of fine gold jewelry 
and diamond mounted rings, in 
gold and platinum, with large 
Southern distribution, offer splen- 
did opportunity to experienced 
salesman with established following 
among better stores; replies are 
invited only from top-notch men 
who are accustomed to large earn- 
ings; state qualification, experience, 
references; replies confidential. 
Write, Somers-Ernst Co., Inc., 42 
W. 48th St., New York 19, N. Y. 


a — 





DIAMOND ring salesman, for exten- 
sive line medium priced ladies’ and 
men’s diamond rings; travel Mid- 
dlewest or South, or both; require 
experienced top-notch man, with 
following among retail jewelers in 
this territory; non-conflicting side 
line can be carried; commission 
basis; drawing account considered; 
this firm well known, established 
1910; replies held confidential; rep- 
resentation can begin January 1; 
only capable man, with successful 

background, need reply. Address 

“E., 876,” care J C-K. 


a 
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SMAN wanted, for Chicago and 
Re capelitam area; established man- 
ufacturer of nationally advertised 
line of engraved wedding rings; 
diamond rings and wedding rings, 
in gold and platinum, and men’s 
stone rings; established territory 
with quite a list of active accounts; 
applicant must be thoroughly ac- 
quainted with trade and to have 
called on Chicago jewelers for at 
least five years; an excellent oppor- 
tunity for right man; commission 
basis only; give details in first let- 
ter. Address “Circular 1511” Room 
1415, Heyworth Bldg., Chicago 2. 


cen nh mie SARE BN RRR 
For Sale 


Stores, Stocks and Businesses 


Minimum charge (25 words) $5.00 
Additional words, 20 cents a word 














WELL established jewelry store in down- 
town Los Angeles, Calif.; ill health 
reason for selling; store established 
eight years. Address “R., 930,” care 
J C-K. 





—_—- 


JEWELRY store in good Florida town, 
County seat; wonderful opportunity for 
chain or individual: doing cash and 
credit business; modern front. Address 
“R., 5986,” care J C-K. 





a 


MODERN jewelry store for sale; one of 
the best locations in Southern Cali- 
fornia; write or see the owner. Decker 
Jewelers, 355 W. Pike, Long Beach, 
Calif. 





WATCH repair jewelry store for sale; 
owner dead: excellent opportunity for 
right party; 15 years same location; 
five room heated flat, in rear. Heller’s, 
5692 W. Vernor, Detroit, Mich. 





FOR SALE; old established 100% loca- 
tion, modern, in a live city in Rhode 
Island; present inventory about $60,- 
000; reason for selling, owner wants 
by retire. Address “P., 829,” care 





LOS ANGELES and vicinity jewelry 
stores, $2000 to $100,000; many 
to choose from. H. Sokol, Licensed 
Business Brokers, jewelry exclu- 
ror 729 W. 7th St., Los Angeles, 

alif. 





JEWELRY business in Los Angeles, up- 
stairs; same location over 30 years; 
retailing diamonds, watches and jewel- 
ry; special order work keeps two men 
busy; large following; $15,000 to 
$20,000. Address “E., 790,’ care J C-K. 





JEWELRY store for sale; excellent set- 
up for combination watchmaker-jewel- 
er; low rent; only store, rich farming 
community; all clean stock; sell all or 
reduce some; reason going back to 
school. Holyk’s, Odessa, Wash. 


a 





JEWELRY store on main business street 
in Hudson County, N. J., town; good 
reputation; long lease available; good 
repair business; approximate price, 
$18,000; reason for selling, owner leav- 
ing for Europe. Address ‘“C., 981,” 
care J C-K. 








LOAN office, best location downtown 
Los Angeles, Calif.; $38,000 in 
pledges; large turn-over in redemp- 
tion; great opportunity for right 
party; illness reason for selling. 
Hudson Loan Office, 630 Main St., 
Los Angeles, Calif. 





JEWELRY store, established 72 years, 
camera and music departments also; 
located in best Southern California 
coast town of 20,000, County seat; 
$50,000 inventory; business last year 
$184,000; this year 20% ahead; owner 
? retiring. Address “K., 991,” care 





FOR SALE, very old finely established 
jewelry business, 1864, in thriving col- 
lege town Western New York, on ac- 
count owners’ physical condition; real 
estate, stock and fixtures, or might sell 
stock only; building has another store 
and eight room apartment now rented ; 
wonderful opportunity. Apply quickly, 
A. A. Shaw & Son, Alfred, N. Y. 





JEWELRY and gift store; about $40,000 
cash sales; can be doubled with credit 
establishment; in this location 17 
years; large watch repair trade; mod- 
ern fixtures, two large windows; main 
shopping district; long time lease with 
option of buying property, with living 
quarters: 50 years in this city, Cam- 
den, N. J.; must retire. Address “C., 
787,” care J C-K. 





JEWELRY store for sale, in downtown 
section of live wire city, population 
150,000 in Northwestern Pennsylvania, 
doing nice jewelry and repair business; 
modern_ new fixtures and fluorescent 
lights; carrying nationally advertised 
merchandise; reason for selling, dis- 
solving partnership; can be bought at 
° ae price. Address “F., 842,” care 





FOR SALE, watch dial refinishing 
plant, profitable business in wide 
open field; consisting of latest tools 
and equipment, practically new, de- 
signed for production; capacity 350 
dials per day; all master dies skill- 
fully hand engraved; instructions, 
latest improved processes and se- 
crets of the trade included; $16.- 
000; for particulars write, G. 
Colantino, Box 862, Springfield, Ill. 





JEWELRY store, established 10 years, 
in Southern California leading indus- 
trial center, near Los Angeles; clean, 
up-to-date stock; newly remodeled, en- 
larged and modernized; light maple 
fixtures; gift shop, radio and appliance 
department; 20 foot front; well ad- 
vertised cash and credit business: room 
for optician; good lease; $50,000 will 
handle, or reduce to suit. Address, M. 
aaa” 827 W. 43rd St., Los Angeles, 

alif. 


For Sale 


Tools, Equipments 





Minimum charge (25 words) $5.00 
Additional words, 20 cents a word 








KINGSLEY Hollywood gold stamping ma- 
chine, type, foil, etc.; used very little; 
new condition. Hamilton, Jeweler, 31 
N. Gore Ave., Webster Groves, 19, Mo. 





MANUFACTURERS of unmounted plat- 
inum mountings and gold mountings at 
popular prices; no castings. Joseph 
aoe Co., Inc., 93 Nassau St., New York 
‘ity. 





NEW and used cleaning and soldering 
machines, lathes and attachments; 
cash paid for used tools. R. P. 
“Dick”? Gallien, 220 W. 5th St., Los 
Angeles 13, Calif. 





FOR SALE, Watchmaster watch timing 
machine, purchased new, less than three 
months ago; used very little; in per- 
fect condition; good reason for selling. 
Ferguson’s Jewelry Store, Malden, Mo. 





ARCH CROWN celluloid and parch- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 





MANUFACTURERS of assembled 10K 
and 14K yellow gold and 14K white 
gold pierced and unpierced ear wires; 
immediate delivery. Joseph Ring Co., 
Inc., 93 Nassau St., New York City. 





EIGHT, six ft. mahogany wall cases, 
mirrored backs with glass shelves; also 
center aisle display tables, with large 
storage space beneath and sliding doors. 
Write, Bam’s, Inc., 311 E. Broad St., 
Richmond, Va. 





LIGHTING fluorescent and incandescent ; 
patented diamond cluster reflectors for 
brilliancy; our 22nd year of strictly 
jewelry’ store lighting. Pittsburgh 
Lighting Equipment Co., P. O. Box 801, 
Battle Creek, Mich. 





NEW jewelers rolling mills, single geared 
on stand, rolls 3%” wide, flat, $127.50; 
square wire, 10 grooves, $145; F.O.B. 
Chicago; immediate delivery; send for 
catalog “J” on tools and machinery. 
Ernest Linick & Co., 29 E. Madison St., 
Chicago 2, Ill. 





WE offer for sale, due to change in de- 
sign; approximately 40,000 pounds .020 
x 4% x ¥% hard jewelers’ bronze; .90 
copper .10 tin, in original mill pack- 
ing; A-1 condition. California Metals & 
Engineering Co.. 1016 N. McCadden 
Place, Los Angeles 38. Calif. 





JEWELRY CARDS ffor rings, pins, 
brooches, lockKets, pendants, lavalieres 
bar pins, earrings, watches, bracelets, 
wrist bands, etc., and displays for 
counter sales. Dauer Printing Co., 
America’s foremost card manufactur- 
ers, jewelers’ printed display supplies, 
31 E. 22nd St., New York 10, N. Y. 
Algonquin 4-2174-5. U. S. parcel post 
makes us your next door neighbor; 
let’s get acquainted; write for samples. 





JEWELERS; read carefully; this is im- 
portant; in stock for immediate de- 
livery. watch and jewelry repair books 
and checks; jobbing envelopes with 
attached call checks, all sizes; complete 
stock books for diamonds, watches, 
jewelry ; diamond guarantees; daily re- 
port sheets; complete credit forms; 
business stationery; window priced 
cards; if not in stock we will make it. 
Dauer Printing Co., Manufacturers, 
headquarters for jewelers; printed sup- 
plies of every description: 31 E. 22nd 
St., New York 10, N. Y.; estimates 
given; write for samples; a good house 
to get acquainted with; U. S. parcel 
post delivery service makes us your 
rene oo neighbor. Fhones Algonquin 
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FOR SALE—Continued 











(Continued from page 425) 





HANDIEST new tools for jewelers, 
watchmakers, engravers, lapidarists; 
Tungsten carbide tipped engraver 
guaranteed to cut hardened steel 
balance staffs; long point for long 
life, $5; diamond laps 1” diameter 
to keep engraver sharp and to trim 
and shape precious stones (Diamond 
laps made up to 10” diameter, for 
fast production cutting), $10; pol- 
ishing laps for precious stones 534” 
diameter, $6.50; 10” diameter, $10; 
diamond lapidary drills 14% and 2 
mm., $6.50; diamond reamers (to 
drill fast and enlarge holes in onyx, 
jade, other precious and hard stones, 
and crystals), $6.50; diamond pen- 
cil and scriber (for marking any 
hard object), $3; diamond saws for 
sawing precious stones 1” to 10”, 
prices on request; all tools are great 
time savers and pay for themselves 
many times over in faster produc- 
tion; your check with order assures 
prompt delivery. Action Diamond 
Tool Co., 125 W. Hubbard St., Chi- 
eago 10, Ill. 








Business Opportunities 


Minimum charge (25 words) $5.00 
Additional words, 20 cents a word 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., 
must furnish trade references. An- 
nouncement must pass the strict cen- 
sorship requirements of The Jewelers’ 
Circular-Keystone. 





AUCTIONEER; if you are planning an 
auction, call, S. M. Akers, 3523 Fair- 
mount, Cleveland 18, Ohio. 





WANTED, established jewelry store, for 
cash; Florida preferred ; correspondence 
confidential. Address “G., 2370,” care 


GORDON BROTHERS, cash buyers of 
complete jewelry stores and surplus 
stock; for details see our advertise- 
ment page 33. 








WANTED, established jewelry store with- 
in 200 miles of New York; will pay 
cash; give full details. Address “F., 
853,”’ care J C-K. 


WATCHMAKING and repairing conces- 
sion; established jewelry store, North 
Westchester; excellent living for ex- 
perienced man; state experience. Ad- 
dress “E., 982,” care J C-K. 


HIGHEST cash prices paid for surplus 
or entire stocks and estates of dia- 
monds, watches and jewelry. M. 
Iralson, Suite 402, 209 S. State St., 
Chicago. 











WATCHMAKER wants small established 
jewelry and watch repair store, in 
growing eastern town over 5000 popula- 
gg Krick, 344 King St., Pottstown, 

a. 


WANTED watchmaker, with $2,500, to 
buy one-half interest in an established 
upstairs jewelry store; owner is inter- 
ested in other business. Address “W., 
1003,” care J C-K. 


CASH for diamonds, watches and jewel- 
ry; established 40 years; send surplus 
stock for cash estimate; bank refer- 
ences. Emil Noel, 29 E. Madison St., 
Chicago, Ill. 

















MANUFACTURER of jewelry or silver- 
ware who can use up to $25,000 in- 
vestment, for expansion purposes; 
would participate actively in sales. Ad- 
dress “K., 802,” care J C-K. 





WANTED to buy, established jewelry 
store in town of 8000 population or 
larger; will pay cash; all information 
confidential. Walter MacDonald, 117 S. 
Anderson St., Elwood, Ind. 





WATCHMAKER wishes to buy small 
store in town of 10,000 or over; must 
have plenty of repairs and good sales: 
Iowa or surrounding States preferred. 
Address “D., 655,” care J C-K. 





JEWELRY repair, musical instruments; 
sales $40,000 year; large Ohio city; at- 
tractive store 21 x 60; business center ; 
eaters best trade; fixtures like new; 
$22,000 stock; price reasonable. Apple 
Co., Brokers, Cleveland, Ohio. 





WANTED to buy, established jewelry 
store in California; must be good 
buy, good location; have all adver- 
tised lines; give full details, reason 
for selling. Address “‘C., 849,”’ care 
J C-K. 





WANTED, jewelry store doing $100,000 
or more, located in Baltimore, Phila- 
delphia, Washington, D. C., or lead- 
ing cities close by; correspondence con- 
fidential. Address ‘M., 5923,” care 
J C-K 





COLMES' BROS., cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and. trade references. 18 
Tremont St., Boston, Mass. 





AM interested in buying or leasing estab- 
lished jewelry store in Tri-state area of 
Pennsylvania, West Virginia, Ohio; 
would consider a partnership deal too; 
have years of experience and adequate 
capital. Bill Herman, 409 Smithfield 
St., Pittsburgh 22, Pa. 





V. C. KELLY, jewelry auctioneer, just 
closed sale for the Brackin Jewelry 
Co., Pensacola, Florida; sold over 
$100,000 for cash; if you want a 
clean, successful sale, write or wire 
V. C. Kelly, 915 Wilson Ave., Chi- 
cago 40, Il. 





SAMUEL GANSBERG will buy your 
surplus or entire stock and fixtures of 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; 
bank and trade references of the high- 
est character. Write, 15-17 Maiden 
ee. New York. Telephone, Rector 
-5928. 





JACK M. WERST will pay you spot 
cash for your surplus or entire 
stock of jewelry, diamonds, estates, 
with or without fixtures; operating 
from Coast to Coast; best refer- 
ences; no deal too large or small; 
act now. Miami Savings Bldg., Day- 
ton, Ohio. 








ARE YOU GOING out of business? I 
can guarantee you the cost of your 
merchandise plus the expense of 
running a sale, with my personally 
conducted auction or flat sale; no 
sale too large or too small; I will 
also pay cash for your entire store 
with or without fixtures; write for 
my proposition, all correspondence 
confidential; best of references 
throughout past 30 years. Herman 
Nathan, 5 S. Wabash Ave., Chicago, 
Ill. Dearborn 1684. 





JEWELRY stores wanted; large chal 
now operating 24 units, looking to ane 
chase additional stores; will buy fo 
cash, desirable individual or groups of 
stores doing volume of $75,000, or more 
per year, anywhere in the Uniteg 
States; we will pay a good price for 
your inventory, accounts receivable 
good will, fixtures, and lease, to eon. 
tinue as a going business; we are a 
AAA-1 rated concern; all correspon. 
dence and inquiries will be held ip 
strictest confidence. Write, wire oy, 
phone, M. J. Fisher, Markson Bros., 19 
Summer St., Boston, Mass. Hubbard 
2758. 








MR. JEWELER; if you want to retire 
from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less today, 
let me show you how it can be done, 
with one of my dignified auctions; 
I guarantee that there will be no 
loss and that your prestige will even 
be enhanced in your community; 
or if you want to sell your stock out- 
right, I will buy it at the highest 
price; write or wire for details; all] 
correspondence strictly confidential; 
bank and trade references. on re- 
quest. M. C. Maxwell, 1429 Board. 
walk, Atlantic City, N. J. 





WOULD you like to retire from busi- 
ness while prices are still at their 
peak? If you were given a respon- 
sible guarantee that your lease, ac- 
counts due from customers, good- 
will, fixtures and your entire stock 
would be sold for much more than 
the actual wholesale cost; our sell- 
ing service will find you a cash buyer 
for your store as it stands today in 
bulk, or as a going concern; do you 
realize your good-will is an asset 
that will bring you cash the same as 
your stock? Wire us for complete 
details; you will not be obligated; 
we are not stock buyers, but the 
oldest bonded business brokers in 
this business; references from many 
jewelers who have had us liquidate 
their business recently will be sent 
you along with unquestionable bank 
references; no store too large or 
too small. Write at once to, McRae 
& Shaw, 168 N. Michigan Ave., 
Federal Life Insurance Bldg., Chi- 
cago, Ill. 








MONEY always finds it way to the 
Faussett auction block; it is funda- 
mentally imperative that goods ac- 
cumulated during war time inflationary 
periods be liquidated in accordance 
with the law of mercantile economics as 
quickly as is possible following peace: 
should you decide on such a course of 
action you will find that we have a 
most enviable background of liquidating 
experience; we were voted the choice of 
the auctioneers of America by the lead- 
ing jewelers of St. Louis, Mo., in 1932- 
33, for whom we conducted two of 
our celebrated group auction sales: 
especially important too, is the list of 
the 10 jewelry stores which brought in 
cash, more than two million dollars un- 
der our auction hammer: we do have 
the guidance of auctioneer leadership 
experience in actual selling, advertis- 
ing and what it takes to underwrite. 
what you may have in mind in the 
way of a quick liquidation, with guar- 
anteed results; write or wire today. 
America’s Foremost Jewelry Auctioneer, 
Thomas J. Faussett, Howell, Mich. 


— 
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Wanted to Purchase 


Minimum charge (25 words) $5.00 
Additional words, 20 cents a word 














14 stretcher; perfect made, by W. W. 
Beer or Dixon. . W. Thayer, 324 
N. L St., Lake Worth, Fla. 





——————E—E———_ 


NTED to purchase, established watch 
a emrcber wholesale supply house. Ad- 
dress “P., 996,” care J C-K. 








WANTED, National Posting Machine in 
good condition; advise model, number 
and price. Bass Jewelers, 26 N.E. First 
Ave., Miami, Fla. 








WANTED good used Watchmaster tim- 
ing machine; quote price and age or 
model number in first letter. Address 
“H., 986,” care J C-K. 








WANTED, watchmakers’ lathes, attach- 
ments and tools, engraving blocks, roll- 
ing mills, scales, drills, etc.; give full 
details. Ernest Linick, 29 E. Madison 
St., Chicago, [1]. 





_— _— 


WANTED to purchase; one, 300 lbs. to 
450 lbs. drop hammer, either pneumatic 
or rope lift; also 100 oz. balance 
scale, or similar type. Hunt Silver Co., 
Inc., 146 W. 22nd St., New York City. 





WANT to purchase, Wallace silver Lotus 
pattern; one-half dozen ice teaspoons ; 
one dozen teaspoons, and 10 salad forks, 
heavy or medium. Schwaner Bros., 414 
Van Waggoner, Fort Worth, Tex. 





JEWELRY store, in or near New York 
City; must be established; give 
reasons for selling; will pay all 
cash if price is reasonable; corres- 
pondence confidential. Address “S.., 


832,” care J C-K. 





JEWELRY store wanted; must have 
good repairs; will invest up to $15.,- 
000 cash; prefer store in Florida or 
nearby States; write me reason for 
selling and all details; any replies 
strictly confidential. Address “G.., 
989,” care J C-K. 





CASH for your surplus stock of dia- 
monds, watches and jewelry; will 
mail check on receipt of merchan- 
dise and hold package for your 
approval. American Diamond Syndi- 
— 37 S. Wabash Ave., Chicago 

> Ill. 


SILVERWARHB, sterling or plated: we 
are in urgent need of old patterns in 
1847 and Community plate, not en- 
graved, also inactive or active sterling, 
engraved or not; have a waiting list 
for hundreds of patterns and am will- 
ing to pay for as merchandise and not 
as scrap. Vroman’s Silver Shop, 520 
W. 7th St., Los Angeles 14, Calif. 


(ees 








WANT to buy jewelry store, cash and/ 
or credit, in Virginia or Washington, 
D. C., or Florida; am veteran World 
War II; excellent jewelry experience; 
reason, desires security and _ responsi- 
bility of own store; would accept man- 
agership of jewelry store, cash or 
credit; any information regarding this 
appreciated; all communications con- 
fidential. Write to, P. O. Box 7131, 


Richmond, Va. 











Watch Work, etc., for 
the Trade 


Minimum charge (25 words) $5.00 
Additional words, 20 cents a word 








WATCH repairing for the trade; price 
list and reference upon request. M. J. 
Gallo, 922 N. Plum St., Lancaster, Pa. 





TRADE watch repairing; prices reason- 
able; work guaranteed and prompt ser- 
vice. G. Edward Fleisher, P. O. Box 
944, Lancaster, Pa. 





WATCH repairing for the trade; expert, 
reliable; prompt service to out-of-town 
jewelers. Gus Lauer, 805 Arcade Bldg., 
St. Louis 1, Mo. 





WATCH crystals; crystal fitting for the 
trade; jobs returned same day. Ross 
Watch Crystals, 5 S. Wabash Ave., 
Room 516, Chicago 3, JI). 





CLOCKS repaired, all makes, foreign and 
domestic, spring weight and electric; 
prompt service; work guaranteed. Gem 
Clock Service, 1344 W. Division St., 
Chicago 22, Ill. 





RELIABLE watch repairing for the 
trade, since 1921; efficient, depend- 
able mail service. Standard Watch 
ac 949 Broadway, New York 





WATCH repairing to the trade; reliable; 
dependable; for prompt delivery to 
out-of-town trade. H. Drimer, 3726 
Maple Ave., Brooklyn 24, N. Y. Es- 
planade 2-2963. 





ALL kinds of watches and chronographs 
repaired promptly and efficiently, for 
the trade only; price list upon request. 
Altay & Co., Repair Department, 22 W. 
48th St., New York 19, N. Y. 





DON’T take my word, ask my customers; 
references and prices on request; 30 
years’ experience. A. B. Tammen, 
watchmaker, Room 814, 93-99 Nassau 
St., New York City 7 





CAREFUL, honest watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York City. 
Phone Bryant 9-5065. 





PRICES moderate, guaranteed and prompt 
service; mail order specialists; watch 
repairing price list on request. Green- 
wich Watch Service, 1 Astor Place, 
Jersey City, N. J. 





RELIABLE repairs reasonable, on Swiss 
and American watches, crystals, clean- 
ing, staffs, mainsprings; complete or 
partial repairs. Milton Wagner, P. O. 
Box 332, Reading, Pa. 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watch- 
master for accuracy. Frederick Lowey, 
48 W. 48th St., New York 19, N. Y. 





WATCH repairing for the trade; all 
watches tested on Western Electric 
Watchmaster; approximately 10 éays 
service; price list sent on _ request. 
Griffiths & Auerbach, 128 S. 7th St., 
Fhiladelphia, Pa. 





WATCH repairmg for the trade; quick 
service guaranteed; years of ex- 
perience; reasonable prices; write 
for further information. Elgin 
Watch Repair Shop, 108 E. High- 
land Ave., Elgin, Ill. 





JOSEPH J. POST & CO.; a quality rame 
in watch repairing to the trade since 
1920; timing and adjusting by elec- 
tronics; member of Jewelers Board of 
Trade. 55 E. Washington St., Chicago 
2, Ill. 





LUCERNE Watch Repair Co., catering 
to the trade; fine workmanship; excel- 
lent references; prompt mail order ser- 
vice; price list upon request. 333 
Washington St., Room 321, Boston §&, 
Mass. 





JACOBSON Watch Repair Service, 424 S. 
Broadway, Los Angeles 13, Calif.; 
guaranteed expert workmanship; West- 
ern Electric Watchmaster used to check 
and time watches for accuracy; one 
week delivery ; member of The Jewelers 
Board of Trade. 





WATCH repairing; in cleaning, move- 
ments are entirely dismantled, thus as- 
suring you of the finest job possible; 
all jobs guaranteed; in addition we are 
ready to help you with all jewelry re- 
pairs. H. Windolph, 1548 Belmont Ave., 
Chicago 13, II. 





WATCH repair headaches; here’s a sure 
cure, The D’Emilio Co.; high quality 
watch repairing timed on “Watch- 
master’; guaranteed workmanship; re- 
liable service; price list upon request. 
D’Emilio Co., 707 Walnut St., Phila- 
delphia, Pa, 





IF you are looking for a reliable place 
to send your watch repair work, we 
offer service of the highest quality; all 
workmanship guaranteed; postage pre- 
paid one way; price list sent upon re- 
quest, Joseph Odence, Inc., 215 Fourth 
Ave., New York 3, N. Y. 





ELIMINATE all of your troubles and 
come-backs; have your watch repairing 
done by a competent expert; all 
watches timed by Western Electric 
Watchmaster; one week guaranteed 
service at the right price; only good 
work solicited. H. Berger, 1535 West- 
wood Blvd., Los Angeles 24, Calif. 





CLEAN, prompt service in repairing 
your watches and clocks; specialists 
in chronograph stop and automat- 
ics; all watches checked on timing 
machine and guaranteed; price list 
upon request. R. & N. Watch Co., 
ao: Myrtle Ave., Glendale, L. L., 
N. ¥. 





WATCHMAKER, 20 years’ experience, 
desires to handle entire repairs from 
one or two stores; only work of the 
better grade accepted; located near 
Chicago; will accept out of town work; 
will work on a trade or hourly basis; 
for further information address “L., 
812,” care J C-K. 





EXPERT watch repairing; we specialize 
in mail order; 10-14 days’ service; 
all watches timed and tested by the 
latest Western Electric Watchmaster ; 
time charts for each watch will be 
supplied upon request. L. Z. Orin, 2 
Ellwood St., New York 34, N. Y. Lor- 
raine 7-1261. 





(Continued on page 428) 
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EXCEPTIONALLY fine watch repair- ORNAMENTAL _ engraving, _ lettering 
carving, hub cutting and special work: 


ing done by this 30 year old firm; over 25 years’ experience, in 

jewelers find that our complete Jewelry Service, P. O. Box 644 Atti’ 
watch repair service means quality, boro, Mass, . ae 
efficiency, dependability, good ma- 
terial and good workmanship; all 
watch precision timed on Watch- 


WATCH WORK, ETC., FOR THE 
TRADE—Continued 











(Continued from page 427) asians 


: a H. & I. Jewelry Polishers and 
master; there is no substitute for 93 Nassau St.. New York citnhPers, 
good craftsmanship. Harr Watch pert on gold and platinum jewelry: 


° mail us your work to be polis 
7g 2 E. 45th St., New prompt service guaranteed. oe 





PRECISION hairspring vibrating; all 
work done to manufacturers’ specifica- 
tion; mail orders promptly filled; ser- 
vice approximately one week; all work- 
manship guaranteed; flat $2; Brequet 
$2.75; send only complete balance, 
bridge and stud. Troop-Balas & Co., 
908 Walnut St., Philadelphia 7, Pa. 
“Hairspring Vibrating Specialists.” 





S$ 





STONE setting, soldering, and repairing 
for the trade; prompt, satisfactory 
work guaranteed. M. & - Jewelers 
Service, Box 43, Edgewood Post Office 
Providence, R. I. ve 


ARE you interested in quality watch re- 
pairing; we have a fully equipped 
watch repair shop that is able to take 
care of your every need in watch = 

abe pairing, refinishing dials, crystals 0 

WATCHMAKER, first class, 36 years’ ex all types, watch case repairing and 








ee 


perience, desires to make contact with 
one more fine reliable store, to take 
care of their trade work; dependable 
mail service; location, Greater New 
York: best references; 20 years with 
well known retail store; all work guar- 
anteed and tested on Watchmaster ; 
for further information Address “J., 
990,’”’ care J C-K. 





COMPLICATED and fine watch re- 
pairing, specializing in chrono- 
graphs and repeaters; chronograph 
cleaning $8; plain watches, moder- 
ate prices; one week’s service; all 
watches timed on Watchmaster; 
crystals, dial refinishing; material 
at cost; no service charge. Felders, 
1173 52nd St., Brooklyn 19, N. Y. 
Windsor 6-5300. 


furnishing of new cases and dials; we 
do work for some of the finest jewelry 
stores and will gladly furnish refer- 
ences; price list upon request. J. & F. 
Harris, 79 Chrystie St., New York 2, 
N. Y. 





THIRTY years’ experience in fine 


watch repairing; we have a staff of 
thoroughly experienced mechanics 
who assure you of the finest quality 
work; we do all kinds of compli- 
cated watches, repeaters, chrono- 
graphs, vibrate hairsprings, etc.; all 
the watches are timed by the Watch- 
master and guaranteed for a full 
year; prompt deliveries; price list 
on request. Simon Amtman, 9 


Maiden Lane, New York City. 


SUPERIOR Polishing Co., 21 W. 46th 


St., New York City; expert lapping ana 
polishing of gold and platinum jewelry: 
service prompt; work guaranteed; mail 
us your order today. 





BEADS restrung; all style beads re- 


strung on cord or chain; prompt ser- 
vice; can furnish references. Mrs. 
Helen E,. Stump, 202 State St., Shil- 
lington, Pa., just outside Reading. 





——$__$_____.. 


EXPANSION bands, Carmen _ bracelets, 


repaired; minimum charge $1; factory 
method; one to two days’ service; 
crystals fitted; ring sizing. Expansion 
Repairs, P. O. Box 1073, Atlanta, Ga. 





ENGRAVER, desires mail order cus- 
tomers; able to handle better class of 
work: silverware, watches, jewelry, and 
specializes in cutting dirilyte flatware; 
best of references. R. M. Turco, Room 
820, 333 Washington St., Boston, Mass, 








OUR shop is equipped to give fast de- 
pendable service on all watch repairs; 
we buff and polish the cases with all 
cleaning jobs; each watch is timed and 
tested on our Western Electric Time 
Recording Machine before leaving our 
shop; we can give you from three to 
five days’ service; price list sent on 
request; a trial order will convince 
= that you will be well satisfied with 
the quality of our repair work. Fer- days’ service on sizing and minor 
fect Watch i Service, 323 W. . : 

Fifth St. Bong pea Angeles 15, repairs; mail orders accepted. 
Calif. Wayne Jewelry Co., 1214 Griswold 


St., Detroit 26, Mich. 


HAIRSPRING vibrating; same day ser- 
vice; flat, $1.75; Brequet, $2.50; pin- 
ning point, send job for estimate; 
skilled specialist; accuracy guaranteed ; 
fitted to bridge; no leveling necessary ; 
write today for heavy mailing en- 
velopes. Charles Thomas & Co., 336 
48th St., Union City, N. J. Formerly 
in charge of Hairspring Department 
for Bulova Watch Co. °* 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 





WATCH and jewelry repairing; beads 
restrung; watch case repairing; 24 
hour crystal service; all watches 
timed by electronics; cases cleaned 
and polished; jewelry work finished 
like new; since 1919 a dependable 
place for satisfactory work; full in- 
surance coverage. Harvey Jewelry 
Co., 205 Cleveland Ave., N. W., Can- 
ton, Ohio. 














Special Order Work and 
Repairs for the Trade 


Minimum charge (25 words) $5.00 
Additional words, 20 cents a word 


To Let 


Minimum charge (25 words) $5.00 
Additional words, 20 cents a word 


NT 





coe 
_—_ — 











SPACE in factory including use of com- 
plete centrifugal casting equipment, 1o- 
cated at 17 William St., Newark, N. J. 
Write ‘“K., 612,” care J C-K, 





HAIRSPRING tweezers hardened, tem- 
pered, sharpened. Valdemar Virtanen, 


DUE to expansion, we are in position 45 Park Place, Morristown, N 


to accept additional trade work of good 
quality; repairs are so complete and 
guaranteed, you do not have to touch 
the movement or clean case; give this 
your immediate attention, for we have 
openings only for a few good accounts; 
prices cheerfully furnished. Regulated 
Timer Service, 1508 Charlotte St., 
Bronx 60, N. Y. 








BEADS of all kinds restrung by ex- 
perts for the trade; reasonable prices 
and prompt service; bonded. Rankin’s 
Pearl House, Box 1384, Beaumont, Tex. 


Miscellaneous 


Minimum charge (25 words) $5.00 
Additional words, 20 cents a word 





| 

















JEWELRY repairing, diamond setting 
and special order work; fine platinum LEARN watch repairing by doing it; 
and diamond repairs; designs and es- through training under expert instruc- 
timates furnished. Ludwig Kirsch, 12 tors. For information write, Standard 
John St., New York City. Watchmakers Institute, 1991 Broad- 

way, New York City. 


FIRST CLASS repair shop; able to 
handle repairs of all types, Ameri- 
can and Swiss made watches, for 
stores that are interested in obtain- 
ing good workmanship; done only 
by expert watchmakers; every piece 
checked on Watchmaster; prompt 
service; city and out of town; ex- 
cellent references available. Arthur well equipped shop; write for quo- 
Blatt, 19 W. 44th St., New York 18, tations on your work. J. A. Buch- 
No Ne roeder & Co., Columbia, Mo. 








TOOL and die work, for the trade; 
expert workmanship in modern, 


WATCHMAKERS;; increase your ability 
through the highly recommended books; 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your Jobber or trade Journal. 
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HAVE YOU READ THESE BOOKS? 





These authoritative and interestingly 
written books on a wide range of subjects 
about your business will be a great help 


to you. 


Just put a circle around the books you want 
on the coupon below, write in your name 


For the Gem Expert, Connoisseur and Student 


of Gemology 
1.GEMS AND GEM MATERIALS 








Drs. Kraus & Slawson $3.50 
1A. KEY TO PRECIOUS STONES 
L. J. Spencer $3.25 


9 GETTING ACQUAINTED WITH MINERALS 
George L. English $2.50 


3. REVISED LAPIDARY HANDBOOK 


J. H. Heward $3.00 
4, STORY OF THE GEMS 4. P. Whitlock $4.00 
5. STORY OF DIAMONDS $1.85 
5A. FAMOUS DIAMONDS OF THE WORLD $1.25 
5B. INTRODUCTORY GEMOLOGY 

Robert Webster $3.50 


On Silver for the Jeweler, Collector and Anti- 





quarian 
6. THE STERLING FLATWARE PATTERN INDEX 
Without Binder $10.00 
7. ENGLISH SILVER (1675-1825) 


Stephen G. C. Eushke and Edward Wenham $2.50 
8 OLD SILVER, ENGLISH, AMERICAN AND 
FOREIGN _ss‘S. B. Wyler $4.00 
9, NAVAJO AND PUEBLO SILVERSMITHS 
Jehn Adair $4.00 


For the Skilled Watch and Clock Maker, the 
Apprentice and Student 
10. PRACTICAL WATCH REPAIRING 








Donald DeCarle $5.00 
Il, PRACTICAL COURSE IN HOROLOGY 
Harold C. Kelly $2.75 
12, WATCH AND CLOCKMAKERS’ HANDBOOK, 
DICTIONARY AND GUIDE 
F. J. Britten $6.00 


13. KNOW THE ESCAPEMENT (New Edition) 
Barkus Watchmakers $5.00 
14. MODERN WATCH REPAIRING & ADJUSTING 


Bowman & Borer 


144A. MODERN CLOCKS 


T. R. Robinson $2.50 


and address, attach your check, and send 
it to us. We will send them postage pre- 
paid anywhere in the United States. Re 
mittance must accompany all orders. No 
books sent on approval. Prices subject to 
change without notice. 


15. CURIOUS HISTORY OF MUSIC BOXES 


Roy Meseriak $5.00 
16. SIX QUAKER CLOCKMAKERS 
Edward EB. Chandlee $10.00 
17. TIME AND TIMEKEEPERS VP. I. Milham $2.49 
18. MODERN METHODS IN HOROLOGY 
Grant Hood $2.50 
19. PRACTICAL BALANCE AND HAIRSPRING 
WORK VB. J. Kleialein $3.50 
20. RULES & PRACTICE FOR ADJUSTING 
WATCHES W. J. Kleinlein $3.50 


21. PRACTICAL BENCHWORK FOR HOROLOGISTS 
Louis and Samuel Levin $5. 

22. IT’S ABOUT TIME Pasi M. Chamberlain $10.00 

23. KEYSTONE WATCH REPAIR RECORD BOOK $2.50 


24. WITH THE WATCHMAKER AT THE BENCH 


Donald De Carle $3.00 


For the Jewelry Repairer, Engraver, Designer and 





Enameler 
25. JEWELRY REPAIRERS’ HANDBOOK 
J. G. Keplinger $1.25 
26. JEWELRY DESIGN AND APPLIED DESIGN 
C. A. Jakobb $25.00 
27. JEWELRY AND ENAMELING 
G. Pach $3.50 
28. REFINING PRECIOUS METAL WASTES 
C. M. Hoke $6.00 
29. ART MONOGRAMS AND LETTERING 
J. M. Bergling (Paper Cover) $2.00 
30. METALCRAFT AND JEWELRY 
Emil F. Kronquist $3.00 
31. A B C OF MODERN ENGRAVING 
William Kassel $1.00 
32. TESTING PRECIOUS METALS 
C. M. Hoke $2.60 
33. RINGS THROUGH THE AGES 
: James R. MeCarthy $2.50 
34. TRADEMARKS OF JEWELRY AND 
KINDRED TRADES $7.50 
35. THE JEWELERS BUYERS DIRECTORY, 
1946-47 Edition $2.00 
36. 3,033 RETAILING IDEAS Emanuel Lyons $3.50 
37. JEWELRY MAKING AND DESIGN 
Rose & Cirino $8.95 
38. JEWELRY GEM CUTTING & METALCRAFT 
W. T. Baxter $3.00 


PCS SS SS SS SSS SHS SSS SSSR SSSR BESS BOBS e esses 88 Sea eee eee ee ee eee eeeees 


THE JEWELERS’ CIRCULAR-KEYSTONE 


FOR SEPTEMBER, 1947 


100 E. 42ND ST., NEW YORK 17, N. Y. 


Check or money order must accompany all orders. Do not send cash. 
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Like the Signature 
of a Responsible Man 


e The “signature” of a manufacturer like the signature of a 
man takes on significance gradually. Once it is accepted as 
trustworthy it becomes the most valuable asset either can 
have. 

We at Hadley are jealous of the “signature” we stamp on 
every piece of jewelry we make. One of the last operations, 
it is the most important one of all. Only after the styling is 
right, the production up to standard and the quality accepta- 
ble do the goods receive the HADLEY identification which 
means so much to everyone who sells or wears Hadley 
jewelry. 

It has taken over 30 years to build a reputation that makes 
our products easier to sell, we're going to do everything we 


can to keep it that way. 
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THE HADLEY COMPANY, PROVIDENCE, RHODE ISLAND 
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J When a customer says, Wrap it 
up, you’ve made a sale! But be- 
fore a customer will say it, it’s up 
atthe: to you to wrap up the sale of 
AN ms 5 nationally advertised merchan- 
\ at) o dise by reminding her through 
— a pee ie displays, leaflets, and other point- 
RON, of-sale materials. 
) an 4 Community’s four famous pat- 
We | V3 \ \ terns, including the newest suc- 
ava IZ A. a cess, Morning Star, are advertised 


month after month by the biggest 
magazine campaign in Commu- 
nity history. 
Every day, thousands of custo- 
ee mers who see these ads are telling 
clerks to “wrap up- Community. 





| Make sure that this happens in 
your store. Use the smart new 
silverware displays, counter cards, 


ad reprints, leaflets and booklets 
that Community has created just 
for you. Put Community’s com- 
plete merchandising program to 





work for you, and you'll wrap 
up a new record in local sales! 


COME ALONG WITH 





{ r 
eer, 
x} fi THE FINEST SILVERPLATE 





\ "TRADE MARK OF ONEIDA LTD. 





